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PREFACE
T h i s  s t u d y  w o u l d  n o t  h a v e  b e e n  p o s s i b l e  b u t  f o r  t h e  a s s i s t a n c e  o f  
s e v e r a l  p a r t i e s  o t h e r  t h a n  t h e  R e s e a r c h  F e l l o w .  I n  p a r t i c u l a r ,  
t h a n k s  a r e  d u e  t o  t h e  m a n a g e m e n t  o f  C h a r l e s  K i n l o c h  &  C o .  L t d . ,  
w h o  p r o v i d e d  n o t  o n l y  t h e  f i n a n c i a l  s u p p o r t  b u t  a l s o  g r e a t  
a s s i s t a n c e  i n  c o n t a c t i n g  u s e f u l  s o u r c e s  o f  i n f o r m a t i o n  a n d  i n  
e n a b l i n g  t h e  r e s e a r c h e r  t o  i m p r o v e  h i s  k n o w l e d g e  o f  t h e  s u b j e c t  
o f  w i n e .  O t h e r s  w h o  c o n t r i b u t e d  t o  t h e  s u c c e s s  o f  t h e  s t u d y  
i n c l u d e  M r  P .  N a i l o n  a n d  P r o f e s s o r  S .  M e d l i k ,  s u p e r v i s o r s ;
M r s  L . M a r s h a l l ,  w h o  t y p e d  t h e  m a n u s c r i p t  a n d  h e l p e d  p r e p a r e  i t  
f o r  p r i n t i n g ;  a n d  t o  t h e  m a n y  h o t e l i e r s  a n d  r e s t a u r a t e u r s  w h o  
c o n t r i b u t e d  t h e i r  v i e w s  a n d  w h o  a r e  n o t  n a m e d  e x p l i c i t l y  o n l y  f o r  
r e a s o n s  o f  c o n f i d e n t i a l i t y .
M i c h a e l  H o w l e y  
U n i v e r s i t y  o f  S u r r e y  
G u i l d f o r d ,  S u r r e y  
S e p t e m b e r ,  1 9 7 3
T H E  M A R K E T  F O R  W I N E  
I N  C A T E R I N G  E S T A B L I S H M E N T S
S y n o p s  i s
T h e  m a i n  a i m s  o f  t h i s  s t u d y  a r e  t o  d e t e r m i n e  h o w  m u c h  w i n e  i s  s o l d  
t h r o u g h  c a t e r i n g  o u t l e t s ,  h o w  i t  i s  s o l d  a n d  h o w  t h i s  m a r k e t  i s  
l i k e l y  t o  d e v e l o p  i n  t h e  f u t u r e .  I t  i s  a l s o  i n t e n d e d  t o  i d e n t i f y  
a n y  f a c t o r s  w h i c h  m a y  h i n d e r  i t s  g r o w t h  a n d  s u g g e s t  w a y s  i n  w h i c h  
t h e s e  m a y  b e  o v e r c o m e .  T h e  m e t h o d s  a d o p t e d  t o  a c h i e v e  t h e s e  a i m s  
c o n s i s t  o f  a  r e v i e w  o f  r e l a t e d  r e s e a r c h  a n d  s t a t i s t i c a l  d a t a ,  a n  
e c o n o m e t r i c  s t u d y ,  a  s u r v e y  u s i n g  a  p o s t a l  q u e s t i o n n a i r e  d i s p a t c h e d  
t o  t h e  m a n a g e r s  o f  h o t e l s  a n d  r e s t a u r a n t s  a n d  t h e  p e r s o n a l  i n t e r ­
v i e w i n g  o f  b o t h  c a t e r e r s  a n d  r e p r e s e n t a t i v e s  o f  w i n e  s u p p l i e r s .
T h e  f i r s t  p a r t  o f  t h e  t h e s i s  i s  c o n c e r n e d  w i t h  a  d e s c r i p t i o n  o f  t h e  
m a r k e t  a t  t h e  p r e s e n t  t i m e  i n  t e r m s  o f  t h e  o u t l e t s  i n v o l v e d ,  t h e  
c o n s u m e r ,  t h e  s u p p l i e r s  a n d  t h e  c o n t r i b u t i o n  w h i c h  w i n e  s a l e s  m a k e  
t o  t h e  r e v e n u e  o f  c a t e r i n g  o p e r a t i o n s .  T h i s  i s  l a r g e l y  b a s e d  o n  
p u b l i s h e d  m a t e r i a l .  T h e  e m p i r i c a l  p a r t  o f  t h e  s t u d y ,  c o n s i s t i n g  o f  
p e r s o n a l  i n t e r v i e w s  a n d  t h e  p o s t a l  s u r v e y ,  w h i c h  f o l l o w s ,  i s  a n  
a t t e m p t  t o  e x t e n d  e x i s t i n g  k n o w l e d g e .  I t  d e a l s  i n  p a r t i c u l a r  w i t h  
h o w  c a t e r e r s  b u y  t h e i r  w i n e  a n d  t h e  d e t e r m i n a n t s  o f  h i g h  w i n e  s a l e s  
i n  c a t e r i n g  o u t l e t s .
T h e  e c o n o m e t r i c  s t u d y  w a s  u n d e r t a k e n  t o  i d e n t i f y  t r e n d s  i n  c o n s u m p t i o n  
w h i c h  c o u l d  b e  u s e d  t o  f o r e c a s t  t h e  g r o w t h  o f  t h e  m a r k e t  w h i l e  a  
d i s c u s s i o n  o f  a n y  f o r e s e e a b l e  f a c t o r s  w h i c h  m a y  c a u s e  a  d e v i a t i o n  
f r o m  t h e  t r e n d  i s  a l s o  i n c l u d e d .  T h e  f i n a l  p a r t  o f  t h e  w o r k  d r a w s  
t o g e t h e r  t h e  f i n d i n g s  o f  t h e  p r e v i o u s  s e c t i o n s  a n d  g i v e s  r e c o m m e n d a ­
t i o n s  f o r  a c t i o n  o n  t h e  p a r t  o f  b o t h  c a t e r e r s  a n d  w i n e  s u p p l i e r s .
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1 . 1  O b j  e c t i v e s
T h e  o r i g i n a l  o b j e c t i v e s  o f  t h i s  s t u d y  w e r e  f o r m u l a t e d  i n  1 9 7 1 ,  p r i o r  
t o  t h e  a p p o i n t m e n t  o f  t h e  R e s e a r c h  F e l l o w :  T h e y  w e r e  a s  f o l l o w s :
( i )  T o  a s s e s s  t h e  t o t a l  s i z e  o f  t h e  c u r r e n t  m a r k e t  
f o r  t h e  s a l e s  o f  w i n e s  b y  c a t e r i n g  e s t a b l i s h -  
m e n t s  a n d  t o  e x a m i n e  t h e  p a t t e r n  o f  c o n s u m p t i o n ;
( i i )  T o  e x a m i n e  t h e  a r r a n g e m e n t s  a n d  e f f e c t s  o f
m a r k e t i n g  a t  t h e  l e v e l s  o f  s u p p l i e r / c a t e r e r  a n d  
c a t e r e r / c o n s u m e r  w h i c h  m a y  i n f l u e n c e  t h e  p a t t e r n  
o f  c o n s u m p t i o n ;
( i i i )  T o  i n d i c a t e  t h e  p r o b a b l e  g r o w t h  o f  t h e  m a r k e t ,  
a n d  w h a t  f a c t o r s  m a y  i n h i b i t  t h i s  g r o w t h ,
PART 1 INTRODUCTION
( i v )  T o  i n d i c a t e  p o s s i b l e  m e t h o d s  o f  o v e r c o m i n g  
o b s t a c l e s  t o  m a r k e t  g r o w t h  a n d  t o  p r o v i d e  
g u i d a n c e  t o  s u p p l i e r s  a n d  t o  c a t e r e r s  o n  w a y s  
o f  i n c r e a s i n g  s a l e s  o f  w i n e  i n  c a t e r i n g  
e s t a b l i s h m e n t s ,
( v )  T o  p r e s e n t  t h e  f i n d i n g s  i n  a  s u i t a b l e  f o r m  f o r  
p u b l i c a t i o n  a n d ,  w h e r e  a p p r o p r i a t e ,  i n d i c a t e  
f u r t h e r  l i n e s  f o r  r e s e a r c h .
T h e  a b o v e  o b j e c t i v e s  a r e  c o u c h e d  i n  b r o a d  t e r m s  a n d  i t  w i l l  b e
.  . - Tl
h e l p f u l  t o  o u t l i n e  h o w  t h e y  w e r e  i n t e r p r e t e d .  T h e  p h r a s e  t o  
e x a m i n e  p a t t e r n  o f  c o n s u m p t i o n "  i n  ( i )  w a s  t a k e n  t o  m e a n  
e s t a b l i s h i n g  h o w  s a l e s  w e r e  d i s t r i b u t e d  g e o g r a p h i c a l l y ,  b y  
t y p e  o f  o u t l e t ,  t i m e  o f  d a y  a n d ,  i f  p o s s i b l e ,  o b t a i n i n g  a  p r o f i l e  
o f  t h e  f i n a l  c o n s u m e r .  W i t h i n  t h i s  a r e a  w a s  i n c l u d e d  t h e  s t u d y  
o f  t h e  t y p e s  o f  w i n e  s o l d  i n  t h i s  m a r k e t  a n d  h o w  t h e y  v a r i e d  
a c c o r d i n g  t o  t h e  s t a t e d  f a c t o r s .  U n d e r  t h e  s e c o n d  o b j e c t i v e  c a m e
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t h e  s t u d y  o f  h o w  w i n e  w a s  s o l d  b y  t h e  c a t e r e r  t o  t h e  f i n a l  
c o n s u m e r  a n d  b y  t h e  w i n e  s u p p l i e r  t o  t h e  c a t e r e r .  I n  b o t h  c a s e s  
i t  w a s  i n t e n d e d  t o  o u t l i n e  t h e  m a j o r  f a c t o r s  u n d e r l y i n g  t h e  
p u r c h a s e r ' s  d e c i s i o n  b u t  i n  t h e  e v e n t  m o r e  a t t e n t i o n  w a s  d e v o t e d  
t o  t h e  c a t e r e r  a n d  h i s  b e h a v i o u r  t h a n  t o  t h a t  o f  h i s  c u s t o m e r .  
W h i l e  i t  i s  p o s s i b l e  t o  l e a r n  m u c h  a b o u t  c o n s u m e r  b e h a v i o u r  f r o m  
d i s c u s s i o n  w i t h  r e s t a u r a t e u r s  a n d  h o t e l i e r s  t h e r e  s t i l l  e x i s t s  a  
n e e d  f o r  a  m o r e  d e t a i l e d  s t u d y  o f  t h e  f i n a l  c o n s u m e r  i n  t h e  
e a t i n g  o u t  s i t u a t i o n .  T h e  f o r e c a s t  o f  m a r k e t  g r o w t h  c l e a r l y  f e l l  
i n t o  t w o  p a r t s :  f i r s t l y ,  e s t i m a t i n g  h o w  t h e  m a r k e t  w o u l d  g r o w  i f  
t h e r e  w e r e  n o  c h a n g e  i n  m a r k e t i n g  a r r a n g e m e n t s  o n  t h e  p a r t  o f  
s u p p l i e r s  a n d  c a t e r e r s  a n d  s e c o n d l y ,  w h a t  c h a n g e s  c o u l d  b e  m a d e  
b y  i n t e r e s t e d  p a r t i e s  w h i c h  w o u l d  e n c o u r a g e  i t  t o  g r o w  m o r e  
r a p i d l y .  I n  t e r m s  o f  t h e  w o r d i n g  o f  t h e  o r i g i n a l  b r i e f ,  ( i v ) ,  
t h e s e  c h a n g e s  i n  m a r k e t i n g  p o l i c y  w o u l d  c o n s t i t u t e  m e t h o d s  o f  
o v e r c o m i n g  b a r r i e r s  t o  t h e  m a r k e t  g r o w t h .  N o  p u b l i s h e d  i n f o r m a ­
t i o n  a p p e a r e d  t o  b e  a v a i l a b l e  o n  t h e  m a r k e t  f o r  w i n e  i n  c a t e r i n g  
o u t l e t s .  I n f o r m a t i o n  w a s  a v a i l a b l e ,  h o w e v e r ,  o n  b o t h  t h e  d e m a n d  
f o r  w i n e  a n d  t h e  d e m a n d  f o r  m e a l s  o u t  w h e n  v i e w e d  s e p a r a t e l y .
T h e  s t u d y  p r o c e e d e d ,  t h e r e f o r e ,  b y  e m p l o y i n g  t e c h n i q u e s  w h i c h  h a d  
b e e n  u s e d  i n  w e l l - d o c u m e n t e d  s t u d i e s  o f  o t h e r  m a r k e t s  t o  f u l f i l  
i t s  o b j e c t i v e s .  T h a t  t h i s  s u b j e c t  s h o u l d  n o w  r e c e i v e  f o r m a l  
a t t e n t i o n  i s  n a t u r a l  i n  v i e w  o f  t h e  i n c r e a s i n g  s o p h i s t i c a t i o n  o f  
t h e  w i n e  t r a d e ,  t o  w h o m  c a t e r i n g  o u t l e t s  . f o r m  a n  i m p o r t a n t  m a r k e t .  
T h e  l i c e n s e d  c a t e r e r ,  m o r e o v e r ,  h a s  a  g r e a t  i n t e r e s t  i n  h i s  w i n e  
t r a d e  b e c a u s e  o f  t h e  c o n t r i b u t i o n  i t  m a k e s  t o  p r o f i t s .
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T h e  a r e a  t o  b e  s t u d i e d  w a s  G r e a t  B r i t a i n ,  t h a t  i s  t h e  m a i n l a n d  o f  
E n g l a n d  a n d  W a l e s  a n d  S c o t l a n d  b u t  e x c l u d i n g  N o r t h e r n  I r e l a n d .
O w i n g  t o  l i m i t a t i o n s  o f  r e s o u r c e s  t h e  r e s e a r c h e r ’ s  p e r s o n a l  c o n t a c t  
w i t h  h o t e l s  a n d  r e s t a u r a n t s  w a s  c e n t r e d  o n  L o n d o n  a n d  t h e  S o u t h  
E a s t  b u t  v i s i t s  t o  o t h e r  a r e a s  i n d i c a t e d  t h a t  l i c e n s e d  c a t e r e r s  
f o r m e d  a  h o m o g e n e o u s  g r o u p  a c r o s s  t h e  c o u n t r y  i n  t h e i r  d e a l i n g s  
w i t h  w i n e  s u p p l i e r s .  T h e  t e r m  " w i n e "  w a s  t a k e n  t o  m e a n  l i g h t  
w i n e ,  h e a v y  w i n e  a n d  s p a r k l i n g  w i n e  a s  t h e y  a r e  d e f i n e d  b y  H . M .  
C u s t o m s  a n d  E x c i s e .  A t t e n t i o n  w a s  c h i e f l y  d e v o t e d  t o  l i g h t  w i n e ,  
w h i c h  i s  t h e  w i n e  g e n e r a l l y  c o n s u m e d  w i t h  a  m e a l  a n d  w h i c h  a c c o u n t s  
f o r  t h e  g r e a t  b u l k  o f  s a l e s  i n  c a t e r i n g  o u t l e t s .  W h e r e  h e a v y  w i n e s  
a r e  d i s c u s s e d  t h e y  a r e  r e f e r r e d  t o  d i r e c t l y .
I n  t e r m s  o f  t h e  r a n g e  o f  o u t l e t s  s t u d i e d  i t  w a s  d e c i d e d  t o  r e s t r i c t  
a t t e n t i o n  t o  h o t e l s ,  r e s t a u r a n t s ,  h o l i d a y  c a m p s  a n d  l i c e n s e d  c l u b s .  
S t e a k  b a r  e s t a b l i s h m e n t s  w h i c h  i n c o r p o r a t e d  a  v a r i e t y  o f  b a r s  w e r e  
i n c l u d e d  a s  r e s t a u r a n t s  b u t  p u b l i c  h o u s e s  w e r e  n o t  s t u d i e d  s i n c e  
i t  w a s  f e l t  t h a t  t h i s  w a s  a  l a r g e  a n d  d i v e r s e  f i e l d  r e q u i r i n g  
l e n g t h y ,  s p e c i f i c  a t t e n t i o n .
1.2  Terms o f  R e fe rence
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T h e  f i r s t  t h r e b  m o n t h s  o f  t h e  s t u d y  w e r e  s p e n t  i n  l e a r n i n g  a b o u t  
t h e  w i n e  t r a d e  a n d  t h e  h o t e l  a n d  c a t e r i n g  i n d u s t r y  s o  t h a t  t h e  
r e s e a r c h  c o u l d  p r o c e e d  a l o n g  l i n e s  w h i c h  w e r e  m e a n i n g f u l  t o  b o t h  
t h e s e  g r o u p s .  A t  t h e  s a m e  t i m e  p r e l i m i n a r y  d i s c u s s i o n s  w e r e  
u n d e r t a k e n  w i t h  w i n e  s u p p l i e r s  a n d  c a t e r e r s  i n  o r d e r  t o  f i n d  a r e a s  
w h i c h  w e r e  o f  i n t e r e s t  t o  t h e  t w o  p a r t i e s  a n d  c o u l d  b e  i n v e s t i g a t e d  
i n  t h e  p r o j e c t .  A  l i t e r a t u r e  s e a r c h  w a s  c o n d u c t e d  t o  d i s c o v e r  
r e l a t e d  r e s e a r c h  w h i c h  m i g h t  h a v e  b e e n  u n d e r t a k e n  b y  m e m b e r s  o f  t h e  
w i n e  t r a d e ,  t h e  h o t e l  a n d  c a t e r i n g  i n d u s t r y  o r  a c a d e m i c  r e s e a r c h e r s .  
T h e  l i t e r a t u r e  s e a r c h  r e s u l t e d  i n  t h e  c o l l e c t i o n  o f  d a t a ,  c h i e f l y  
f r o m  c o m m e r c i a l  s u r v e y s ,  f r o m  w h i c h  a  b r i e f  d e s c r i p t i o n  o f  t h e  
c h a r a c t e r i s t i c s  o f  t h e  w i n e  c o n s u m e r  w a s  p o s s i b l e .  I n  g e n e r a l  t h e  
p u b l i s h e d  w o r k  r e l a t i n g  t o  t h e  s u b j e c t  o f  t h e  m a r k e t  f o r  w i n e  i n  
c a t e r i n g  o u t l e t s  i s  o n l y  o f  m a r g i n a l  r e l e v a n c e ' .  T h e  s t u d y ,  t h e r e f o r e  
i s  o f  a  p i o n e e r i n g  n a t u r e .  T h e  m a j o r  s o u r c e s  o n  t h i s  s u b j e c t  a r e  
r e v i e w e d  i n  A p p e n d i x  A .
A  p o s t a l  s u r v e y  w a s  u n d e r t a k e n  d i r e c t e d  a t  u n i t  m a n a g e r s  o f  h o t e l s  
a n d  r e s t a u r a n t s .  T h i s  w a s  i n t e n d e d  t o  g a t h e r  i n f o r m a t i o n  a b o u t  h o w  
w i n e  w a s  b o u g h t  a n d  t h e  q u a n t i t i e s  o f  w i n e  w h i c h  w e r e  t y p i c a l l y  s o l d  
b y  o u t l e t s  a t  d i f f e r e n t  l e v e l s  o f  s e r v i c e  a n d  i n  d i f f e r e n t  r e g i o n s .  
T h e  h o t e l  a n d  c a t e r i n g  m a r k e t  w a s  r e p u t e d  t o  b e  c h a r a c t e r i s e d  b y  
a  l o w  r e s p o n s e  t o  p o s t a l  q u e s t i o n n a i r e s  a n d  w i t h  t h i s  i n  m i n d  t h e  
d o c u m e n t  u s e d  w a s  m a d e  s h o r t  a n d  s i m p l e .  F o r  t h i s  r e a s o n  c o m p l e x  
i s s u e s  w e r e  i n a p p r o p r i a t e  f o r  h a n d l i n g  b y  t h e  p o s t a l  q u e s t i o n n a i r e  
a n d  a  s e r i e s  o f  p e r s o n a l  i n t e r v i e w s  w e r e  c o n d u c t e d  t o  r e s e a r c h  t h e s e  
a r e a s .  I n t e r v i e w s  w e r e  c o n d u c t e d  w i t h  4 2  u n i t  m a n a g e r s  w i t h  t h e  
a i d  o f  a  q u e s t i o n n a i r e  s c h e d u l e  a n d  o t h e r  i n t e r v i e w s  w e r e  u n d e r t a k e n  
o n  a  l e s s  f o r m a l  b a s i s .  I n  a d d i t i o n  d i s c u s s i o n s  w e r e  o r g a n i s e d  w i t h  
t h e  w i n e  b u y e r s  o f  1 1  o f  t h e  l a r g e r  g r o u p s  o f  o u t l e t s  w i t h i n  t h e  
i n d u s t r y .
A n  e c o n o m i c  d e m a n d  s t u d y  w a s  u n d e r t a k e n  i n  o r d e r  t o  d e t e r m i n e  t r e n d s  
i n  c o n s u m p t i o n  b e h a v i o u r  o r  r e l a t i o n s h i p s  b e t w e e n  w i n e  c o n s u m p t i o n  
a n d  o t h e r  f a c t o r s  w h i c h  c o u l d  b e  u s e d  a s  a  b a s i s  f o r  f o r e c a s t i n g .
T h i s  e x e r c i s e  t o o k  t h e  f o r m  o f  a  r e g r e s s i o n  a n a l y s i s  o f  t i m e  s e r i e s  
d a t a  f o r  w i n e  c o n s u m p t i o n ,  n a t i o n a l  i n c o m e  a n d  t o t a l  a d v e r t i s i n g  
e x p e n d i t u r e  o n  a l l  t y p e s  o ; f  w i n e .
1. 3 M e th o d o lo g y
1 .4  The Order  o f  D is c u s s io n
T h e  m a t e r i a l  i n  t h i s  r e p o r t  m a y  b e  d i v i d e d  b e t w e e n  s e c o n d a r y  d a t a ,  
t h a t  w h i c h  w a s  o b t a i n e d  f r o m  e x i s t i n g  s o u r c e s ,  a n d  p r i m a r y  d a t a ,  
t h a t  w h i c h  w a s  o b t a i n e d  i n  f i e l d  w o r k .  T h e  s e c o n d a r y  d a t a  h a s  b e e n  
u s e d  t o  d e s c r i b e ,  a s  f a r  a s  p o s s i b l e ,  t h e  g e n e r a l  c h a r a c t e r i s t i c s  
o f  t h e  m a r k e t  f o r  w i n e  i n  c a t e r i n g  e s t a b l i s h m e n t s  i n  t e r m s  o f  i t s  
c o n s u m e r ,  t h e  n a t u r e  o f  t h e  o u t l e t s  w h i c h  s t o c k  i t ,  t h e  s i g n i f i c a n c e  
o f  t h e  c a t e r i n g  m a r k e t  t o  t h e  w i n e  t r a d e  a n d  t h e  i m p o r t a n c e  o f  w i n e  
s a l e s  t o  t h e  c a t e r e r .  T h i s  m a t e r i a l  i s  c o n t a i n e d  i n  P a r t  2  o f  t h e  
p r e s e n t  r e p o r t  w h i c h  a l s o  i n c l u d e s  t h e  e s t i m a t e  o f  t h e  t o t a l  s i z e  
o f  t h e  m a r k e t  f o r  w i n e  i n  c a t e r i n g  o u t l e t s .
T h e  e m p i r i c a l  w o r k  e m p l o y e d  i n  t h e  s t u d y  i s  d e s c r i b e d  i n  P a r t  3 .
T h e  p l a n n i n g  a n d  i m p l e m e n t a t i o n  o f  t h e  p o s t a l  s u r v e y  i s  d e s c r i b e d  
f i r s t ,  t o g e t h e r  w i t h  i t s  r e s u l t s ,  a n d  i s  f o l l o w e d  b y  a  d e s c r i p t i o n  
o f  t h e  s u r v e y  b y  p e r s o n a l  i n t e r v i e w i n g .  T h e  i n f o r m a t i o n  o b t a i n e d  
b y  t h e s e  t w o  m e t h o d s  i s  f e l t  t o  p r o v i d e  a n  a d v a n c e  o n  t h e  p r e v i o u s l y  
a v a i l a b l e  i n f o r m a t i o n  w h i c h  w a s  d e s c r i b e d  i n  P a r t  2 .
T h e  e c o n o m i c  s t u d y  o f  t h e  d e m a n d  f o r  w i n e ,  b o t h  l i g h t  a n d  h e a v y ,  i s  
d e a l t  w i t h  i n  P a r t  4  a n d  t h i s  s e c t i o n  c o n t a i n s  t h e  m a t h e m a t i c a l  
f o r e c a s t s  o f  t h e  g r o w t h  o f  t o t a l  w i n e  c o n s u m p t i o n .  F a c t o r s  w h i c h  
a f f e c t  w i n e  c o n s u m p t i o n  b u t  w h i c h  d o  n o t  l e n d  t h e m s e l v e s  t o  a n  
e c o n o m i c  t r e a t m e n t  a r e  d i s c u s s e d  i n  P a r t  5  w h i c h  a l s o  i n c l u d e s  t h e  
s p e c i f i c  g r o w t h  f o r e c a s t  f o r  t h e  d e m a n d  f o r  w i n e  i n  c a t e r i n g  
o u t l e t s .
T h e  c o n c l u s i o n s  f r o m  t h e  s t u d y ,  w h i c h  i n c o r p o r a t e  r e c o m m e n d a t i o n s  
f o r  t h e  e n c o u r a g i n g  o f  t h e  g r o w t h  o f  w i n e  s a l e s  a r e  c o n t a i n e d  i n  
P a r t  6 .
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P A R T  2  C H A R A C T E R I S T I C S  O F  T H E  M A R K E T
2 . 1  N a t u r e  o f  t h e  W i n e  S o l d
T h e  g r e a t  b u l k  o f  t h e  w i n e  s o l d  i n  c a t e r i n g  e s t a b l i s h m e n t s  i s  t a b l e  
w i n e  w h i c h  c o r r e s p o n d s  t o .  t h e  C u s t o m s  a n d  E x c i s e  c l a s s i f i c a t i o n  o f  
" l i g h t  w i n e " ,  t h a t  i s  w i n e  o f  l e s s  t h a n  2 5  d e g r e e s  p r o o f  s p i r i t  
( b e l o w  2  7  d e g r e e s  i n  t h e  c a s e  o f  C o m m o n w e a l t h  w i n e )  .  T h e  t y p e  o f  
t a b l e  w i n e  s o l d  i n  c a t e r i n g  e s t a b l i s h m e n t s  f a l l s  i n t o  t w o  d i s t i n c t  
t y p e s  o n  t h e  b a s i s  o f  p r i c e  a n d  q u a l i t y ;  c a r a f e  w i n e  a n d  w h a t  w i l l  
b e  c a l l e d  f o r  t h e  p r e s e n t  p u r p o s e  g e n e r i c  w i n e .
T h e  c a r a f e  w i n e ,  a s  t h e  t e r m  i s  u s e d  h e r e ,  m a y  n o t  a c t u a l l y  b e  s o l d  
i n  a  c a r a f e  b u t  b y  t h e  g l a s s  o r  i n  a  b o t t l e  l a b e l l e d  s p e c i f i c a l l y  
f o r  a  g i v e n  e s t a b l i s h m e n t ;  i t  i s  s o m e t i m e s  t e r m e d  " h o u s e  w i n e " .
T h e  p r i n c i p l e  r e m a i n s  t h e  s a m e ,  h o w e v e r ,  t h a t  i t  i s  a  w i n e  w h i c h  
i s  p u r c h a s e d  b y  t h e  c a t e r e r  w i t h  a  v i e w  t o  m i n i m i s i n g  i t s  c o s t .
T h e  r e t a i l  p r i c e  o f  c a r a f e  w i n e  t o  t h e  c u s t o m e r  i s  g e n e r a l l y  f i x e d  
b y  c o n v e n t i o n  r a t h e r  t h a n  b e a r i n g  a  f i x e d  r e l a t i o n s h i p  t o  i t s  c o s t .  
S i n c e  t h e  w i n e  i s  u s u a l l y  a n o n y m o u s  t h e  c u s t o m e r  h a s  n o  i d e a  w h a t  
i t s  w h o l e s a l e  p r i c e  w o u l d  b e  a n d  h e n c e  h a s  n o  m e a n s  o f  a s s e s s i n g  
w h e t h e r  i t  i s  g o o d  v a l u e .  I t  m i g h t  b e  a r g u e d  t h a t  t h e  c u s t o m e r  
c a n  a s s e s s  t h e  w i n e  b y  t a s t e  b u t  t h e r e  i s  c o n s i d e r a b l e  e v i d e n c e  
t h a t  t h e  a v e r a g e  c o n s u m e r ’ s  s e n s i t i v i t y  t o  t a s t e  i s  n o t  s u f f i c i e n t  
f o r  t h i s  t a s k .  S t u d i e s  o f  b e e r  d r i n k e r s  h a v e  s h o w n  t h a t  t h e s e  a r e  
n o t  a b l e  t o  d i s t i n g u i s h  d i f f e r e n t  b r a n d s  b y  t a s t e  b u t  c a n  " d e t e c t "  
t a s t e  d i f f e r e n c e s  w h e n  t h e y  k n o w  t h e  b r a n d  o r  i t s  p r i c e  ( 1 , 2 )
I t  s e e m s  h i g h l y  l i k e l y  t h a t  t h e  s a m e  h o l d s  t r u e  o f  t h e  m a j o r i t y  o f  
w i n e  d r i n k e r s , a n  i d e a  w h i c h  i s  r e i n f o r c e d  b y  d i s c u s s i o n  w i t h  
c a t e r e r s  o f  t h e i r  c u s t o m e r s ’  r e a c t i o n s  t o  w i n e .  T h e  i m p l i c a t i o n  
o f  t h i s  f i n d i n g , w h i c h  i s  d i s c u s s e d  i n  s e c t i o n  2 . 2 ^ 5  t h a t  i t  i s  
m a r k e t i n g  v a r i a b l e s ;  p r i c e ,  p a c k a g e  a n d  s o  o n ;  w h i c h  a r e  i m p o r t a n t  
i n  t h i s  m a r k e t  r a t h e r  t h a n  p r o d u c t  v a r i a b l e s .  A p a r t  f r o m  t h i s  
g e n e r a l  p r o p o s i t i o n  i t  i s  u n l i k e l y 5 t h a t  a n y  b u t  a  t i n y  m i n o r i t y  
o f  c o n s u m e r s  i n  t h e  e a t i n g  o u t  s i t u a t i o n , w i t h  i t s  a t t e n d a n t
~.M~
d i s t r a c t i o n s  o f  n o i s e  a n d  c o m p a n y ,  c a n  e v a l u a t e  a n  u n m a r k e d  w i n e  
a n d  p a r t i c u l a r l y  s o  i n  G r e a t  B r i t a i n  w h i c h  i s  v i r t u a l l y  a  n o n ­
p r o d u c e r  o f  l i g h t  w i n e .  S i n c e  t h e  p r i c e  a t  w h i c h  h e  s e l l s  h i s  
c a r a f e  i s  f i x e d  b y  c o m p e t i t i o n  t h e  c a t e r e r  n a t u r a l l y  a t t e m p t s  t o  
m i n i m i s e  h i s  p u r c h a s e  p r i c e  i n  o r d e r  t o  m a x i m i s e  p r o f i t s .  F o r  
t h i s  r e a s o n  i t  i s  t h e  c a r a f e  w i n e , i n  m a n y  c a t e r i n g  e s t a b l i s h m e n t s  
w h i c h  c a r r i e s  t h e  g r e a t e s t  p r o p o r t i o n a l  m a r k - u p .  T h i s  i s  n o t  t o  
i m p l y  t h a t  c a t e r e r s  a r e  d i s h o n e s t ,  s u c h  p r a c t i c e  i s  n a t u r a l  i n  
v i e w  o f  t h e  n a t u r e  o f  t h e  m a r k e t .  H i g h - c l a s s  e s t a b l i s h m e n t s  
n o r m a l l y  c a r r y  a  r e l a t i v e l y  g o o d  c a r a f e ;  o f t e n  F r e n c h  , f o r  w h i c h  
t h e y  c h a r g e  a c c o r d i n g l y ;  o n  t h e  p r i n c i p l e  t h a t  t h e i r  c l i e n t e l e  
a r e  l i k e l y  t o  h a v e  a  m o r e  d i s c e r n i n g  p a l a t e  t h a n  t h e  a v e r a g e  
c o n s u m e r .  T h e r e  a r e ,  o f  c o u r s e ,  c a t e r e r s  w h o  l i s t  a  b e t t e r  t h a n  
a v e r a g e  c a r a f e ,  a n d  c u t  t h e i r  m a r g i n  i n  s o  d o i n g ,  b u t  t h e i r  
m o t i v a t i o n ,  w h i c h  i s  o t h e r  t h a n  p r o f i t  m a x i m i s i n g ,  a p p e a r s  t o  b e  
t h a t  s u b j e c t  t o  r e m a i n i n g  s o l v e n t  t h e y  w a n t  t o  p r o v i d e  a  m e a l  
e x p e r i e n c e  w h i c h  s a t i s f i e s  t h e i r  o w n  t a s t e s .  S u c h  o p e r a t o r s  m a y  
b e  p e r c e i v e d  a s  t a k i n g  p a r t  o f  t h e i r  r e t u r n  i n  t h e  f o r m  o f  t h e  
s a t i s f a c t i o n  t h e y  d e r i v e  f r o m  m e e t i n g  t h e s e  s t a n d a r d s  a n d  t h e  
p r e s t i g e  w h i c h  o f t e n  a c c o m p a n i e s  t h i s  t y p e  o f  o p e r a t i o n .  B e c a u s e  
o f  t h e  e m p h a s i s  o n  c o s t  m i n i m i s a t i o n  t h e  w i n e s  u s e d  f o r  t h i s  
c a t e g o r y  h a v e  g e n e r a l l y  i n  t h e  p a s t  c o m e  f r o m  S p a i n ,  t h e  C e n t r a l  
E u r o p e a n  c o u n t r i e s  o r  N o r t h  A f r i c a  a s  t h e s e  s o u r c e s  h a v e  p r o d u c e d  
c h e a p e r  t a b l e  w i n e s  t h a n  t h e  E . E . C .  c o u n t r i e s .  A s  a  r e s u l t  o f  
B r i t a i n ' s  e n t r y  i n t o  t h e  E . E . C . ,  h o w e v e r ,  a n d  t h e  c h a n g e s  i n  t h e  
s t r u c t u r e  o f  d u t y  r a t e s  w h i c h  t h i s  m o v e  i m p l i e s ,  w i n e  f r o m  
C o m m u n i t y  m e m b e r s  w i l l  b e c o m e  c h e a p e r  r e l a t i v e  t o  o t h e r  w i n e s  o v e r  
t h e  n e x t  f e w  y e a r s .  W i n e s  f r o m  F r a n c e  a n d  I t a l y ,  t h e r e f o r e ,  w i l l  
a l m o s t  c e r t a i n l y  b e  a d o p t e d  i n  t h e  f u t u r e  a s  t h e  c h e a p e s t  w i n e s  i n  
c a t e r i n g  o u t l e t s  a n d  a l r e a d y  s o m e  o u t l e t s  h a v e  s w i t c h e d  t o  t h e  u s e  
o f  F r e n c h  V . D . Q . S .  w i n e s  f o r  t h i s  p u r p o s e .  T h e  r a t i o n a l e  b e h i n d  
t h e  p r o b a b l e  c h a n g e s  i n  t h e  w i n e  m a r k e t  r e s u l t i n g  f r o m  E . E . C .  
m e m b e r s h i p  i s  n o t  d i s c u s s e d  i n  d e t a i l  i n  t h e  p r e s e n t  s t u d y  a n d  a  
u s e f u l  g u i d e  i s  t h a t  p r e p a r e d  f o r  t h e  W i n e  a n d  S p i r i t  A s s o c i a t i o n  
o f  G r e a t  B r i t a i n  ( 3 ) .
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B y  t h e  t e r m  " g e n e r i c  w i n e "  i s  m e a n t  w i n e  w h i c h  i s  d e s c r i b e d  c h i e f l y  
b y  i t s  p l a c e  o f  o r i g i n  r a t h e r  t h a n  b y  a  b r a n d  n a m e .  T h u s  H i r o n d e l l e  
w o u l d  n o t  q u a l i f y  a s  a  g e n e r i c  w i n e  b y  t h i s  d e f i n i t i o n  b u t  a  N u i t s  
S t .  G e o r g e s ,  w h i c h  m i g h t  b e  m a r k e t e d  b y  t h e  s a m e  c o m p a n y ,  w o u l d  d o  
s o .  M u c h  o f  t h e  i n t e r e s t  i n  w i n e  h a s  s t e m m e d  f r o m  t h e  f a c t  t h a t  
d i f f e r e n t  r e g i o n s  h a v e  p r o d u c e d  d i s t i n c t i v e  w i n e s '  a n d  t h e  B r i t i s h  
c o n s u m e r  t e n d s  s t i l l  t o  t h i n k  o f  a  w i n e  i n  t e r m s  o f  i t s  o r i g i n s  
a n d  t h e r e f o r e  c l a s s i f i e s  w i n e s  i n t o  c a t e g o r i e s  l i k e  S a u t e r n e s ,
M e d o c .  o r  M a c o n .  T h e s e  s u b j e c t i v e  c l a s s i f i c a t i o n s  d o  n o t  r e p r e s e n t  
a  v e r y  a c c u r a t e  g u i d e  t o  t h e  t a s t e s  a n d  q u a l i t i e s  o f  d i f f e r e n t  w i n e s  
s i n c e  t h e y  f a i l  t o  t a k e  a c c o u n t  o f  o t h e r  V a r i a b l e s  s u c h  a s  t h e  g r a p e  
u s e d ,  t h e  v i n t a g e ,  t h e  s t a t u s  o f  t h e  p r o d u c e r ,  w h e t h e r  t h e  w i n e  i s  
e n t i t l e d  t o  t h e  n a m e  i t  c a r r i e s  i n  i t s  c o u n t r y  o f  o r i g i n  o r  t h e  
r e p u t a t i o n  o f  t h e  f o r e i g n  m e r c h a n t  w h o  h a n d l e s  i t .  T h e s e  v a r i a b l e  
f a c t o r s  d o  n o t  c a r r y  t h e  s a m e  w e i g h t  e v e r y w h e r e .  I n  B u r g u n d y  a  
k n o w l e d g e a b l e  m a n  t a k e s  i n t e r e s t  i n  t h e  n e g o c i a n t  w h i l e  i n  f i n e  
B o r d e a u x  t h e  s t a t u s  o f  a  c h a t e a u  i s  o f  g r e a t  i m p o r t a n c e  a n d  i s  t h e  
c a s e  o f  G e r m a n  w i n e s  t h e r e  i s  g r e a t  s i g n i f i c a n c e  i n  t h e  g r a p e  u s e d .
A  g r e a t  l i t e r a t u r e  h a s  d e v e l o p e d  a r o u n d  t h e  s u b j e c t  o f  w i n e  a n d  s i n c e  
i t  w o u l d  b e  i n v i d i o u s  t o  s e l e c t  o n e  s o u r c e  a s  b e i n g  t h e  c o m p l e t e  
g u i d e  t o  t h e  s u b j e c t  s e v e r a l  u s e f u l  w o r k s  a r e  i n c l u d e d  i n  t h e  
b i b l i o g r a p h y  o f  c o n s u l t e d  l i t e r a t u r e  a t t a c h e d  t o  t h i s  r e p o r t .
R i g h t l y  o r  w r o n g l y ,  t h e n ,  t h e  t y p i c a l  B r i t i s h  c o n s u m e r  h a s  h i s  
s u b j e c t i v e  r a t i n g  s c a l e  f o r  t a b l e  w i n e  w h i c h  i s  b a s e d  o n  c e r t a i n  
g e n e r i c  c a t e g o r i e s  o f  F r e n c h  a n d  G e r m a n  o r i g i n .  A  s t u d y  f o r  t h e  
F r e n c h  C . N . C . E .  o r g a n i s a t i o n  ( 4 )  f o u n d  t h a t  t h e s e  n a m e s  o f  o r i g i n  
w e r e  m u c h  b e t t e r  k n o w n  t h a n  t h e  n a m e s  o f  F r e n c h  s h i p p e r s  o r  e v e n  
E n g l i s h  s h i p p e r s .  T h e  c a t e g o r i e s  e m p l o y e d  a r e  n o t  c o m p r e h e n s i v e  
a n d  t e n d  t o  r e f l e c t  h i g h l y  t r a d i t i o n a l  e v a l u a t i o n s  o f  t h e  r e l a t i v e  
m e r i t s  o f  d i f f e r e n t  w i n e s .  I n d e e d  o n e  m a y  a r g u e  t h a t  m u c h  o f  t h e  
c o n v e n t i o n a l  w i s d o m  o n  w i n e  w a s  f o r m u l a t e d  b y  w r i t e r s  s u c h  a s  
S a i n s t s b u r y  ( 5 )  i n  t h e  l a t e  n i n e t e e n t h  c e n j t u r y .  T h e  w i d e l y  k n o w n  
g e n e r i c  c a t e g o r i e s  a l s o  t e n d  t o  i n c l u d e  o n l y  n a m e s  w h o s e  
p r o n u n c i a t i o n  i s  b o t h  s e l f - e v i d e n t  t o  t h e  E n g l i s h  s p e a k e r  a n d  
u n l i k e l y  t o  c a u s e  e m b a r r a s s m e n t .  F o r  t h i s  r e a s o n  t h e  n a m e  B e a u n e  
a p p e a r s  f r e q u e n t l y  o n  r e s t a u r a n t  w i n e  l i s t s  a n d  E c h e z e a u x  b u t
r a r e l y .  T h a t  t h i s  p a t t e r n  s h o u l d  e x i s t  i s  o n l y  n a t u r a l  s i n c e  
t h e  r e s t a u r a n t  s i t u a t i o n  c a n  b e  a n  i n t i m i d a t i n g  o c c a s i o n  o n  w h i c h  
t h e  c o n s u m e r  s e e k s  t o  m i n i m i s e  t h e  d a n g e r  o f  a  f a u x - p a s  b y  s t i c k i n g  
t o  f a m i l i a r  n a m e s .  T h e  f a c t  t h a t  t h e  m a j o r i t y  o f  c o n s u m e r s  o f  w i n e  
w h e n  e a t i n g  o u t  d o  b e h a v e  i n  t h i s  w a y  i s  s u p p o r t e d  b y  e v i d e n c e  f r o m  
t h e  p e r s o n a l  i n t e r v i e w i n g  c o n d u c t e d  f o r  t h i s  s t u d y  w h i c h  s u g g e s t e d  
t h a t  i f  a  r e s t a u r a t e u r  i n  o t h e r  t h a n  a  g o u r m e t ^ c l a s s  r e s t a u r a n t  
( w h i c h  i n  1 9 7 2  w o u l d  a l m o s t  c e r t a i n l y  b e  c h a r g i n g  o v r i r  £ 3 . 0 0  p e r  
h e a d  f o r  a  m e a l  w i t h  w i n e )  w e r e  t o  i n c l u d e  l i t t l e  k n o w n  w i n e s  o n  
h i s  l i s t  t h e n  t h e s e  w o u l d  n o t  s e l l  b u t  w o u l d  r e m a i n  i n  h i s  c e l l a r s  
t i l l  h e  c o u l d  d i s p o s e  o f  t h e m  t h r o u g h  t r a d e . c h a n n e l s .  O u t s i d e  t h e  
h a u t e  c u i s i n e  e s t a b l i s h m e n t ,  a n d  m o s t  h o t e l s  a n d  r e s t a u r a n t s  a r e  
w e l l  o u t s i d e  t h i s  c a t e g o r y ,  c u s t o m e r s  t e n d  t o  b e  h i g h l y  c o n s e r v a t i v e  
a s  t o  t h e  d i s h e s  t h e y  o r d e r .  T h i s  a p p e a r s  t o  b e  t h e  m a j o r  r e a s o n  
f o r  t h e  o v e r w h e l m i n g  u n i f o r m i t y  o f  m e n u s  i n  t h i s  c o u n t r y  r a t h e r  t h a n  
a n y  l a c k  o f  o r i g i n a l i t y  o n  t h e  p a r t  o f  c a t e r e r s .  I f  t h e  c o n s u m e r  o f  
a  m e a l  o u t  i s  c o n s e r v a t i v e  i n  h i s  c h o i c e  o f  f o o d  i t  i s  q u i t e  n a t u r a l  
t h a t  h e  s h o u l d  b e  c o n s e r v a t i v e  i n  h i s  c h o i c e  o f  w i n e  a b o u t  w h i c h  h e  
k n o w s  f a r  l e s s .
N a t u r a l l y  t h e  w i n e  t r a d e  h a s  t r i e d  t o  s u p p l y  w h a t  t h e  c o n s u m e r  
d e m a n d s  i n  t h i s  m a t t e r  a l t h o u g h  s o m e  o f  i t s  l e s s  p r o f i t - c o n s c i o u s  
m e m b e r s  m a y  h a v e  w i s h e d  t h a t  t h e  c o n s u m e r  w e r e  s u f f i c i e n t l y  
e d u c a t e d  t o  h a v e  d e m a n d e d  o t h e r  t h i n g s .  M o r e o v e r  t h e  w i n e  c o n s u m e r  
t e n d s  t o  t r a d e - u p  i n  t h e  e a t i n g  o u t  s i t u a t i o n  i n  t h a t  h e  o r d e r s  a  
m o r e  p r e s t i g i o u s  w i n e  t h a n  h e  m i g h t  d r i n k  a t  h o m e .  T h e  m o t i v a t i o n  
f o r  t h i s  b e h a v i o u r  w h i c h  i s  d i s c u s s e d  f u r t h e r  i n  s e c t i o n  2 . 2  h a s  
n o t  b e e n  r e s e a r c h e d  b u t  i t  i s  r e a s o n a b l e  t o  a s s u m e  t h a t  i n  t h i s  
c a s e  w i n e  i s  w h a t  i s  t e r m e d  b y  W o o d s  ( 6 )  a  p r e s t i g e  p r o d u c t  i n  
t h a t  t h e  p u r c h a s e r  i s  u s i n g  t h e  w i n e  i n  a n  a t t e m p t  t o  c o m m u n i c a t e  
a n  i m a g e  o f  h i m s e l f ,  s u c h  a s  b o n  v i v e u r  o r  g e n e r o u s  h o s t ,  t o  t h e  
w a i t e r ,  h i s  c o m p a n i o n s  a n d  o t h e r  d i n e r s .  T h i s  t r a d i n g - u p  e f f e c t  
i s  r e f l e c t e d  i n  t h e  f a c t  t h a t  c a t e r i n g  a c c o u n t s  t a k e  u p  a  g r e a t e r  
p r o p o r t i o n  o f  s o m e  s h i p p e r s ’  f i n e  w i n e s  t h a n  t h e  o v e r a l l  s i z e  o f  
t h e s e  a c c o u n t s  w o u l d  s u g g e s t .
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T h e  w i n e s  o f f e r e d  i n  c a t e r i n g  e s t a b l i s h m e n t s ,  a p a r t  f r o m  c a r a f e ,  
t e n d  t o  b e ,  t h e r e f o r e ,  w h a t  h a v e  b e e n  t e r m e d  g e n e r i c  w i n e s .  W i n e s  
w h i c h  a r e  s o l d  u n d e r  a  b r a n d  n a m e  r a t h e r  t h a n  a  r e g i o n a l  n a m e  t e n d  
t o  b e  t h e  c h e a p e r  w i n e s  a n d  w h e n  u s e d  i n  c a t e r i n g  o u t l e t s  i t  i s  
n o r m a l l y  a s  c a r a f e .  T h e r e  a r e  e x c e p t i o n s  t o  t h i s  g e n e r a l i s a t i o n ,  
t h e  m o s t  n o t a b l e  c u r r e n t l y  b e i n g  L a  C o u r  P a v i l i o n  a n d  M o u t o n  C a d e t .  
B o t h  o f  t h e s e  p r o d u c t s  h a v e  b e e n  s k i l f u l l y  m a r k e t e d  a s  p r e m i u m  
b r a n d e d  w i n e s  i n  t h e  k n o w l e d g e  t h a t  w h a t  o f t e n  d e t e r m i n e s  t h e  w i n e  
a  d i n e r  s e l e c t s  f r o m  a  l i s t  i s  t h e  f a m i l i a r i t y  o f  t h e  n a m e .
T h e r e f o r e  t h e  a i m  i n  s e l l i n g  b r a n d e d  w i n e s  t h r o u g h  c a t e r i n g  o u t l e t s  
m u s t  b e  t o  m a k e  p o t e n t i a l  b u y e r s  f a m i l i a r  w i t h  t h e i r  n a m e  a n d  t o  
p e r s u a d e  t h e m  t h a t  t h e  w i n e s  e m b o d y  t r a d i t i o n a l  c o n c e p t s  o f  q u a l i t y  
a n d  p r e s t i g e  s u c h  a s  m a k e  t h e m  s u i t a b l e  f o r  o r d e r i n g  i n  a  r e s t a u r a n t .  
T h e r e  a r e  s e v e r a l  r e a s o n s  w h y  a  s h i p p e r  s h o u l d  t r y  a n d  s e c u r e  
a c c e p t a n c e  o f  a  b r a n d e d  w i n e  i n  t h i s  w a y .  I f  t h e  p u b l i c  c a n  b e  
p e r s u a d e d  t o  d e m a n d  i t  i n  s u f f i c i e n t  q u a n t i t i e s  i t  w i l l  b e  h i g h l y  
p r o f i t a b l e  t o  t h e  s h i p p e r  s i n c e  t h i s  i s  a  p r o d u c t  o f  w h i c h  h e  i s  
a  s o l e  s u p p l i e r  w h i l e  a  g e n e r i c  w i n e  w h i c h  h e  s e l l s  m u s t  c o m p e t e  
w i t h  w i n e s  o f  t h e  s a m e  n a m e  s u p p l i e d  b y  o t h e r  s h i p p e r s .  A  s e c o n d  
r e a s o n  i n  f a v o u r  o f  s e l l i n g  b r a n d e d  w i n e s  i s  t h a t  a  b r a n d  a l l o w s  
a  s u p p l i e r  c o n s i d e r a b l e  l a t i t u d e  a s  t o  w h e r e  h e  o b t a i n s  h i s  w i n e ,  
l a t i t u d e  h e  m i g h t  n o t  h a v e  i f  h e  w e r e  s e l l i n g  a  g e n e r i c  w i n e  w h i c h  
w a s  a u t h e n t i c  i n  t e r m s  o f  F r e n c h , G e r m a n  o r  I t a l i a n  l a w .
I t  i s  i n  f a c t  t h e  q u e s t i o n  o f  c o m p l i a n c e  w i t h  c o n t i n e n t a l  l a w  w h i c h  
f o r m s  t h e  m a j o r  r e a s o n  w h y  c a t e r e r s  a r e  m o r e  l i k e l y  t o  l i s t  b r a n d e d  
w i n e s  i n  t h e  f u t u r e ,  a t  l e a s t  i n  t h e  c a s e  o f  F r e n c h  w i n e s .  P r i o r  
t o  B r i t a i n ’ s  e n t r y  i n t o  t h e  E . E . C .  a  B r i t i s h  m e r c h a n t  c o u l d  s e l l  
i n  t h i s  c o u n t r y  u n d e r  a  g e n e r i c  F r e n c h  n a m e  s u c h  a s  N u i t s  S t .  G e o r g e s  
a  w i n e  w h i c h  w a s  n o t  e n t i t l e d  t o  t h i s  a p p e l l a t i o n  u n d e r  F r e n c h  l a w .  
G e n e r a l l y  t h e  w i n e  w o u l d  b e  p e r f e c t l y  a u t h e n t i c  a n d  w o u l d  b e  p u r c h a s e d  
" o u t  o f  q u o t a "  m e a n i n g  t h a t  t h e  p r o d u c e r  h a d  m a d e  m o r e  w i n e  t h a n  h e  
w a s  e n t i t l e d  t o  s e l l  u n d e r  i t s  g e n e r i c  n a m e .  T h i s  a n o m a l y  a r o s e  
b e c a u s e  t h e  F r e n c h  s y s t e m  l a y s  d o w n  h o w  m u c h  w i n e  o f  a  p a r t i c u l a r  
a p p e l l a t i o n  s h o u l d  b e  p r o d u c e d  f r o m  a  g i v e n  a c r e a g e .  I n  t h i s  w a y  
t h e  E n g l i s h  m e r c h a n t  c o u l d  o b t a i n  h i s  g e n e r i c  w i n e s  r e l a t i v e l y
c h e a p l y  b u t  w i t h  B r i t i s h  e n t r y  i n t o  t h e  E . E . C .  t h e  t r a d e  w i l l  h a v e  
t o  a b i d e  b y  F r e n c h  r e g u l a t i o n s  a n d  s o  t h e  q u a n t i t y  o f  w i n e  a v a i l a b l e  
u n d e r  m a n y  f a m o u s  g e n e r i c ,  n a m e s  w i l l  f a l l  s h a r p l y .  I t s  p r i c e  m a y  
b e  e x p e c t e d  t o  r i s e  e q u a l l y  d r a m a t i c a l l y .
C o u p l e d  w i t h  t h i s  c o n t r a c t i o n  o f  s u p p l y  i s  t h e  h e a v y  i n c r e a s e  i n  
p r o d u c e r s '  p r i c e s  i n  t h e  l a s t  t w o  o r  t h r e e  y e a r s  i n  t h o s e  F r e n c h  
p r o d u c i n g  a r e a s  e n t i t l e d  t o  a n  A . C .  r a t i n g .  T h e  n e t  r e s u l t  o f  
t h e s e  i n c r e a s e s  i s  t h a t  a  r e s t a u r a n t  c u s t o m e r  m a y  f i n d  h i m s e l f  
i n  t h e  f u t u r e  p a y i n g  t w i c e  a s  m u c h  f o r  a  b o t t l e  o f  B e a u n e  a s  h e  
d o e s  c u r r e n t l y .  E v e n - i n  t h e s e  i n f l a t i o n a r y  t i m e s  t h e r e  i s  a  
d a n g e r  t h a t  t h e  c u s t o m e r  m a y  b e  d e t e r r e d  b y  t h e s e  p r i c e s .  I t  
s e e m s  c e r t a i n  t h a t  c u s t o m e r s  w h o  w i s h  t o  d r i n k  s u c h  w i n e s  w i l l  
h a v e  t o  p a y  f a r  m o r e  f o r  t h e m  a n d  t h a t  t h o s e  w h o  w a n t  t o  s p e n d  
t h e  s a m e  a m o u n t  o n  w i n e  a s  t h e y  d i d  p r e v i o u s l y  w i l l  h a v e  t o  d r i n k  
d i f f e r e n t  w i n e s ,  n o t a b l y  F r e n c h  w i n e s  o f  l e s s  t h a n  A . C .  s t a t u s  o r  
I t a l i a n  w i n e s .  T h e r e  i s  a  d e g r e e  o f  a n x i e t y  i n  t h e  w i n e  t r a d e ,  n o t  
u n n a t u r a l l y ,  a s  t o  t h e  e f f e c t  t h e s e  p r i c e  c h a n g e s  w i l l  h a v e  o n  t h e  
d e m a n d  i n  c a t e r i n g  o u t l e t s  s i n c e  t h e y  h a v e  t e n d e d  t o  r e l y  o n  
p r o v i d i n g  a  t r a d i t i o n a l  w i n e  l i s t .  O n e  t h i n g  w h i c h  s e e m s  c l e a r  i s  
t h a t  t h e  v o l u m e  w h i c h  i s  d r u n k  i n  t h o s e  o u t l e t s  w i l l  n o t  d i m i n i s h  
s i n c e  i f  p e o p l e  c a n  n o  l o n g e r  a f f o r d  t h e  g e n e r i c  w i n e s  t h e y  a r e  
m o r e  l i k e l y  t o  c o n s o l e  t h e m s e l v e s  w i t h  a  b o t t l e  o f  c a r a f e  t h a n
d e s i s t  f r o m  b u y i n g  w i n e  a l t o g e t h e r .  T h e  a l t e r n a t i v e  p o s s i b i l i t y
>
e x i s t s  t h a t  t h e  v a l u e  o f  t h e  m a r k e t  w i l l  d e c l i n e  i f  c o n s u m e r s  a r e  
u n w i l l i n g  t o  p a y  p r e m i u m  p r i c e s  f o r  w i n e s  w i t h  u n f a m i l i a r  n a m e s  
a n d  t h e r e f o r e  s t i c k  t o  t h e  c h e a p e s t  w i n e s .  T h e  p r e s e n t  s t u d y  h a s  
n o t  p r o d u c e d  a n y  c o n c l u s i v e  r e s u l t s  o n  t h i s  s u b j e c t  b u t  i f  t h e  
n o n - r a t i o n a l  o r  s y m b o l i c  n a t u r e  o f  w i n e  p u r c h a s i n g  w h e n  e a t i n g  o u t  
i s  a c c e p t e d  t h e n  i t  s e e m s  l i k e l y  t h a t  a  c o n s u m e r  w h o  w a n t s  t o  b u y  
a  w i n e  i n  a  p a r t i c u l a r  p r i c e  c a t e g o r y  w i l l  d o  s o  i r r e s p e c t i v e  o f  
t h e  n a m e  i t  b e a r s .  A  w a y  t o  a v o i d  p o s s i b l e  c u s t o m e r  r e s i s t a n c e  t o  
n e w  n a m e s  o n  w i n e  l a b e l s  w o u l d  b e  f o r  t h e  s u p p l i e r s  t o  c r e a t e  
f a v o u r a b l e  c o n s u m e r  a t t i t u d e s  t o  a  w i n e  b y  a d v e r t i s i n g  i t .  T h e  
r e t u r n s  o n  a  w i n e  s o l d  m a i n l y  t o  t h e  c a t e r i n g  t r a d e  a r e ,  h o w e v e r ,  
u n l i k e l y  t o  b e  g r e a t  e n o u g h  t o  s u s t a i n  a n  e x t e n s i v e  a d v e r t i s i n g
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c a m p a i g n .  O n e  r e l e v a n t  i m p l i c a t i o n  o f  t h e  p r e s e n t  s t u d y  i s  t h a t  
h o t e l  a n d  r e s t a u r a n t  s t a f f  i n  t h e  f r e e  t r a d e  a r e  u n l i k e l y  t o  p r o m o t e  
a  w i n e  t h e m s e l v e s  s i m p l y  b e c a u s e  t h e y  h a v e  l i t t l e  o p p o r t u n i t y  t o  d o  
s o .  T h e  a s k i n g  o f  a  w a i t e r ’ s  a d v i c e  a s  t o  c h o i c e  o f  w i n e  i s  a  f a r  
r a r e r  e v e n t  t h a n  t h e  p o p u l a r  m y t h o l o g y  o n  t h e  s u b j e c t  w o u l d  h a v e  
u s  b e l i e v e  w h i l e  t h e  m a n a g e r s  o f  c a t e r i n g  e s t a b l i s h m e n t s  a p p e a r  
d i s t i n c t l y  u n w i l l i n g  t o  t a k e  p a r t  i n  p r o m o t i o n a l  e x e r c i s e s  u s i n g  
p o i n t  o f  s a l e  m a t e r i a l .  T h e  r e a s o n  g i v e n  f o r  t h e  l a t t e r  s t a n d p o i n t  
i s  g e n e r a l l y  t h a t  t o  u s e  p r o m o t i o n a l  m a t e r i a l  w o u l d  d e t r a c t  f r o m  
t h e  t o n e  o f  a n  e s t a b l i s h m e n t .
T h e  h i g h  s t r e n g t h  w i n e s ,  g e n e r a l l y  r e f e r r e d  t o  a s  " h e a v y  w i n e s "  
a c c o r d i n g  t o  t h e  C u s t o m s  a n d  E x c i s e  c a t e g o r y  i n t o  w h i c h  t h e y  f a l l ,  
a r e  d e a l t  w i t h  i n  t h i s  s t u d y  b u t  l e s s  a t t e n t i o n  i s  d e v o t e d  t o  t h e m  
t h a n  t o  t a b l e  w i n e s  o n  t h e  p r i n c i p l e  t h a t  i t  i s  l i g h t  w i n e s  w h i c h  
a r e  n o r m a l l y  c o n s u m e d  w i t h  a  m e a l  a n d  w h i c h  a r e  t h e r e f o r e  m o r e  
i m p o r t a n t  i n  t h e  c a t e r i n g  c o n t e x t .  H e a v y  w i n e s  i n c l u d e  t h e  t r a d i t i o n a l  
f o r t i f i e d  w i n e s  p o p u l a r  i n  t h i s  c o u n t r y ,  p o r t ,  s h e r r y  a n d  m a d e i r a  
a n d  t h e  v e r m o u t h s  a n d  o t h e r  m a n u f a c t u r e d  d r i n k s  u s u a l l y  m a d e  w i t h  
a  w i n e  b a s e .  T h e s e  l a t t e r  a r e  h e n c e f o r t h  r e f e r r e d  t o  a s  a p e r i t i f s .
T h e  s i g n i f i c a n c e  o f  t h e s e  w i n e s  i n  t h e  c a t e r i n g  c o n t e x t  i s  t h a t  
t h e y  a r e  o f t e n  o r d e r e d  b y  c u s t o m e r s  b e f o r e  a  m e a l ,  o r  i n  t h e  c a s e  
o f  m o s t  p o r t s  a n d  t h e  s w e e t e r  s h e r r i e s ,  a f t e r  a  m e a l .  T h e y  a r e  m o r e  
l i k e l y  t o  b e  c o n s u m e d  i n  t h e  m o r e  e x p e n s i v e  o u t l e t s  o r  t h o s e  w i t h  
a  b a r  a t t a c h e d  a n d  a r e  u s u a l l y -  s o l d  b y  t h e  g l a s s  i n  h a l f  t h e  q u a n t i t y  
t h a t  o n e  w o u l d  n o r m a l l y  e x p e c t  i n  a  w i n e  g l a s s ,  t h a t  i s  a  t w e l f t h  
o f  a  b o t t l e  [ a p p r o x i m a t e l y  6 4  c e n t i l i t r e s ) .  T h e  p r o f i t  o n  t h e s e  
d r i n k s  v a r i e s  c o n s i d e r a b l y  b u t  t h e y  g e n e r a l l y  a p p e a r  t o  c a r r y  a  
m a r k - u p  o f  o v e r  1 0 0 %  o f  c o s t  w h i c h  m a k e s  t h e i r  s a l e  a t  l e a s t  a s  
p r o f i t a b l e  a s  t h a t  o f  t a b l e  w i n e s .
S p a r k l i n g  w i n e  i s  i t e m i s e d  s e p a r a t e l y  i n  C u s t o m s  a n d  E x c i s e  d a t a  
a n d  i n  1 9 7 2  s a l e s ,  o f  t h i s  p r o d u c t  i n  t h e  U . K .  w e r e  2 . 6  m i l l i o n  
g a l l o n s ,  a n  a m o u n t  e q u i v a l e n t  t o  a p p r o x i m a t e l y  8 %  o f  t h e  v o l u m e  o f  t h e  
l i g h t  w i n e  m a r k e t .  I n  t h e  c o n t e x t  o f  t h i s  r e p o r t  t h e  p h r a s e  " t a b l e  
w i n e "  i s  n o r m a l l y  t a k e n  t o  i n c l u d e  s p a r k l i n g  w i n e .  I n  t h e  s t a t i s t i c a l  
s t u d y ,  h o w e v e r ,  l i g h t  w i n e  d e m a n d  i s  e x a m i n e d  f r o m  d a t a  w h i c h  e x c l u d e  
s p a r k l i n g  w i n e .
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A s  f a r  a s  i s  k n o w n  n o  s p e c i f i c  r e s e a r c h  h a s  b e e n  u n d e r t a k e n  o n  t h e  
c h a r a c t e r i s t i c s  o f  c o n s u m e r s  o f  w i n e  i n  h o t e l s  a n d  r e s t a u r a n t s .  
D e d u c t i o n s  a b o u t  t h e  n a t u r e  o f  t h e  c o n s u m e r  m u s t  b e  m a d e ,  t h e r e f o r e ,  
o n  t h e  b a s i s  o f  d a t a  a v a i l a b l e  o n  t h e  c h a r a c t e r i s t i c s  o f  t h e  g e n e r a l  
c o n s u m e r  o f  w i n e  a n d  o n  w h a t  l i t t l e  i s  k n o w n  a b o u t  t h e  c o n s u m e r  o f  
m e a l s  o u t .
T h e  t a b l e  w i n e  m a r k e t  a t  t h e  p r e s e n t  t i m e  i s  i n  a  s i t u a t i o n  w h e r e  
d e m a n d  f o r  t h e  p r o d u c t  i s  c o n c e n t r a t e d  a m o n g  a  s m a l l  s e g m e n t  o f  t h e  
p o p u l a t i o n .  I t  i s ,  a s  t h e  f o l l o w i n g  t a b l e  i n d i c a t e s ,  t h e  r e g u l a r  
d r i n k e r  w h o  i s  r e s p o n s i b l e  f o r  t h e  g r e a t e r  p a r t  o f  t a b l e  w i n e  
c o n s u m p t i o n .
T A B L E  1
F r e q u e n c y  o f  D r i n k i n g  T a b l e  W i n e
2.2  The Consumer
% o f  p o p u l a t i o n % v o l u m e
M o r e  t h a n  o n c e  a  w e e k 4 6 0 . 1
A b o u t  o n c e  a  w e e k 3 1 4  . 9
A b o u t  o n c e  a  f o r t n i g h t 4 9 , 9
A b o u t  o n c e  a  m o n t h 7 G
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T h i s  d a t a  w a s  c o l l e c t e d  i n  e a r l y  1 9 7 0  b y  p e r s o n a l  i n t e r v i e w i n g  
o f  a  s a m p l e  o f  t w o  a n d  h a l f  t h o u s a n d  m a l e  h e a d s  o f  h o u s e h o l d s .  
A n a l y s i s  o f  t h e s e  d a t a  i s  r a t h e r  d e p e n d e n t  o n  t h e  a s s u m p t i o n  
w h i c h  i s  m a d e  a s  t o  h o w  m u c h  w i n e  i s  i n  f a c t  d r u n k  b y  t h a t  
s e g m e n t  w h o  c l a i m  t o  d r i n k  " m o r e  t h a n  o n c e  a  w e e k " .  T r a d e  
s o u r c e s  h a v e  e s t i m a t e d  t h a t  t h e  d r i n k e r  i n  t h i s  c a t e g o r y  c o n s u m e s  
t h r e e  t i m e s  a s  m u c h  w i n e  a s  t h e  o n e  i n  t h e  c a t e g o r y  " a b o u t  o n c e  a  
w e e k "  w h i c h  p r o d u c e s  t h e  n e a t  i m p l i c a t i o n  t h a t  7 %  o f  p o s s i b l e  
c o n s u m e r s  a c c o u n t  f o r  7 5 %  o f  t h e  t a b l e  w i n e  c o n s u m e d .  N a t u r a l l y  
t h e  n e x t  s t e p ,  i n  m a r k e t i n g  t e r m s ,  a f t e r  t h i s  d i s c o v e r y  i s  t o  
d e t e r m i n e  t h e  c h a r a c t e r i s t i c s  o f  t h i s  7 %  i n  o r d e r  t o  d e v e l o p  a  
s t r a t e g y  w h i c h  w i l l  a p p e a l  t o  t h e m .  T h i s  d e s i r e  h a s  r e s u l t e d  i n  
s e v e r a l  s u r v e y s  o f  t h e  w i n e  c o n s u m e r  w h i c h ,  h o w e v e r ,  a r e  g e n e r a l l y  
r e g a r d e d  a s  c o n f i d e n t i a l  t o  t h e  f i r m s  c o m m i s s i o n i n g  t h e m .  I t  i s  
b e l i e v e d  t h a t  t h e y  a l l  i n d i c a t e  t h e  a s s o c i a t i o n  o f  h i g h  s o c i a l  
c l a s s  a n d  y e a r s  o f  f u r t h e r  e d u c a t i o n  w i t h  f r e q u e n c y  o f  w i n e  d r i n k i n g .
T h e  f o l l o w i n g  t a b l e  i s  t y p i c a l  o f  t h e  r e s u l t s  o b t a i n e d  f r o m  s u r v e y s  
o n  t h i s  s u b j e c t .  I t  s h o w s  t h a t  f r e q u e n t  w i n e  d r i n k e r s  a r e  c o n c e n ­
t r a t e d  i n  t h e  u p p e r  c l a s s e s  ( O f  t h e  t w o  m o s t  f r e q u e n t  c a t e g o r i e s  
a p p r o x i m a t e l y  6 0 %  w e r e  A B ' s ) .  T h e  1 6 - 2 4  a g e  g r o u p  d o e s  n o t  a p p e a r  
t o  b e  v e r y  i m p o r t a n t  i n  t h i s  m a r k e t  a n d  n o r  d o e s  t h e  o v e r  5 5 ,  
p r e s u m a b l y ,  i n  b o t h  c a s e s ,  b e c a u s e  o f  t i g h t  b u d g e t s .  O t h e r w i s e  
t h e r e  a p p e a r s  t o  b e  n o  a s s o c i a t i o n  b e t w e e n  a g e  a n d  f r e q u e n c y  o f  
d r i n k i n g .  T h e  i m p o r t a n c e  o f  t h e  c o n s u m e r  w i t h  h i g h e r  e d u c a t i o n  
i s  i l l u s t r a t e d  b y  t h e  f a c t  t h a t  3 0 %  o f  c o n s u m e r s  w h o  d r i n k  w i n e  
o n c e  a  w e e k  o r  m o r e  h a v e  b e e n  e d u c a t e d  t o  t h e  a g e  o f  1 9  o r  m o r e ,  
a l t h o u g h  t h e s e  c o n s t i t u t e  o n l y  a  s m a l l  m i n o r i t y  ( l e s s  t h a n  7 % )  o f  
t h e  p o p u l a t i o n .  A  s u r v e y  o f  1 3 8 4 0  r e s p o n d e n t s  o v e r  t h e  f i n a n c i a l  
y e a r  1 9 7 0 / 7 1  b y  T a r g e t  G r o u p  I n d e x  ( 8 )  f o u n d  t h a t  o f  t h o s e  w h o  
d r i n k  w i n e  m o r e  t h a n  o n c e  a  m o n t h  3 6 %  w e r e  A B ’ s ,  3 0 %  w e r e  C ^ ’ s ,
25% w e r e  0 2 ' s  a n d  1 0 %  D E 1 s .  T h i s  r e s u l t  c o n t r a s t s  w i t h  t h e  L o u i s  
H a r r i s  d a t a  w h i c h  i n d i c a t e s  t h a t  o f  t h o s e  w h o  d r i n k  w i n e  o n c e  a  
m o n t h  o r  m o r e  4 9 %  w e r e  A B ’ s .  T h e  T . G  *  I .  f i g u r e  i s  m o r e  r e l i a b l e  
s i n c e  i t  i s  p r o d u c e d  f r o m  a  f a r  l a r g e r  s a m p l e  w h i c h  i s  n a t i o n a l l y  
r e p r e s e n t a t i v e  w h i l e  t h e  L o u i s  H a r r i s  s u r v e y  w a s  b a s e d  o n  L o n d o n  
a n d  t h r e e  o t h e r  I . T . V .  a r e a s .  U n f o r t u n a t e l y  t h e  T . G . I .  s u r v e y  d o e s
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n o t  s p e c i f y  i t s  f r e q u e n c y  o f  c o n s u m p t i o n  d a t a  m o r e  n a r r o w l y  t h a n  
" m o r e  t h a n  o n c e  a  m o n t h "  a n d ,  a s  h a s  b e e n  s h o w n  a b o v e ,  i t  i s  t h e  
p e r s o n  w h o  d r i n k s  w i n e  o n c e  a  w e e k  o r  m o r e  w h o  s h o u l d  r e a l l y  b e  
r e g a r d e d  a s  t h e  h e a v y  c o n s u m e r  a n d  w h o s e  c h a r a c t e r i s t i c s  a r e  
t h e r e f o r e  o f  m o s t  i n t e r e s t .  T h e  T . G . I .  d a t a  d o e s  p r o v i d e  s o m e  
u s e f u l  i n f o r m a t i o n  o n  t h e  a s s o c i a t i o n  o f  r e g i o n  a n d  i n c o m e  g r o u p  
w i t h  f r e q u e n c y  o f  c o n s u m p t i o n  w h i c h  i s  s u m m a r i s e d  i n  t a b l e  3 .
I n  e x a m i n i n g  t h e  h o u s e h o l d  i n c o m e  d a t a  i t  m u s t  b e  n o t e d  t h a t  t h e  
s u r v e y  w a s  u n d e r t a k e n  o v e r  t h e  p e r i o d  A p r i l  1 9 7 0  t o  M a r c h  1 9 7 1  
a n d  t h a t  t o  t a k e  a c c o u n t  o f  i n f l a t i o n  t h e  i n c o m e  g r o u p s  s h o u l d  
b e  a d j u s t e d  u p w a r d s .  I t  i s  s u g g e s t e d  t h a t  t h e  i n d e x  o f  r e t a i l  
p r i c e s  b e  u s e d  t o  u p d a t e  t h e s e  b o u n d a r i e s ,  i n  t h e  s e n s e  t h a t  t h e  
a m o u n t  t h a t  w o u l d  b e  e q u i v a l e n t  t o  t h e  1 9 7 1  i n c o m e  l e v e l s  c a n  b e  
c a l c u l a t e d .  T h i s  a p p r o a c h  s u g g e s t s  t h a t  t o  b e  a p p l i e d  i n  m i d -  
1 9 7 2  t h e s e  b o u n d a r i e s  s h o u l d  b e  u n i f o r m l y  r a i s e d  b y  1 % .
A s s u m i n g  t h a t  a b o u t  8 5 %  o f  t a b l e  w i n e  i s  c o n s u m e d  b y  t h o s e  w h o  
d r i n k  i t  m o r e  t h a n  o n c e  a  m o n t h ,  a s  t h e  d a t a  i n  t a b l e  1  s u g g e s t s  ,  
i t  i s  i n s t r u c t i v e  t o  s e e  t h e  d i s t r i b u t i o n  o f  t h e s e  " h e a v y  u s e r s "  
b y  r e g i o n  a n d  h o u s e h o l d  i n c o m e .  T h i s  i s  i n d i c a t e d  b y  t h e  f i r s t  
r o w  i n  t a b l e  3  a n d  t a b l e  4 .  I t  a p p e a r s  t h a t  a p p r o x i m a t e l y  3 7 %  
o f  a l l  t a b l e  w i n e  d r u n k  i s  a c c o u n t e d  f o r  b y  h o u s e h o l d s  i n  t h e  
h i g h e s t  i n c o m e  c a t e g o r y .  T h e  r e g i o n a l  d i s t r i b u t i o n  o f  h e a v y  
c o n s u m e r s  s h o w s  t h a t  t h e  b u l k  o f  t h e  m a r k e t  i s  i n  G r e a t e r  L o n d o n ,  
t h e  S o u t h  E a s t  a n d  t h e  M i d l a n d s .  E a s t  A n g l i a  c a n  o n l y  b e  a  v e r y  
s m a l l  c o m p o n e n t  o f  t h e  r e g i o n  w h i c h  i s  t e r m e d  i n  t h e  t a b l e  " S o u t h  
E a s t / E a s t  A n g l i a " .  W h e n  t h e  f r e q u e n c y  o f  c o n s u m p t i o n  i s  a n a l y s e d  
b y  t e l e v i s i o n  r e g i o n s  t h e  i m p o r t a n c e  o f  L o n d o n  ( r e p r e s e n t e d  b y  
t h e  a r e a  o v e r  w h i c h  L o n d o n  I . T . V .  s t a t i o n s  a r e  r e c e i v e d )  b e c o m e s  
e v e n  c l e a r e r .  T h e  T . G . I .  s u r v e y  s t a t e s  t h a t  4 9 %  o f  h e a v y  u s e r s  
a r e  i n  t h e  L o n d o n  t e l e v i s i o n  a r e a ,  1 1 %  i n  t h e  S o u t h e r n  a r e a  a n d  
1 6 %  i n  t h e  M i d l a n d s .  T h e  a p p a r e n t  r e g i o n a l  p r e f e r e n c e  f o r  t a b l e  
w i n e  i n  t h e  S o u t h  E a s t  w h i c h  i s  i n d i c a t e d  b y  t h e s e  t a b l e s  i s  
s u p p o r t e d  b y  r e f e r e n c e  t o  t h e  d i s t r i b u t i o n  o f  t h e  e c o n o m i c a l l y  
a c t i v e  p o p u l a t i o n  s h o w n  i n  t a b l e  5 .  C l e a r l y  t h e  g r e a t  i m p o r t a n c e  
o f  t h e  S o u t h  E a s t  i n  t h i s  m a r k e t  i s  a  m a t t e r  o f  t a s t e  a s  w e l l  a s  
p o p u l a t i o n .
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TABLE 5
D i s t r i b u t i o n  o f  t h e  E c o n o m i c a l l y  A c t i v e  P o p u l a t i o n  i n
G r e a t  B r i t a i n ,  1 9 6 6
R e g i o n .  E c o n o m i c a l l y  a c t i v e  P o p u l a t i o n
N o . ( ' O O P ’ s )  %
S c o t l a n d  2 2 3 8  9
N o r t h  W e s t e r n  3 0 8 1  1 3
N o r t h e r n  1 3 9 2  6
Y o r k s h i r e  a n d  H u m b e r s i d e  2 1 6 7  9
E a s t  M i d l a n d  1 5 2 0  6
W e s t  M i d l a n d  2 4 1 4  1 0
W a l e s  1 . 0 9 5  5
S o u t h  W e s t e r n  1 5 3 6  6
E a s t  A n g l i a  6 8 5  3
S o u t h  E a s t e r n  8 0 4 2  3 3
T o t a l  G r e a t  B r i t a i n  2 4 1 6 9  1 0 0
S o u r c e :21
I n  t h e  s e a r c h  f o r  t h e  c h a r a c t e r i s t i c s  o f  t h e  r e g u l a r  w i n e  c o n s u m e r ,  
t h e n ,  s o c i a l  c l a s s ,  a s  i n d i c a t e d  b y  t h e  I . P . A .  d e f i n i t i o n s ,  a n d  
g e o g r a p h i c a l  l o c a t i o n  a r e  i m p o r t a n t  c l u e s .  E d u c a t i o n  i s  l e s s  
i m p o r t a n t  b e c a u s e  w h i l e  i t  i s  t r u e  t h a t  s o m e o n e  i s  f a r  m o r e  l i k e l y  
t o  b e  a  r e g u l a r  c o n s u m e r  i f  h e  h a s  b e e n  e d u c a t e d  t o  t h e  a g e  o f  
1 9  o r  a b o v e  t h i s  d o e s  n o t  m e a n ,  b e c a u s e  o f  t h e  s m a l l  p r o p o r t i o n  o f  
t h e  p o p u l a t i o n  w h o  h a v e  t h i s  l e v e l  o f  e d u c a t i o n ,  t h a t  a  r e g u l a r  
w i n e  d r i n k e r  i s  v e r y  l i k e l y  t o  h a v e  h a d  f u r t h e r  e d u c a t i o n .  T h e r e  
i s  a  s t r o n g  a s s o c i a t i o n  b e t w e e n  h o u s e h o l d  i n c o m e  a n d  f r e q u e n c y  o f  
w i n e  d r i n k i n g  b u t  i t  i s  f e l t  t h a t  t h i s  r e l a t i o n s h i p  w o u l d  b e  f a r  
m o r e  c l e a r - c u t  i f  t h e  i n c o m e  v a r i a b l e  w e r e  e x p r e s s e d  i n  p e r  c a p i t a  
t e r m s  t o  t a k e  a c c o u n t  o f  h o w  m a n y  p e o p l e  h a v e  t o  b e  s u p p o r t e d  o n  
a  g i v e n  l e v e l  o f  h o u s e h o l d  i n c o m e .  T h e r e  i s  e v i d e n c e  i n  f a v o u r  o f  
t h i s  i d e a  f r o m  t h e  F a m i l y  E x p e n d i t u r e  S u r v e y  ( 9 )  a s  a n a l y s e d  i n  t h e  
I . P . C .  b o o k l e t  U n i t e d  K i n g d o m  C o n s u m e r  S p e n d i n g  P a t t e r n s .  I n  t h i s  
p u b l i c a t i o n  e x p e n d i t u r e  o n  w i n e s  a n d  s p i r i t s  i s  a n a l y s e d  b y  h o u s e h o  
c o m p o s i t i o n  a n d  o n e  c o n c l u s i o n  d r a w n  f r o m  t h e  s a m p l e  i s  t h a t  3 8 %  
o f  e x p e n d i t u r e  o n  w i n e s  a n d  s p i r i t s  i s  a c c o u n t e d  f o r  b y  h o u s e h o l d s  
i n  t h e  r e s i d u a l  c a t e g o r y  ’ ’ o t h e r " . .  T h i s  c a t e g o r y  c o n s i s t s  m a i n l y  
o f  s i n g l e  a d u l t s  l i v i n g  t o g e t h e r  o r  o f  g r o w n - u p  c h i l d r e n  l i v i n g  
w i t h  t h e i r  p a r e n t s .  O t h e r  t h i n g s  b e i n g  e q u a l  s u c h  h o u s e h o l d s  
s h o u l d  h a v e  h i g h e r  p e r  c a p i t a  i n c o m e s  t h a n  t h o s e  c o m p o s e d  o f  a  
m a r r i e d  c o u p l e  w i t h  o r  w i t h o u t  c h i l d r e n  o r  o f  a  s i n g l e  p e r s o n .
T h e  a b o v e  c o n s t i t u t e s  a n  a t t e m p t  t o  o u t l i n e  w h a t  i s  k n o w n  o f  t h e  
w i n e  c o n s u m e r  i n  g e n e r a l .  I t  i s  n o w  p r o p o s e d  t o  d i s c u s s  c o n s u m e r  
c h a r a c t e r i s t i c s  i n  r e l a t i o n  t o  w i n e  d r i n k i n g  i n  t h e  c a t e r i n g  
e s t a b l i s h m e n t .  T a b l e  7  p r o v i d e s  u s e f u l  e v i d e n c e  o n  t h i s  s u b j e c t ,  
i t  i s  a l s o  b a s e d  o n  a  s a m p l e  s u r v e y .  O n e  o f  t h e  m o s t  s i g n i f i c a n t  
i t e m s  i n  t h i s  f a b l e  i s  t h e  p e r c e n t a g e  o f  r e s p o n d e n t s  w h o  h a d  m o s t  
r e c e n t l y  d r u n k  w i n e  i n  a  c a f £ "  o r  r e s t a u r a n t .  ' T h i s  e x h i b i t e d  n o  
d i f f e r e n c e s  a c c o r d i n g  t o  s o c i a l  c l a s s  a n d  n o  s i g n i f i c a n t  d i f f e r e n c e  
a c c o r d i n g  t o  a g e  u n t i l  t h e  a g e  g r o u p  5 5 - 6 4  i s  r e a c h e d .  T h e  c l a s s  
a n a l y s i s  s u g g e s t s  t h a t  t h e  p r o p o r t i o n  o f  h o t e l  a n d  r e s t a u r a n t  w i n e  
s a l e s  g o i n g  t o  c o n s u m e r s  o f  d i f f e r e n t  c l a s s e s  i s  t h e  s a m e  a s  t h e  
d i s t r i b u t i o n  o f  a l l  t a b l e  w i n e  s a l e s  b y  c l a s s .  T h i s  i m p l i c a t i o n
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i s  d e p e n d e n t  o n  t h e  a s s u m p t i o n  t h a t  w h e n  t h e y  d o  d r i n l c  w i n e  i n  
c a t e r i n g  e s t a b l i s h m e n t s  m e m b e r s  o f  t h e  d i f f e r e n t  c l a s s e s  d r i n k  
t h e  s a m e  a m o u n t  p e r  p e r s o n .  T h e  f o l l o w i n g  t a b l e  i n d i c a t e s  t h e  
L o u i s  H a r r i s  r e s u l t s  o n  t h e  d i s t r i b u t i o n  o f  w i n e  s a l e s  b y  c l a s s :
T A B L E  6
W i n e  S a l e s  b y  C l a s s  P o p u l a t i o n  T o t a l  C o n s u m e d
00 a0
A B 1 3 6 5
C 1
2 3 2 1
C 2
3 0 1 3
D E 3 4 _ 0 ^ _ 8
1 0 0 1 0 0
S o u r c e :  7
I n  t h e  c a s e  o f  a n a l y s i s  b y  a g e  i t  a p p e a r s  t h a t  t h e  1 6 - 2 4  a g e  g r o u p  
a r e  s o m e w h a t  l e s s  l i k e l y  t o  d r i n k  w i n e  i n  c a t e r i n g  e s t a b l i s h m e n t s  
t h a n  o l d e r  c o n s u m e r s  b u t  o t h e r w i s e  t h e r e  i s  n o  s i g n i f i c a n t  d i f f e r e n c e  
a c c o r d i n g  t o  a g e  u n t i l  t h e  6 5 +  a g e  g r o u p .  M e m b e r s  o f  t h i s  g r o u p  
a r e  n o t  l i k e l y  t o  f r e q u e n t  h o t e l s  o r  r e s t a u r a n t s  a s  o f t e n  a s  o t h e r  
s e c t i o n s  o f  t h e  c o m m u n i t y .  I n  t e r m s  o f  t h e  o v e r a l l  w i n e  m a r k e t  t h e  
1 6 - 2 4  a g e  g r o u p  a r e  b e l i e v e d  t o  a c c o u n t  f o r  o n l y  6 \ \  o f  t a b l e  w i n e  
c o n s u m p t i o n  a n d  s o  i n  t h e  c a t e r i n g  m a r k e t  f o r  w i n e s  t h i s  g r o u p  i s  
r e l a t i v e l y  u n i m p o r t a n t .  B e t w e e n  t h e  a g e s  o f  2 4  a n d  6 5  a l l  a g e  
g r o u p s  a r e  b e l i e v e d  t o  b e  e q u a l l y  i m p o r t a n t  f o r  t h e  c a t e r i n g  m a r k e t .
C l u b s , a s  t h e  p h r a s e  i s  u s e d  i n  T a b l e  9 , w e r e  n o t  i n c l u d e d  a s  c a t e r i n g  
o u t l e t s  i n  t h e  a b o v e  a n a l y s i s  s i n c e  i t  i s  c o n s i d e r e d  t h a t  t h e  c l u b  
c a t e g o r y  i s  l i k e l y  t o  c o n s i s t  m o s t l y  o f  d r i n k i n g  c l u b s  r a t h e r  t h a n  
r e s t a u r a n t - t y p e  e s t a b l i s h m e n t s .  I n  t h e  c a t e g o r y  " P u b / H o t e l ”  i t  
w a s  c o n s i d e r e d  t h a t  t h e  g r e a t  m a j o r i t y  o f  t h e  s a l e s  w e r e  i n  h o t e l s  
s i n c e  p u b s  a r e  k n o w n  t o  s e l l  v e r y  l i t t l e  t a b l e  w i n e .  I t  s e e m s  
r e a s o n a b l e ,  t h e r e f o r e ,  t o  b e l i e v e  t h a t  s i n c e  t h e  p l a c e  o f  c o n s u m p t i o n
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TABLE 8
P r o p o r t i o n  o f  Wine D runk by Occas ion
A t  h o m e  w i t h  f a m i l y
A t  h o m e  w i t h  g u e s t s
A t  f r i e n d s ’  h o u s e  -  m e a l
A t  f r i e n d s 1 h o u s e  -  p a r t y  
I n  a  p u b  b y  i t s e l f
B u s i n e s s  e n t e r t a i n m e n t
R e s t a u r a n t  
T o t a l
R e g u l a r  d r i n k e r s  
( m o r e  t h a n  o n c e  
a  w e e k )
0.0
42
19
7
8
7
12
10
100
%
2 6
21
1 3
1 3
Z l
9
1 7
100
O c c a s i o n a l  d r i n k e r s  
( l e s s  t h a n  o n c e  a  
m o n t h )
S o u rce :  7
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o f  t a b l e  w i n e  w a s  f o u n d  t o  b e  a  c a t e r i n g  e s t a b l i s h m e n t  i n  2 1 %  o f  
t h e s e  c a s e s  t h e n  t h i s  m u s t  b e  a p p r o x i m a t e l y  t h e  p r o p o r t i o n  o f  t h e  
t o t a l  t a b l e  w i n e  m a r k e t  r e p r e s e n t e d  b y  t h e  d e m a n d  f r o m  c a t e r i n g  
e s t a b l i s h m e n t s .  T h i s  c o n c l u s i o n  i s  s u p p o r t e d  b y  d a t a  g a i n e d  i n  
t h e  L o u i s  H a r r i s  s u r v e y  a n d  s h o w n  i n  T a b l e  8 .  T h e  t o t a l  p r o p o r t i o n  
o f  w i n e  d r u n k  i n  r e s t a u r a n t s  a n d  i n  t h e  c o u r s e  o f  b u s i n e s s  
e n t e r t a i n i n g ;  w h i c h , i t  i s  a s s u m e d ,  n o r m a l l y  t a k e s  p l a c e  i n  
r e s t a u r a n t s ;  i s  2 2 %  f o r  r e g u l a r  d r i n k e r s  a n d  2 6 %  f o r  o c c a s i o n a l  
d r i n k e r s .  S i n c e  t h e  r e g u l a r  d r i n k e r s  a p p e a r  t o  a c c o u n t  f o r  s u c h  
a  h i g h  p e r c e n t a g e  o f  w i n e  c o n s u m e d  ( 6 0 % )  i t  s e e m s  l i k e l y  t h a t  
2 2 %  i s  a  m o r e  a c c u r a t e  f i g u r e  f o r  t h e  a m o u n t  o f  w i n e  c o n s u m e d  w h e n  
e a t i n g  o u t .  T h e  i m p o r t a n c e  o f  b u s i n e s s  e n t e r t a i n i n g ,  p a r t i c u l a r l y  
a m o n g  h e a v y  u s e r s ,  i n  t h e  m a r k e t  f o r  t a b l e  w i n e  i s  c l e a r l y  
i l l u s t r a t e d  i n  t h i s  t a b l e  a n d  i t  s e e m s  t h a t  s o m e t h i n g  l i k e  1 0 %  
o f  w i n e  s a l e s  a r e  a c c o u n t e d  f o r  i n  t h i s  w a y .  T h i s  p h e n o m e n o n  
h e l p s  a c c o u n t  f o r  t h e  v e r y  h i g h  m a r k - u p s  o n  w i n e s  w h i c h  m a y  b e  
o b s e r v e d  i n  e s t a b l i s h m e n t s  c a t e r i n g  f o r  t h e  b u s i n e s s  e n t e r t a i n m e n t  
m a r k e t  s i n c e  t h e  c o n s u m e r  o n  a n  e x p e n s e  a c c o u n t  i s  l i k e l y  t o  b e  
r e l a t i v e l y  i n s e n s i t i v e  t o  p r i c e .  T h i s  t a b l e  a l s o  i n d i c a t e s  t h e  
v e r y  s m a l l  a m o u n t  o f  w i n e  c o n s u m e d  i n  p u b l i c  h o u s e s .
T h e r e  i s  e v i d e n c e  t h a t  p u r c h a s e  b e h a v i o u r  i n  r e s p e c t  o f  w i n e s  
p u r c h a s e d  i n  t h e  e a t i n g - o u t  s i t u a t i o n  i s  r a t h e r  d i f f e r e n t  f r o m  
t h e  p u r c h a s e  o f  w i n e s  t o  d r i n k  a t  h o m e .  E a t i n g  o u t  i s  a  s o c i a l  
s i t u a t i o n  i n  w h i c h  t h e  d i n e r  o f t e n  f e e l s  c o n s t r a i n e d  t o  b e h a v e  i n  
a  c e r t a i n  w a y  i n  o r d e r  t o  c o n v e y  t h e  r i g h t  i m p r e s s i o n s  o f  h i m s e l f  
r a t h e r  t h a n  b e c a u s e  o f  t h e  s e n s u a l  p l e a s u r e  d e r i v e d  i n  r e l a t i o n  t o  
t h e  a m o u n t  s p e n t .  T h e  L o u i s  H a r r i s  s u r v e y  f o u n d  t h a t  r e g u l a r  w i n e  
d r i n k e r s  t e n d e d  t o  M t r a d e - u p M  t o  a  b o t t l e  2 0 %  m o r e  e x p e n s i v e  t h a n  
t h e y  w o u l d  d r i n k  o n  t h e i r  o w n  w h e n  t h e y  w e r e  e n t e r t a i n i n g  g u e s t s .
I n  v i e w  o f  t h e  f r e q u e n c y  w i t h  w h i c h  e a t i n g - o u t  c o n s t i t u t e s  t h e  
e n t e r t a i n m e n t  o f  a  g u e s t  o r  g u e s t s  i t  i s  r e a s o n a b l e  t o  s u p p o s e  
t h a t  d i n e r s  o u t  t e n d  t o  p u r c h a s e  a  m o r e  p r e s t i g i o u s  b o t t l e  t h a n  
t h e y  w o u l d  d r i n k  a t  h o m e .  T h e  s t u d y  c o m m i s s i o n e d  b y  t h e  F r e n c h  
t r a d e  o r g a n i s a t i o n  C . N . C . E .  ( 4 )  i n d i c a t e d  t h a t  t h i s  w a s  i n  f a c t  
t h e  c a s e  s i n c e  a  h i g h e r  p r o p o r t i o n  ( 4 6 % )  o f  r e s p o n d e n t s  r e p o r t e d
t h a t  t h e y  p u r c h a s e d  F r e n c h  w i n e s  i n  t h e  r e s t a u r a n t  s i t u a t i o n  
t h a n  d i d  t h o s e  w h o  w e r e  b u y i n g  w i n e  t o  d r i n k  a t  h o m e  ( 3 3 % )  
a l t h o u g h  F r e n c h  w i n e s  a r e ,  o n  a v e r a g e ,  m o r e  e x p e n s i v e  t h a n  m o s t  
a l t e r n a t i v e s .  H o w e v e r ,  i n  t h e  w o r d s  o f  t h e  C . N . C . E .  s t u d y :
M .  .  .  i t  i s  d i f f i c u l t  t o  o r d e r ,  i n  a  r e s t a u r a n t ,  
i n  p u b l i c  a n d  o f t e n  w i t h  f r i e n d s ,  a n y  w i n e s  o t h e r  
t h a n  F r e n c h  w i n e s ,  e v e n  i f  t h e s e  a r e  c o n s i d e r a b l y  
m o r e  e x p e n s i v e  .  .
A n o t h e r  i t e m  s u p p o r t i n g  t h e  v i e w  t h a t  c o n s u m e r s  t r a d e - u p  i n  t h e i r  
w i n e  c o n s u m p t i o n  w h e n  e a t i n g  o u t  i s  t h e  f i n d i n g  o f  t h i s  s t u d y  t h a t  
i n  t h i s  s i t u a t i o n  8 6 %  o f  r e s p o n d e n t s  o r d e r e d  w i n e  b y  t h e  b o t t l e ,
9 %  b y  t h e  g l a s s  a n d  4 %  b y  t h e  c a r a f e  a l t h o u g h  t h e  l a s t  t w o  w a y s  
n o r m a l l y  c o n s t i t u t e  t h e  c h e a p e r  w a y s  o f  d r i n k i n g  w i n e  i n  r e s t a u r a n t s .  
I n  L o n d o n  i t  a p p e a r s ,  f r o m  t h e  s a m e  r e p o r t ,  t h a t  1 3 %  o f  c o n s u m e r s  
d r a n k  w i n e  b y  t h e  g l a s s  a n d  1 5 %  b y  t h e  c a r a f e  a t  t h e  d a t e  t o  w h i c h  
t h e  s u r v e y  r e l a t e s ,  1 9 6 8 .  T h i s  s u g g e s t s  t h a t  L o n d o n  r e s t a u r a t e u r s  
w e r e  m o r e  s o p h i s t i c a t e d  i n  t h e i r  s e l l i n g  o f  w i n e  i n  t h a t  t h e y  g a v e  
t h e i r  c l i e n t s  m o r e  c h o i c e  a s  t o  t h e  w a y  i n  w h i c h  t h e y  p u r c h a s e d  i t .
M o s t  c o n s u m e r s  a r e  a w a r e  t h a t  w i n e  t e n d s  t o  c o s t  m o r e  i n  a  c a t e r i n g  
e s t a b l i s h m e n t  t h a n  i n  a n y  o f  t h e  d i f f e r e n t  s t y l e s  o f  o f f - l i c e n c e  
o u t l e t .  T h i s  a w a r e n e s s  i s  i l l u s t r a t e d  i n  i t e m s  f r o m  b o t h  t h e  L o u i s  
H a r r i s  a n d  t h e  C . N . C . E .  s t u d i e s  w h i c h  d e a l  w i t h  a n s w e r s  t o  q u e s t i o n s  
a s  t o  h o w  m u c h '  c o n s u m e r s  p a y  f o r  a  b o t t l e  o f  w i n e  i n  d i f f e r e n t  
s i t u a t i o n s .  T h e  l a t t e r  r e p o r t  s u g g e s t s  t h a t  t h e  m o s t  c o m m o n l y  p a i d  
p r i c e  w h e n  e a t i n g  o u t  w a s  b e t w e e n  9 4 p  a n d  £ 1 . 0 6  w h i l e  t h e  s i m i l a r  
p r i c e  r a n g e  f o r  w i n e s  p u r c h a s e d  f o r  c o n s u m p t i o n  a t  h o m e  w a s  6 9 p  
t o  8 1 p .  T h i s  i n d i c a t e s  t h a t  c o n s u m e r s  e x p e c t e d  t o  p a y  s o m e t h i n g  
l i k e  3 3 %  m o r e  f o r  w i n e  w h e n  e a t i n g  o u t .  I t  i s  p o s s i b l e  t h a t  a  
d i n e r  c o u l d  o b t a i n  a n  i d e n t i c a l  b o t t l e  f o r  £ 1 . 0 0  i n  a  r e s t a u r a n t  
a s  h e  c o u l d  b u y  f o r  7 5 p  i n  a n  o f f - l i c e n c e  b u t  i n  v i e w  o f  t h e  h i g h  
m a r g i n s  w h i c h  a r e  c u s t o m a r i l y  t a k e n  o n  w i n e  b y  t h e  c a t e r i n g  t r a d e  
i t  i s  l i k e l y  t h a t  h e  w o u l d  d r i n k  b e t t e r  w i n e  f o r  7 5 p  a t  h o m e  t h a n  
f o r  £ 1 . 0 0  i n  a  r e s t a u r a n t .  T h e  L o u i s  H a r r i s  s u r v e y  i n v e s t i g a t e d
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t h e  d i f f e r e n c e  i n  t h e  p r i c e  c o n s u m e r s  e x p e c t e d  t o  p a y  a c c o r d i n g  
t o  w h e t h e r  t h e y  w e r e  r e g u l a r  o r  o c c a s i o n a l  d r i n k e r s  o f  w i n e ,  
w h e r e  " r e g u l a r "  r e f e r r e d  t o  t h o s e  w h o  t y p i c a l l y  d r a n k  w i n e  m o r e  
t h a n  o n c e  a  w e e k  a n d  " o c c a s i o n a l "  t o  t h o s e  w h o  t y p i c a l l y  d r a n k  
i t  l e s s  t h a n  o n c e  a  m o n t h .  T h e  g r e a t e r  a w a r e n e s s  o f  r e s t a u r a n t  
w i n e  p r i c e s  o n  t h e  p a r t  o f  r e g u l a r  d r i n k e r s  e m e r g e d  v e r y  c l e a r l y  
f r o m  t h i s  a n a l y s i s :  4 0 %  o f  t h e  o c c a s i o n a l  d r i n k e r s  b e l i e v e d  t h a t  
a  s t a n d a r d  b o t t l e  o f  w i n e  c o u l d  b e  p u r c h a s e d  f o r  £ 1 . 0 0  o r  l e s s  i n  
a  r e s t a u r a n t  a s  a g a i n s t  o n l y  2 9 %  o f  r e g u l a r  d r i n k e r s .  A t  t h e  o t h e r  
e n d  o f  t h e  p r i c e  s p e c t r u m  o n l y  7 %  o f  t h e  o c c a s i o n a l  d r i n k e r s  
e x p e c t e d  t o  p a y  m o r e  t h a n  £ 1 . 5 0  f o r  t h e i r  b o t t l e  a s  a g a i n s t  2 0 %  o f  
r e g u l a r  d r i n k e r s .  I t  m u s t  b e  r e m e m b e r e d  w h e n  r e a d i n g  t h e s e  p r i c e s  
t h a t  t h e y  a r e  n o w  s e v e r a l  y e a r s  o l d  a n d  t h a t  s i n c e  w i n e  p r i c e s
h a v e  r i s e n  i n  r e c e n t  y e a r s  i t  m a y  b e  a s s u m e d  t h a t  t h e  c o n s u m e r ’ s
p r i c e  e x p e c t a t i o n s  h a v e  r i s e n  a s  w e l l .  T h e  t r e n d  o f  l i g h t  w i n e  
p r i c e s  d e p i c t e d  i n  f i g u r e  4  p r o v i d e s  a  u s e f u l  g u i d e l i n e  h e r e .
T h e  d a t a  o n  w h i c h  t h e  f i g u r e  w a s  b a s e d  i n d i c a t e s  t h a t  b e t w e e n  1 9 6 8 , -  
w h e n  t h e  C . N . C . E .  s t u d y  w a s  e x e c u t e d ,  a n d  1 9 7 2 ,  t h e  m o s t  r e c e n t  
y e a r  f o r  w h i c h  i n f o r m a t i o n  i s  a v a i l a b l e ,  l i g h t  w i n e  p r i c e s  r o s e  b y  
a p p r o x i m a t e l y  4 0 % .  T h e  c h a n g e  b e t w e e n  1 9 7 0 ,  t h e  d a t e  o f  t h e  L o u i s  
H a r r i s  s t u d y  a n d  1 9 7 2  w a s  a r o u n d  1 6 % .
A  s u r v e y  c o m m i s s i o n e d  b y  U n i t e d  G l a s s ,  w h i c h  i s  s u m m a r i s e d  i n  
T a b l e  9 ,  s h o w s  t h a t  t h e  m a j o r i t y  o f  p e o p l e  w h o  d r i n k  t a b l e  w i n e  
a t  a l l  i n  t h e  c o u r s e  o f  a  y e a r  h a v e  a t  s o m e  t i m e  d r u n k  i t  w i t h  a
m e a l  o u t .  T h i s  u n d e r l i n e s  t h e  p o i n t  t h a t  i t  i s  l a r g e l y  t h e  s a m e
b o d y  o f  c o n s u m e r s  w h o  d r i n k  w i n e  i n  r e s t a u r a n t s  a n d  h o t e l s  w h o  
a c c o u n t  f o r  t h e  w h o l e  t a b l e  w i n e  m a r k e t .  I n .  t h e  t a b l e  t h i s  s u r v e y  
i s  c o m p a r e d  w i t h  a n  e a r l i e r  o n e ,  u n d e r t a k e n  i n  1 9 6 7  , a n d  t h e  m o s t
I
s i g n i f i c a n t  d i f f e r e n c e  b e t w e e n  t h e  t w o  s e t s  o f  r e s u l t s  i s  t h o u g h t  
t o  b e  t h e  i n c r e a s e d  p r o p o r t i o n  o f  w o m e n  ( f r o m  6 0 %  t o  7 0 % )  w h o  
r e p o r t e d  d r i n k i n g  w i n e  w i t h  a  m e a l  o u t .  T h e i  i n f l u e n c e  o f  t h e  
f e m a l e  c o n s u m e r  c a n  o n l y  g r o w  i n  t h e  f u t u r e  a l t h o u g h  i n i t i a l l y  
s h e  i s  l i k e l y  t o  b e  t h e  w o r k i n g  w o m a n  d r a w n  f r o m  t h e  p r o f e s s i o n a l
i
o r  m a n a g e r i a l  c l a s s e s  w h o s e  l i f e  s t y l e  i s  c o m i n g  m o r e  a n d  m o r e  
t o  r e s e m b l e  t h a t  o f  h e r  m a l e  c o l l e a g u e s .  O n ' t h i s  b a s i s  i t  w o u l d  
s e e m  e s s e n t i a l  f o r  t h e  w i n e  t r a d e  t o  u n d e r t a k e  r e s e a r c h  o n  t h e  
f e m a l e  p u r c h a s e r  w h o  i s  l i k e l y  t o  h a v e  d i f f e r e n t  a t t i t u d e s  f r o m
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t h e  m a l e  t o  m a t t e r s  s u c h  a s  t a s t e  a n d  p a c k a g i n g .  T h i s  t a b l e  
d o e s  n o t  m a k e  a n y  c o n t r i b u t i o n  t o  k n o w l e d g e  a b o u t  t h e  s i z e  o f  
t h e  m a r k e t  i n  c a t e r i n g  e s t a b l i s h m e n t s ,  h o w e v e r ,  s i n c e  n o  a c c o u n t  
i s  t a k e n  o f  t h e  f r e q u e n c y  o f  c o n s u m p t i o n  i n  d i f f e r e n t  s i t u a t i o n s .
T A B L E  9
L o c a t i o n  o f  T a b l e  W i n e  C o n s u m p t i o n
T o t a l M a l e F e m a l e
A l l  r e s p o n d e n t s  
d r i n k i n g  t a b l e  w i n e
1 9 6 7
1 1 1 7
1 9 7 0
9 8 5
1 9 6 7
5 5 0
1 9 7 0
4 9 3
1 9 6 7
5 6 7
1 9 7 0
4 9 2
q
0
ft
0 0 %
0
0
q
0
A t  h o m e 6 8 6 5 7 1 6 4 6 6 6 6
I n  f r i e n d s ’  h o u s e s /  
o t h e r  p e o p l e ’ s  h o u s e s
3 2 3 2 3 0 3 1 3 4 3 4
C l u b / R e s  t a u r a n t / H o t e l /  
P u b l i c  H o u s e  w i t h  a  
m e a l
6 9 6 4 6 8 6 8 7 0 6 0
C l u b / H o t e l / P u b l i e  H o u s e  
w i t h o u t  a  m e a l
1 0 9 9 9 1 0 1 0
O t h e r 4 3 3 3 5 3
D u p l i c a t i o n 8 3 7 3 8 1 7 5 8 5 7 3
S o u r c e :  1 1
T h e  A r t h u r  D  L i t t l e  s t u d y  ( 1 2 )  r e f e r r e d  t o  i n  m o r e  d e t a i l  i n  P a r t  4  
i n c l u d e d  a  v e r y  i n t e r e s t i n g  c l u s t e r  a n a l y s i s  o f  a  s a m p l e  o f  r e s p o n d e n t s  
o n  t h e  b a s i s  o f  t h e i r  a t t i t u d e s  t o  d r i n k s  a s  e x p r e s s e d  b y  m e a n s  o f  
a  s e m a n t i c  d i f f e r e n t i a l .  T h e  e x a c t  n a t u r e  o f  t h e  t e c h n i q u e  o f  c l u s t e r  
a n a l y s i s  i s  d e s c r i b e d  i n  t e x t s  s u c h  a s  D a y  a n d  P a r s o n s  " M a r k e t i n g  
M o d e l s ,  Q u a n t i t a t i v e  A p p l i c a t i o n s "  ( 1 3 )  b u t  b r o a d l y  s p e a k i n g  t h i s
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p r o c e s s  s e e k s  t o  g r o u p  c o n s u m e r s  i n t o  c l u s t e r s  a c c o r d i n g  t o  t h e  
s i m i l a r i t y  o f  t h e i r  a t t i t u d e  p a t t e r n s .  I f  t h i s  i s  a c h i e v e d  t h e  
m e m b e r s  o f  t h e  d i f f e r e n t  a t t i t u d e  c l u s t e r s  a r e  t h e n  d e s c r i b e d  
a c c o r d i n g  t o  t h e i r  d e m o g r a p h i c  c h a r a c t e r i s t i c s .  T h e  f i n d i n g  o f  
t h i s  s t u d y  w a s  t h a t  w i n e  d r i n k e r s  f e l l  i n t o  f o u r  c l e a r l y  d e f i n e d  
g r o u p s  i n  t e r m s  o f  t h e i r  a t t i t u d e s  t o  t h e  p r o d u c t  b u t  o n l y  o n e  
o f  t h e s e  s e e m s  r e l e v a n t  t o  t h e  e a t i n g  o u t  m a r k e t  s i n c e  t w o  o f  t h e  
g r o u p s  w e r e  l a r g e l y  c o m p o s e d  o f  f e m a l e s  a n d  o n e  o f  t h e  g r o u p s ,  
l a r g e l y  m a l e ,  w a s  c o m p o s e d  o f  c o n s u m e r s  w h o  d r a n k  w i n e  o n  o c c a s i o n s  
o t h e r  t h a n  w i t h  a  m e a l .  T h e  f e m a l e  g r o u p s  a r e  n o t  c o n s i d e r e d  h e r e  
s i n c e  w o m e n  a r e  r a r e l y  t h e  p u r c h a s e r s  o f  w i n e  i n  t h e  e a t i n g  o u t  
s i t u a t i o n  a t  t h e  p r e s e n t  t i m e .  T h e  d e m o g r a p h i c  c h a r a c t e r i s t i c s  o f  
t h e  r e l e v a n t  c l u s t e r  a r e  a s  f o l l o w s :
A g e :  O v e r  3 5
S e x :  M a l e
C l a s s :  A B
T e r m i n a l  ~  ,
e d u c a t i o n  a g e :  e r
I n  h i s  a t t i t u d e s  t o  t h e  w i n e  h e  l i k e s  t o  d r i n k  t h i s  c o n s u m e r  b e l i e v e s  
t h a t  i t  s h o u l d  b e  d r u n k  w i t h  f o o d  a n d  s h o u l d  b e  o f  h i g h  q u a l i t y .  H e  
v a l u e s  t h e  t r a d i t i o n a l  a s s o c i a t i o n s  o f  w i n e  a n d  l i k e s  w h a t  h e  
d e s c r i b e s  a s  " o r d i n a r y "  b o t t l e s  a n d  l a b e l s .  P r e s u m a b l y  t h i s  t y p e  
o f  c o n s u m e r  h a s  a  s e l f  i m a g e  a s  s o m e t h i n g  o f  a  c o n n o i s s e u r  w h o  
c h o o s e s  h i s  w i n e s  o n  t a s t e  a n d  i s  u n i n f l u e n c e d  b y  g i m m i c k y  p a c k a g i n g .
i
A  s i g n i f i c a n t  b y - p r o d u c t  o f  t h e  c l u s t e r  a n a l y s i s  w a s  t h e  r e s u l t  o f  
a  q u e s t i o n  a s k i n g  p e o p l e  t o  r a t e  w i n e s  a c c o r d i n g  t o  w h e t h e r  t h e y  
w e r e  m o r e  o r  l e s s  l i k e l y  t o  o r d e r  t h e m  i n  a  r e s t a u r a n t .  T h e  s o c i a l  
i m p l i c a t i o n s  o f  o r d e r i n g  w i n e  w h e n  e a t i n g  o u t  a r e  i n d i c a t e d  b y  t h e  
f a c t  t h a t  t h e  a n s w e r s  t o  t h i s  q u e s t i o n  c o r r e l a t e d  s t r o n g l y  w i t h  
w h e t h e r  t h e  w i n e  w a s  s u i t a b l e  f o r  o f f e r i n g  t o  g u e s t s  a n d  w h e t h e r  i t  
h a d  r o m a n t i c  a s s o c i a t i o n s  o r  n o t .  W i n e s  w h i c h  a r e  c o n s i d e r e d  
s u i t a b l e  f o r  o r d e r i n g  i n  r e s t a u r a n t s  a p p e a r  t o  b e  t h o s e  w h i c h  a r e  
s u i t a b l e  f o r  o f f e r i n g  t o  g u e s t s  a n d  d o  h a v e  r o m a n t i c  a s s o c i a t i o n s .
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T h e  o n l y  s o u r c e  o f  s t a t i s t i c a l  i n f o r m a t i o n  w h i c h  w a s  d i s c o v e r e d  o n  
t h e  m a r k e t  f o r  m e a l s  o u t  w a s  t h e  F a m i l y  E x p e n d i t u r e  S u r v e y  p r o d u c e d ,  
c u r r e n t l y ,  b y  t h e  D e p a r t m e n t  o f  E m p l o y m e n t  ( 9 ) .  T h i s  b e a r s  o u t  t h e  
f i n d i n g  o f  B r y n  J o n e s  ,  w h o s e  s t u d y  i s  d e v o t e d  e n t i r e l y  t o  t h e  m a r k e t  
f o r  e a t i n g  o u t  ( 1 4 ) ,  t h a t  t h e r e  a r e  v e r y  f e w  u s e f u l  p u b l i s h e d  s o u r c e s  
o f  d a t a  i n  t h i s  f i e l d .  T h e  F a m i l y  E x p e n d i t u r e  S u r v e y  i s  a  s a m p l e  
s u r v e y ,  w h i c h  i n  1 9 7 1  i n c l u d e d  7 2 3 9  h o u s e h o l d s .  I t s  m a i n  u s e  i s  i n  
t h e  c o m p i l a t i o n  o f  t h e  R e t a i l  P r i c e  I n d e x .
A  p r o b l e m  e x i s t s ,  h o w e v e r ,  w i t h  a n y  s u r v e y  w h i c h  d e a l s  w i t h  t h e  d e m a n d  
f o r  m e a l s  o u t  a s  t h o u g h  " m e a l s  o u t "  w e r e  a  h o m o g e n e o u s  c o m m o d i t y .
I n  f a c t  a  m e a l  o u t  c a n  c o n s i s t  o f  t h e  s i m p l e s t  s n a c k  i n  a  t r a n s p o r t  
c a f e  b u t  c o u l d  e q u a l l y  w e l l  r e f e r  t o  a  m e a l  e x p e r i e n c e  c o s t i n g  £ 5  
t o  £ 1 0  a  h e a d .  T o t a l  e x p e n d i t u r e  o n  m e a l s  o u t  i s  n o t  d i r e c t l y  
r e l e v a n t  t o  t h e  d e m a n d  f o r  w i n e  t o  a c c o m p a n y  t h e s e  m e a l s  s i n c e  t h e r e  
i s  a m p l e  e v i d e n c e  f r o m  t h e  p r e s e n t  s t u d y  t h a t  w i n e  i s  c o n s u m e d  
c u r r e n t l y  o n l y  w i t h  t h e  m o r e  e x p e n s i v e  m e a l s  o u t .  W h a t  b e c o m e s  
i m p o r t a n t ,  t h e r e f o r e ,  i s  n o t  t h e  t o t a l  a m o u n t  w h i c h  a  c o n s u m e r  s p e n d s  
o n  m e a l s  o u t . i n  a  g i v e n  t i m e  p e r i o d ,  b u t  h o w  o f t e n  h e  p u r c h a s e s  a  
m e a l  w h i c h  t o g e t h e r  w i t h  d r i n k s  c o s t s  m o r e  t h a n  £ 1 . 5 0  a  h e a d .  A t  
a  l o w e r  s p e n d i n g  p o w e r  t h a n  t h i s  t h e  c u s t o m e r  i s  u n l i k e l y  t o  b e  
d r i n k i n g  w i n e  w i t h  h i s  m e a l .  T h e  F a m i l y  E x p e n d i t u r e  S u r v e y  d e a l s  
o n l y  w i t h  t o t a l  e x p e n d i t u r e  o n  m e a l s  a w a y  f r o m  h o m e  a n d  p r o v i d e s  
n o  e v i d e n c e  o n  t h e  a m o u n t  s p e n t  o n  i n d i v i d u a l  m e a l s .  I f  i t  i s  
a s s u m e d ,  h o w e v e r ,  t h a t  w h e r e  o n e  g r o u p  o f  c o n s u m e r s  s p e n d s  m o r e  o n  
m e a l s  o u t  t h i s  i m p l i e s  t h a t  t h e y  s p e n d  m o r e  o n  e a c h  i n d i v i d u a l  m e a l  
t h e n  t h e  d a t a  c a n  b e  i n t e r p r e t e d  i n  a  w a y  u s e f u l  t o  t h e  p r e s e n t  
s  t u d y .
I n  t h e  I . P . C .  m a r k e t i n g  b o o k l e t  " U n i t e d  K i n g d o m  C o n s u m e r  S p e n d i n g  
P a t t e r n s "  ( 1 5 )  a n  a n a l y s i s ,  b a s e d  o n  t h e  F a m i l y  E x p e n d i t u r e  S u r v e y  
i s  p e r f o r m e d  o n  t h e  r e l a t i o n s h i p  b e t w e e n  f a m i l y  c o m p o s i t i o n  a n d  
e x p e n d i t u r e  o n  m e a l s  o u t .  T h i s  a n a l y s i s ,  w h i c h  i s  s h o w n  i n  T a b l e  
1 0 ,  i n d i c a t e s  t h a t  p e o p l e  l i v i n g  i n  h o u s e h o l d s  w h i c h  t h e  S u r v e y  
d e s c r i b e s  a s  " o t h e r "  a c c o u n t  f o r  a  v e r y  l a r g e  p r o p o r t i o n  ( 4 0 . 8 % )  
o f  t o t a l  e x p e n d i t u r e  o n  t h i s  f i e l d .  T h i s  " o t h e r "  c a t e g o r y ,  w h i c h ,  
a s  w a s  s h o w n  a b o v e ,  i s  m a d e  u p  l a r g e l y  o f  a d u l t s  l i v i n g  t o g e t h e r ,  
a l s o  a c c o u n t e d  f o r  a  s i z e a b l e  p r o p o r t i o n  o f  t h e  w i n e  a n d  s p i r i t
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E x p e n d i t u r e  o n  M e a l s  a w a y  f r o m  H o m e  b y  
F a m i l y  C o m p o s i t i o n
TABLE 10
F a m i l y  C o m p o s i t i o n P e r c e n t a g e  o f  t o t a l  e x p e n d i t u r e  
a c c o u n t e d  f o r :
O t h e r
%
4 0 . 8
1  m a n ,  1  w o m a n 1 9  . 8
1  m a n ,  1  w o m a n ,  2  c h i l d r e n 1 3 . 2
2  a d u l t s ,  3 +  c h i l d r e n 9 . 9
1  m a n ,  1  w o m a n ,  1  c h i l d 9 . 0
O n e  a d u l t 7 . 3
1 0 0 . 0
S o u r c e :  1 5
m a r k e t  ( 3 8 . 1 % ) , .  T h e  I . P . C .  b o o k l e t  s t a t e s  t h a t  2 5 . 8 %  o f  t h e  p o p u l a t i o n  
a r e  i n  h o u s e h o l d s  i n  t h i s  " o t h e r "  c a t e g o r y .  I n  a l m o s t  h a l f  t h e  
c a s e s ,  i t  i s  b e l i e v e d ,  t h e s e  p e o p l e  a r e  i n  h o u s e h o l d s  c o m p o s e d  o f  
g r o w n - u p  c h i l d r e n  l i v i n g  w i t h  t h e i r  p a r e n t s .  T h e r e  i s  a  s t r o n g  
i m p l i c a t i o n ,  t h e r e f o r e ,  t h a t  t h e s e  p e o p l e  s p e n d  a  r e l a t i v e l y  l a r g e  
a m o u n t  o n  m e a l s  o u t  b e c a u s e  t h e y  h a v e  h i g h  d i s p o s a b l e  i n c o m e s  r a t h e r  
t h a n  b e c a u s e  t h e y  l i v e  o u t s i d e  a  f a m i l y  s t r u c t u r e  w h e r e  m e a l s  a r e  
t a k e n  i n  c o m m o n .
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W h e n  e x p e n d i t u r e  o n  m e a l s  o u t  i s  a n a l y s e d  w i t h  r e g a r d  t o  h o u s e h o l d  
i n c o m e s  a  p a t t e r n  e m e r g e s  a s  d e s c r i b e d  i n  f i g u r e  1 .  C l e a r l y  i t  i s  
t h e  h o u s e h o l d s  w i t h  a  h i g h  t o t a l  i n c o m e  w h o s e  m e m b e r s  s p e n d  m o s t  o n  
e a t i n g  o u t .  O f  g r e a t  i n t e r e s t  i s  t h e  r a p i d  r i s e  i n  e x p e n d i t u r e  o n  
m e a l s  o u t  w h i c h  i s  o b s e r v e d  b e t w e e n  t h e  i n c o m e  b r a c k e t  £ 6 0  t o  £ 8 0  
a n d  t h e  b r a c k e t  £ 8 0  o r  m o r e  w h i c h  s u g g e s t s  t h a t  o n c e  c o n s u m e r s ’  
i n c o m e s  r i s e  b e y o n d  a  c e r t a i n  l e v e l  t h e y  c h o o s e  t o  s p e n d  a n  i n c r e a s i n g  
p r o p o r t i o n  o f  t h a t  i n c o m e  o n  e a t i n g  o u t .  O t h e r  t h i n g s  b e i n g  e q u a l  
t h i s  f i g u r e  i n d i c a t e s  t h a t  t h e  m e m b e r s  o f  h o u s e h o l d s  w i t h  i n c o m e s  
o f  £ 8 0  o r  m o r e  s p e n d  m o r e  t h a n  t w i c e  a s  m u c h  o n  t h e  m e a l s  t h e y  e a t  
o u t  a s  d o  t h e  m e m b e r s  o f  h o u s e h o l d s  w i t h  i n c o m e s  o f  b e t w e e n  £ 6 0  
a n d  £ 8 0  a  w e e k .  T h e  a l t e r n a t i v e  v i e w  t o  t h i s  i s  t h a t  t h e  m e m b e r s  
o f  t h e  h i g h e s t  s p e n d i n g  c a t e g o r y  e a t  o u t  f a r  m o r e  o f t e n  t h a n  p e o p l e  
w i t h  s m a l l e r  i n c o m e s  b u t  i t  i s  f e l t  t h a t  t h i s  i s  u n l i k e l y  t o  b e  t h e  
c a s e .  B r y n  J o n e s  q u o t e s  d a t a  o n  s o c i a l  c l a s s ,  d e r i v e d  f r o m  t h e  
I n d e x  o f  M a r k e t i n g  T r e n d s  ( 1 6 ) ,  w h i c h  i n d i c a t e s  t h a t  A B  c o n s u m e r s  
e a t  o u t  a p p r o x i m a t e l y  4 2 %  m o r e  f r e q u e n t l y  t h a n  C . ’ s  a n d  a l t h o u g h  
t h i s  i s  a  v e r y  l a r g e  d i f f e r e n c e  i t  d o e s  n o t  i n  i t s e l f  a c c o u n t  f o r  
a l l  t h e  d i f f e r e n c e  i n  e x p e n d i t u r e  a p p a r e n t  i n  f i g u r e  1 .  T h e  a b o v e  
a r g u m e n t  a s s u m e s  t h a t  c l a s s  d i f f e r e n c e s  a r e  c l o s e l y  r e l a t e d  t o  
i n c o m e  d i f f e r e n t i a l s  w h i c h  i s  g e n e r a l l y  b e l i e v e d  t o  b e  t h e  c a s e .
I t  i s  t h e  c o n s u m e r s  w h o  s p e n d  a  r e l a t i v e l y  l a r g e  a m o u n t  o n  t h e  
u n i t  c o s t  o f  a  m e a l  o u t  w h o  a r e  o f  p a r t i c u l a r  i n t e r e s t  w i t h  r e g a r d  
t o  t h e  m a r k e t  f o r  w i n e  i n  c a t e r i n g  e s t a b l i s h m e n t s .  T h e r e  w o u l d  
a p p e a r  t o  b e  a  m u l t i t u d e  o f  p r o d u c t s ,  l i k e  w i n e ,  w h i c h  s e l l  t o  o n l y  
a  s e g m e n t  o f  t h e  e n t i r e  c a t e r i n g  m a r k e t  a n d  f o r  t h i s  r e a s o n  a l o n e  
t h e r e  w o u l d  s e e m  t o  b e  a  n e e d  f o r  r e s e a r c h  o n  t h e  c a t e r i n g  m a r k e t  
w h i c h  d i s t i n g u i s h e s  b e t w e e n  c a t e r i n g  o u t l e t s  a c c o r d i n g  t o  t h e  l e v e l  
o f  s e r v i c e  t h e y  p r o v i d e  r a t h e r  t h a n  t r e a t i n g  t h e m  a s  p r o v i d i n g  a  
h o m o g e n e o u s  p r o d u c t .  W h e n  s t u d y i n g  t h e  c h a r a c t e r i s t i c s  o f  t h e  
c o n s u m e r s  o f  m e a l s  o u t ,  m o r e o v e r ,  i t  i s  i m p o r t a n t  t o  d i s t i n g u i s h  
b e t w e e n  l u n c h t i m e  c o n s u m e r s  a n d  t h o s e  w h o  e a t  o u t  i n  t h e  e v e n i n g .
I n  m a n y  s i g n i f i c a n t  a s p e c t s  t h e  e a t i n g  o u t  a t  w o r k  m a r k e t  d i f f e r s  
f r o m  t h e  e a t i n g  o u t  f o r  p l e a s u r e  m a r k e t ,  t h e  l a t t e r ,  f o r
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F ig .  1 E x p e n d it u re  on  M e a l s  A w a y  f r o m  
H o m e  b y  W e e k ly  In c o m e  p e r  
H o u se h o ld ,  1971 . Sh o w in g  
S t a n d a rd  E r r o r s
L e g e n d
£ 4 . 0 0
□
S t a n d a rd  E r r o r  
i—  A v e r a g e  E x p e n d it u re  
S t a n d a rd  E r r o r
£ 3 . 0 0  _
£2 .00
£1 .00
£-1
A  O
CD jH
£ PU
oi (V, 
V K  °  !
CG
CG
CDfrt
£O
IO O lO O LO o LO O O oCM Cd CQ CO V4 V LO CD 0O
CM CM CM CM CM CM CM CM CM CM
£ £ £ £ £ £ £ £ £ £
CD CD CD CD CD CD CD CD CD QJ
13 13 13 13 13 13 13 d 13 id
£ £ £ £ £  . £ £ £ £ £
£ £ £ £ £ £ £ £ £ £
xi d 13 13 13 13 13 13 13 13
§ U § § § § ££ i §
o lO o LO O IO O LO o OvH rH CM CM CO CO LO co
CM CM CM . CM CM CM CM CM CM CM
<D
£
O
B
£
O
o
oo
CM
W e e k ly  In c o m e  p e r  H o u se h o ld
S o u r c e :  9
Av
er
ag
e 
We
ek
ly
 
Ho
us
eh
ol
d 
Ex
pe
nd
it
ur
e 
on 
Me
al
s 
Ou
t,
 
shi
lli
ngs
 
per
 w
ee
k
40
Fig. 2 Expenditure on Meals Away 
from H o m e  by Region 
Showing Standard Errors
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example, being characterised by a lower elasticity of demand with 
respect to price. Broadly speaking the lunchtime market may be 
identified with eating out at work. The most important exception 
to this generalisation is, of course, business entertaining which, 
as was indicated above, appears to account for about 40% of the 
occasions when wine is consumed with a meal out.
Bryn Jones undertook a considerable amount of research on consumer 
attributes associated with eating out, his conclusions are generally 
followed in the ensuing discussion. The most important attribute 
after income and household composition appears to be location.
Figure 2 outlines the differences in expenditure on meals away from 
home according to Standard Regions as recorded by the Family 
Expenditure Survey for 1967. Once the South East is divided into 
the G.L.C, area and the remainder it becomes apparent that expenditure 
in this category in London is well above the national average but 
that otherwise there is not a great deal of difference between the 
regions. While the higher figure for London is indisputable it may 
well be the result of the association Of other variables, such as 
income, with residence in London rather than an indication of regional 
taste variation. Expenditure per household on eating out may be 
higher in London because there are a large and varied number of 
restaurants there or because the inhabitants of the Capital tend to 
have average incomes or because there are a relatively high proportion 
of single young people there who are living outside of any family 
structure. Part of the high figure for London certainly derives from 
the large number of overseas visitors it receives.
With regard to age Bryn Jones found that while the percentage of 
total expenditure going on meals out declines with age after the 
age of 30 is reached the actual expenditure on meals out seems to 
remain constant once people reach their mid '20’s. This analysis 
may be rather unreliable at the present time, however, since it was 
based on surveys undertaken in the 1950’s (17). Alternative data 
from the Family Expenditure Survey indicates a distinct pattern of
42
Fig. 3 Age of Head of Household: Expenditure 
on Meals Away from Home. Shillings 
per week, per head
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expenditure with age although no one age group appears to dominate 
the market. Figure 3 shows this pattern in terms of expenditure 
per head on meals away from home by the age of the household head.
The implication of this pattern is that single people and young 
married couples spend more than the average on eating out but that 
this expenditure is depressed between the ages of 30 to 50 presumably 
by the presence of children. The age group 50 to 60 has the 
highest level of expenditure of any group but after that age the 
effects of reduced incomes and reduced mobility set in and expenditure 
on meals out falls off again.
In the more expensive eating out market where the meal experience 
constitutes a leisure activity rather than a necessity it is not 
possible to give a distribution of consumers by age. This is the 
sector of the market which is of paramount importance at the present 
time for the sale of wine. Failing more precise data it is believed 
that the relative importance of the different age groups in the 
market for wine in catering establishments is parallel to their 
relative importance in the total table wine market. This would 
suggest that between the ages of 25 and 54 consumption does not 
appear to vary with age although at either end of this scale consumers 
are unlikely to go to restaurants where they will drink wine.
The eating out market is a heterogeneous one and it has not proved 
possible to delineate the characteristics of the regular consumer 
in that section of the market where wine is likely to be consumed.
The most certain relationship identified is that between income, 
both personal and household, and expenditure on meals out. The 
case was summed up by Bryn Jones as follows:
". . . of all the determinants of eating out hitherto 
examined, only income really warrants attention. It 
is argued that it is sufficient to analyse only the 
relationship between income and eating out, for within 
this one variable are the effects of all other variables 
contained.11
-44-
Much of the data on which this section was based dates from 1970 
(7) or earlier. In view of the rapid expansion of the table wine 
market since that period (as discussed in Part 4) it is likelyj J
that table wine consumption is less concentrated among the AB 
consumer groups than was the case hitherto.
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There has been a long-established division in the wine trade between 
those responsible for importing wine into this country, commonly 
known as "shippers” , and those who distribute it thereafter, 
wholesalers and retailers. This pattern persists but in recent years 
a process of vertical integration has occurred whereby the different 
roles in the wine trade are fulfilled by one organisation. The 
trend towards price-cutting in the 1960’s clearly encouraged this 
integration because, other things being equal, an integrated concern 
could retail wines more cheaply than the traditional wine merchant.
A further advantage of integration is provided by the introduction 
of V.A.T. since the integrated company can avoid certain V.A.T. 
payments which have to be made on transactions between the companies 
making up the component links of the older distribution chain.
Recent years, then, have seen a process of rationalisation in the 
trade with the older concerns often amalgamating with each other or 
being taken over by the brewers. In some cases wine traders have 
been taken over by concerns quite removed from the alcoholic 
beverage market but the net effect has been that the purchaser of 
wine for resale such as the caterer, now has fewer suppliers to 
choose from than would have been the case 15 years ago. In many 
cases the firms in the trade which have been designated "shippers" 
above are not eager to deal with individual hotels or restaurants 
because of the small orders involved and so, unless he has a 
prestige outlet or a large potential sales volume, the caterer is 
restricted to dealing with those who provide a wholesale service.
It appears that the rationalisation process is now largely over
but even assuming that there are no further take-overs in the
offing a very substantial part(the E.I.U. suggests 75%) (18) of the wine
trade is controlled by or associated with the large brewers. The
U.K. beer market is itself heavily concentrated among the "big 7"
producers of beer who in 1967, according to the Monopolies Commission
Report on Beer, produced 72.7% of total U.K. beer production .(19)
2 . 3  The S u p p l i e r s
II
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Despite the fact that so many firms in the wine trade are no longer 
independent the trade still retains its own mores and takes a common 
view on most issues affecting it. The trade has a consistent view 
on the hotel and catering industry which has as its main elements 
the beliefs that caterers charge too much for their wine, are 
disinterested in quality and buy purely on the basis of price, and 
also that they are unwilling to try either new products or any 
promotional device. Hotel and restaurant accounts are, of course, 
sought after by the wine suppliers, if only because so much wine is 
sold in this way, and it appears that caterers, once they use a 
supplier regularly, tend to remain with that supplier. This is 
natural since the caterer, seeking to minimise his administrative 
workload, does not appear to constantly reassess his liquor suppliers 
but rather to keep using those who are not dramatically unsatisfactory 
These hypotheses about the behaviour of the caterer were investigated 
in the empirical stage of this study and the results discussed in 
Part 3. While a catering buyer can purchase wine at the retail level 
in the same way as the final consumer this was found to happen only 
rarely as was the practice of waiters of unlicensed outlets leaving 
the premises to buy drinks for customers. Both of these possible 
sources of purchase are dealt with below in the discussion of the 
results of the postal survey.
It has been suggested that the catering market for wine is a 
specialisation of the smaller, independent wine merchants. This does 
not appear to be the case in London and the Greater Metropolitan 
Area since information gained from hoteliers, and restaurateurs 
suggested that they bought from those wine merchants associated 
with breweries in a majority of cases. Catering outlets which 
sell the rarer wines, which invariably means high-class establishments 
do tend to use independent firms who specialise in particular lines 
since this is often the only way of obtaining these items. A common 
practice is for a caterer to use one of the large "market house" 
wholesalers for the bulk of his needs and one or two smaller wine 
traders for less common items. It may well be however, that the 
growth of large catering chains in the U.K. has aided the survival
of independent shipping firms since the former take the large 
orders which suit the shippers but form a separate market from 
the brewers.
Outside London there is a greater tendency for the catering trade, 
where its members are free to do so, to buy from local wholesalers 
although the wine and spirit subsidiaries of the "big 7" brewers 
are everywhere in evidence. The independent wine merchant may well 
have an advantage away from the metropolis in terms of goodwill on 
the part of his customers and a speedy delivery service. These 
independents often conduct a large part of their business (50% or 
more) with hotels and restaurants. While there is no evidence 
that they will have any difficulty maintaining their position in 
the future the market for which they cater dbes not appear to be 
large enough to permit the existence of more than one such merchant 
in quite a large geographical area.
It has generally been accepted among the large wine wholesalers 
that catering accounts need a lot of attention and for this reason 
some of them have small subsidiary companies specialising in this 
field. Buyers do seem to welcome personal contact and service and 
maintaining a small sales force specialised in the catering market 
appears to be a successful way of achieving this. The reverse 
procedure is found among those shippers who do not deal with any 
but the large catering units. In the words of a representative 
of one such shipping firm, when asked why he d i d n ’t seek this 
business:
"Caterers need making love to every 5 minutes . . ."
- 4 8 -
A problem of definition had to be resolved first as to what was 
a catering establishment for the purposes of the present study.
It was decided to include in its scope licensed hotels, motels 
and holiday camps, licensed restaurants and licensed clubs. Some 
attention was given in the course of the study to registered clubs 
and to employee catering and both of these sectors are mentioned 
in the text although, strictly speaking, they are outside the scope 
of the project. Several wine bars were studied since the fact they 
sell both food and wine invites comparison between them and 
restaurants. Public houses were excluded from the study while 
registered clubs were seen to resemble public houses so closely in 
their sales mix that for most purposes they were also excluded.
The decision as to which kinds of clubs, if any, to include in the 
study was based partly on expert opinion and partly on the degree 
to which their sales mix, as indicated by the 1969 Catering Trades 
Inquiry (20), represented a sizeable volume of food sales. The 
figure of £67.0 million in this table for the sales of alcoholic 
drink through restaurants, cafes, snack bars etc., is believed 
to err in the direction of overestimation since this would suggest 
that 13\% of the sales of this sector are accounted for by alcoholic 
beverages. Even in licensed restaurants the.share of turnover 
going to liquor is often no more than this while only some 8,000 of
the 28,000 organisations in this sector which for the most part
represent establishments, can have been licensed. Moreover, the 
figure quoted in the Catering Trades Inquiry suggests that sales 
of liquor per outlet are very similar in licensed hotels and 
restaurants while it seems likely that these sales would be 
considerably more important in the case of hotels which generally
have a bar trade as well as a restaurant one. As Table 11 shows
the proportion.of the turnover of licensed clubs accounted for 
by sales of meals and refreshments is 21% while for registered 
clubs the figure is only 3%. Opinions gathered in the catering 
trade suggested that licensed clubs tended to resemble restaurants 
in the services they provided and this view is reinforced by 
Medlik (21). Clearly, however,'the 2,500 licensed clubs in Great
2 .4  The Na t u r e  and Number o f  C a t e r i n g  O u t l e t s
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Britain do not represent the same potential market for table wine 
as would an equal number of restaurants. This is because licensed 
clubs typically sell fewer meals than restaurants, gaining as 
they do a greater proportion of their takings from drink sales. 
Paradoxically this suggests that sales of table wine will be 
relatively low in these outlets since in this country light wines 
only tend to be consumed in association with food.
Problems of definition exist in determining the total numbers of 
hotels and restaurants in Great Britain since these totals depend, 
particularly in the case of hotels, on how one chooses to define 
the outlets. The populations of primary interest to the present 
study, however, are easier to define since these are the catering 
outlets which are in a position to sell wine and hence they must 
be licensed. The definitional problems referred to above tend to 
relate to the smaller outlets while licensed establishments are in 
general well above the minimum size for inclusion in the category 
"hotel" or "restaurant".
The Catering Trades Inquiry 1969 stated that there were 8,000 
licensed hotels, motels, licensed guest houses and holiday camps 
in Great Britain but this is felt to be an underestimate because 
of the very restrictive definitions of these outlets adopted in 
the Inquiry. The most authoritative source on the number of 
licensed hotels is thought to be a study by consultants for the 
Hotel and Catering E.D.C. (22). This stated that there were 
13,000 licensed hotels in Great Britain and it is assumed for the 
purposes of this study that the overwhelming majority of these may 
be viewed as catering establishments in that they serve substantial 
meals. Some of the 13,000 however, will be of the "hotel garni" 
variety in that they will offer accommodation and breakfast but 
no substantial meal. Evidence gathered from the postal survey 
stage of the project, referred to in Part 3, also suggests that 
there are very few licensed hotels which are unlikely to be 
relevant to the present study in that they do not serve meals.
The term "hotel" , of course, covers several different types of
- 5 1 -
commercial operation, as is made clear in the Inter Hotel Comparison 
Studies (23). In these studies hotels are divided into drink-biased, 
food-biased or accommodation-biased categories in terms of the source 
from which the hotel obtains the greatest share of its revenue. It 
is quite possible that what is nominally a hotel, if it is food- 
biased in its sales mix, bears a closer resemblance to a restaurant 
than to the normal conception of a hotel. The practice was followed 
in this study, however, of treating licensed hotels and licensed 
restaurants as different sectors of the same industry and of 
contrasting the findings relating to them,where this was appropriate.
Estimates differ as to the number of licensed restaurants in Great 
Britain. The minimum number must be considered to be 7506 the 
total of establishments which had a restricted restaurant licence 
in 1971 but some licensed restaurants operate under a full on- 
licence and it is quite possible that others may operate under a 
restaurant and residential licence. A study by the Economist 
Intelligence Unit made in 1971 estimated that there were 
approximately 8,000 licensed restaurants in 1970 (18) while Medlik 
suggests 7,500 for the same year. A further estimate may be 
calculated on the basis of the Department of Employment finding that 
48% of restaurants employing 5 or more staff had some form of 
licence. (24) If this proportion is applied to the figure of 
16,320 restaurants with 5 or more staff given in the Manpower 
Studies Report on Catering the estimate obtained is 7834. Since 
there are probably a small number of restaurants with a licence 
which employ less than 5 staff a total estimate of 8,000 seems 
the most likely figure.
Public houses were not included in the scope of this study although 
an increasing number of these are serving full scale meals and are, 
in effect, competing with licensed restaurants. Despite this there 
is evidence (quoted in section 2.2 above) that very little table 
wine is sold through public houses. Because these outlets are so 
different in character from the majority of catering outlets and 
because their large number (over 70,000) would make them intractable
- 5 2 -
to study on a small scale, it was decided to exclude these outlets 
from specific consideration in this report.
An indication of the geographical distribution of catering outlets 
is given in Table 12 which is based on data published in the Catering 
Trades Inquiry 1969. The regions employed in this table are combi­
nations of Standard Regions so arranged as to present the data in 
a form comparable with the regions used in the postal survey for 
the present study (listed in Appendix B) . The restaurant numbers 
quoted in this table are not directly applicable to the market for 
wine since they refer to all restaurants rather than licensed 
restaurants. It is assumed, however, failing other information, . 
that the regional distribution of licensed restaurants is very 
similar to that of all restaurants. This being the case the most 
striking feature of the data in this table is the importance of 
the Greater London area in the restaurant field, particularly in 
the case of the proportion of total turnover it accounts for (46%). 
The number of hotels in Scotland is felt to be misleadingly high 
in terms of hotels likely to be serving wine with food since the 
Scottish licensing laws provide a strong incentive to establishments 
of the public house variety to take out a hotel certificate in that 
holders of this certificate can sell liquor on a Sunday. Public 
houses in Scotland have no permitted hours on Sundays.
Part of the regional variation in hotel and restaurant numbers can 
be explained by the distribution of the population. For this 
purpose Table 5 has been included which shows the distribution of 
the economically active population since it is the economically 
active who are most likely to form the market for hotels and 
restaurants. It is to be expected that, for example, the region 
with the greatest number of restaurants will be the South East since 
one third of the economically active population is situated.there.
The fact that the regional distribution of the demand for eating 
out is a result of something other than population numbers, however, 
is indicated by the high proportion (54%) of total restaurant 
turnover which is accounted for by the South East region including 
Greater London., The concentration of hotels and restaurants in 
London may be explained by reference to the concept of market
- 5 3 -
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density which ascribes demand to both population density and the 
purchasing power of the population. The reason that the turnover 
of catering establishments in London is greater than the proportion 
of the economically active population who reside there is partly 
that t h e ,London population is more affluent than the national 
average., A contributory factor is the popularity of London with 
tourists. In 1970, of the 6.8 million visitors who came to the 
U.K. the majority visited London and indeed, 80% are believed to 
have spent 1 night or more in London and by 1980 there are expected 
to be between 12 and 15 such visitors to the U.K. (25,26)
- 5 5 -
The importance of licensing law to a study of the market for wine 
in catering establishments is that wine, being an alcoholic 
beverage, can only be sold in premises with some form of liquor 
licence. The records of the population of licensed premises 
provide an indication as to the number of outlets in the current 
market, therefore, while any changes in the conditions for 
obtaining licences may affect the size of the market in the future. 
In this section the present situation is dealt with, future 
developments being dealt with in Part 5.
Until 1961 the only licence which would have enabled a hotel or 
restaurant to serve wine on the premises was what is known as a 
full on-licence, such as was held by a public house. The law was 
changed in 1961, however, by the Licensing Act of that year which 
introduced three new, modified forms of the on-licence of 
particular relevance to the catering trades. These are the 
restaurant licence, the residential licence and the residential 
and restaurant licence, which are known collectively, following 
the wording of the Act, as Part IV licences. The importance of 
the Part IV licences is that they are easier to obtain than full 
on-licences in that the licensing justices have less discretion 
over the granting of these licences. The Monopolies Commission 
in their report on beer make this point as follows:
"The restaurant/hotelier can ascertain the conditions 
he has to meet for a Part IV licence and he can be 
reasonably certain that if he meets them the justices 
will not refuse his application. . ." !
The growth in licensed catering premises which followed the 
introduction of this change is illustrated in table 13.
It would be wrong to equate the numbers of licensed outlets in 
the different Part IV categories with the tbtal populations of . 
hotels and restaurants since many catering establishments held
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licences before their introduction. The majority of licensed 
restaurants hold a Part IV licence but since the total number of 
residential plus combined (residential and restaurant) licences 
was only 3875 in 1970 while there were estimated to be 13,000 
licensed hotels in that year it is clear that the majority of 
hotels operate under a full on-licence. In fact the dividing line 
between a hotel and a public house is sometimes difficult to 
determine since many establishments which call themselves hotels 
derive the greater part of their revenue from liquor sales while 
maintaining a few letting bedrooms. For the purposes of the 
present study establishments which style themselves hotels have been 
accepted as such without any attempt to impose rigid definitions.
One rarely-mentioned aspect of licensing law which constitutes a 
restriction on the sale of wine in catering establishments surrounds 
the self-service restaurant. Broadly speaking the law is that 
where alcoholic beverages are offered for sale on a self-service basis 
there must be present a member of staff to serve them to the customer. 
The implication of this is that customers cannot select their wine 
as easily as they do their sweet since they have to ask for a glass 
or a carafe or whatever. Naturally this may deter the customer, 
particularly if he knows little about wine, from making the purchase.
A more important consideration, however, is that because the manager 
of a self-service restaurant knows that he has to detail a member 
of his staff to look after beverage sales in particular as long as 
the restaurant is open he is less likely to offer this product 
because of the cost of employing the extra staff. In Continental 
countries where wines are displayed on open shelves in cafeterias 
they appear to enjoy very healthy sales, the unit of sale being 
about / or A  of a bottle. The practice of offering wines for sale 
in inexpensive cafeterias is still very rare in this country and 
contributory factors to this situation are certainly the difficulty 
of obtaining a licence for this sort of operation and the extra 
staff cost incurred if it is granted. This type of restaurant 
generally specialises in a lunchtime trade, moreover, and because 
of the price consciousness of consumers eating out at lunchtime 
wine sales are unlikely to be high at that time. The evidence
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gained from the postal survey employed in this study, described in 
Part 3, is that the greater part of the wine sold through catering 
outlets is sold in the evening. Discussion with the managers of 
inexpensive self-service restaurants which sold wine in this way 
suggested that this practice was not, at the present time, an 
economical proposition. None of these outlets however was in 
London and it is possible that where a more sophisticated consumer 
was using this type of outlet wine sales would be significantly 
higher.
Since 1961 it has been relatively easy for a restaurant to obtain 
a liquor licence and the question therefore arises as to why only 
approximately 1 in 4 restaurants do have a licence. The obvious 
answer is that the proprietors of unlicensed catering establishments 
do not feel that the sales of liquor which they would make would 
justify the trouble and expense of obtaining a licence and operating 
a licensed establishment. The legal implications of operating a 
licensed catering establishment rather than an unlicensed one are 
covered in Turner’s ”A Catering Business of Your Own" (29) which 
attempts to lay down guidelines whereby a proprietor can decide 
whether he could serve his target market better if his premises 
were licensed. Apart from the initial cost of obtaining the 
requisite licence, which was estimated in 1967 as £40 (29), there 
is no significant barrier to the obtaining of a restaurant licence. 
The reason why more catering establishments in Great Britain are 
not licensed appears to be the belief held by their owners that 
there would be an insufficient demand for alcoholic beverages to 
justify the trouble of obtaining a licence and, having obtained it, 
of abiding by the stricter regulations which apply to licensed 
establishments.
Something of a paradox is presented by the results of the postal 
questionnaire which was dispatched as part of the present study 
with regard to the question:
- 5 9 -
"If your establishment did have some form of 
liquor licence do you think that there would 
be sufficient demand for wine to make stocking 
it worthwhile ? . ."
Of the unlicensed establishments which answered this question 
18% replied that there would be sufficient demand to make stocking 
it worthwhile. If 18% of unlicensed restaurateurs believe this 
it is unclear why they do not obtain licences. The explanation 
would appear to be that their premises are unsuitable to satisfy 
the legal specifications required of a licensed restaurant and 
that they, the proprietors, are unwilling to invest the money 
necessary to bring the premises up to the standard required. 
Alternatively it may be that these establishments are part of 
multiple groups and that although the unit manager would be in 
favour of obtaining a licence for his establishment such a step 
might not be in line with group policy.
In any case it seems unlikely that the population of licensed catering 
establishments will exhibit any rapid growth over the next few 
years without a change in licensing law such as the extension of 
restaurant licences to establishments where the meals offered were 
generally of the snack variety.
-60-
The Wine Trade sees itself as being in a market where profit margins 
are low both at retail and wholesale levels. Certainly the gross 
margin as a percentage of turnover taken by off-licence outlets 
in recent years has not been very high. The 1966 Census of 
Distribution (30) found that, in 1966, independent off-licences 
had, on average, a gross margin of 15.5% which was one of the 
lowest levels of any retail trade. Clearly this figure refers to 
the sales of other goods besides wine but it helps underline the 
point that the vertically integrated organisation is a more viable 
proposition in this market since it can take itself all the margins 
which occur between the point of production and of final sale.
The E.I.U. in their 1971 report on the subject suggest that in 
the traditional pattern of distribution of table wine the shipper 
or agent aims at a 10% margin, the wholesaler at 15% to 20% and 
the retailer 20% to 30%. Investigation among the larger wine 
merchants suggests that, currently, these margins constitute an 
overestimate and that the retailer operates on a margin of 20% 
and below and the wholesaler on about 10-12%. In the case of fine 
wines (e.g. those retailing at £2.00 or more a bottle) the retail 
margin appears to be slightly higher as is to be expected in view 
of the fact that in most outlets these items will turn over 
relatively slowly. It is impossible to give precise figures on 
margins because quantity discounts can cause the margin to vary 
by around 2%.
The caterer, at unit level, typically buys his table wine at about 
17% below the recommended retail price. He will aim at a margin 
of 50% and so the wine sells in a hotel or restaurant at 
approximately 70% more than it would cost in an off-licence. The 
figure of 50% is chosen for purposes of exposition but empirical 
evidence shows that it is a realistic figure. The average level 
of the mark-up and the way in which it varies between establishments' 
is discussed in Part 3 below. The net effect is that the restaurant 
customer finds himself paying a far higher price for wine when
2.6 The Mark-up on Wine Sales and their contribution to profit
-61-
eating out than he does when it is bought for comsumption at home. 
For this reason it is not surprising that many restaurateurs eschew 
the sale of wines that are commonly sold in their local supermarkets 
and that some large suppliers sell brands to the catering trade 
which never see the light of day in an off-licence window. The 
principle in both cases is to avoid a situation where the customer 
can make a direct cost comparison between wine bought for home 
consumption and wine bought when eating out. Evidence quoted in 
section 2.2, above, on "the consumer" shows clearly that consumers 
are aware that wine prices in catering establishments are relatively 
high and that regular wine drinkers, who form the heavy consumers, 
are more likely to be aware of the price differential than the 
average wine drinker. On the other hand consumers do not appear 
to be aware of the extent of the price differential and would 
almost certainly be surprised to learn of it.
Such a margin does at first sight seem very high but it should not 
be taken as indicating that restaurant operation in toto is a highly 
profitable form of business since the restaurateur provides other 
goods apart from wine and the profit on some of these, after 
apportioning labour costs, is very small indeed. The popular 
mythology surrounding restaurants has it that their proprietors 
make no profit on the food they sell and only exist by charging 
an exorbitant profit percentage on their alcoholic beverage sales. 
Restaurant and hotel proprietors, on the other hand , often argue 
that a pound spent on food by their customers is worth more to them 
in terms of profit than a pound spent on drink. The rationale 
behind this is that an establishment may take a 60% gross profit 
on food as against a 50% or 45% gross profit on most drinks.
This is true but it ignores the fact that labour- costs and operating 
expenses must be deducted from these percentages in order to arrive 
at any idea of net profit and that a higher proportion of these 
costs is incurred in the case of food sales.
There appears to be little published work on the cost structure 
of the different sectors of the Hotel and Catering Industry on
- 6 2 -
which to base a conclusive analysis of the percentage of total 
profitability accounted for by drink sales. The source which has 
been primarily used for this purpose is the "Inter-Hotel Comparison" 
prepared by the Scottish Hotel School (23). This, of course, only 
deals with hotels and the restaurants they incorporate but it is 
felt that the cost structure of a hotel restaurant gives a good 
indication of what the parallel structure would be in a licensed 
restaurant offering the same level of service. This view was 
supported by information supplied by the restaurateurs interviewed 
in the course of the present study. The proportions quoted from 
this study have an empirical basis since they are the result of 
a detailed set of data provided by 150 hotels.
The net profit on food and liquor sales which can be deduced from 
the Inter-Hotel Comparison is outlined in Table 14. Difficulty 
arose in choosing the correct proportion of turnover accounted for 
by operating expenses since this report suggests several which 
could be adopted. These are generally greater than the 18.1% used 
and the result of employing them in the present analysis would be 
to suggest that hotel restaurants made no profit at all on the sale 
of food. The table shows that drink sales have a far higher net 
profit than food sales but it almost certainly underestimates the 
disparity between the two. The reason for this is that the 
"operating expenses" category includes items which constitute 
variable costs incurred in the preparation of food such as the 
cost of power used in cooking. Even laying aside this point the 
disparity between the net profit proportions indicates that the 
drink sector, where this is composed mainly of wine and spirits, 
accounts for the greater part of total net profit in any licensed 
catering establishment with good drink sales. If a restaurant 
makes 30% of its sales in wines and spirits, as is auite normal, 
then the cos.t structure outlined here indicates that drink sales 
contribute 64% of total net profit. High class establishments 
often make 40% of their sales from drink, particularly where 
they have wine lists of distinction, and in such cases about 
73% of their total net profit will come from this sector.
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TABLE 14
Net Profit on Food and Liquor Sales in Hotels
Food Liquor
q0 q0
Cost of Sales 40.6 50.0
Payroll costs 35.9 9.5
Operating expenses* 18.1 18 .1
Net profit 5.4 22.4
Notes: *Average percentage for hotels in the sample 
which were "liquor biased" i.e. those where 
drink sales accounted for the largest 
proportion of total sales.
Source: 23
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Clearly then it is their drink sales which keep many restaurants 
in business although conversely it must be pointed out that in 
the eating out market food and drink form a total package and 
that the wine could not be sold without the food. There is no
evidence that the large margins charged on wine in catering
establishments could be sustained in any establishment where wine 
was sold on its own rather than as an adjunct to food. The 
reverse is true,in fact, since wine bars, which is what such an 
establishment would be, typically sell wine for consumption on 
the premises at around only 40% more than the retail price.
This does not reflect the overall profitability of the wine bar
operation, however, since these outlets are generally owned by
wine shipping companies which also take the agency and wholesale 
margins that might otherwise accrue to an outside concern.
The proportion of total net profit accounted for by drink sales, 
and more particularly wine sales, is heavily dependent on the 
proportion of total sales represented by this sector. So far it 
has been assumed that the proportion is 30% or 40% but estimates 
do differ. The report by the market research agency System 3, 
"Eating Out in Great Britain" (31), stated that in the higher 
priced and more successful restaurants sales of drink accounted 
for around 16% of turnover; in other restaurants the proportion 
averaged out at 7%. This is believed to be an underestimate 
and it must be borne in mind that the survey on which this report 
was based consisted of only 55 personal interviews. Kotas, in a 
survey of 90 London restaurants undertaken in 1969 (32), found' 
that, on average drink sales accounted for 26% of total turnover. 
This result can only be applied to the London area but the survey 
section of the present study suggested that it is the class of 
establishment, as indicated by the average spending power, which 
determines the share of revenue accounted for by drink rather 
than location. The licensed restaurants in Kotas’ sample tended 
to be relatively expensive, the mean average spending power for 
dinner being 29 shillings. By 1972 it is estimated that a 
restaurant offering the same meal experience would have charged
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£2.06. In the few restaurants where this average spending power 
figure was below £1.00 the drink sales as a proportion of total 
turnover fell to below 10% and it would appear that the overall 
figure of 26% quoted above should be reinterpreted as indicating 
that restaurants with a low average spending power have relatively 
low drink; sales while in those above a certain minimum spending 
power, corresponding to about 25 shillings in 1969 prices, drink 
sales as a proportion of turnover amount to around 30%.
In the case of hotels it is likely that the entire restaurant 
operation, of which wine sales are a part, accounts for a minority 
of total turnover. Hotels differ radically in their sales mixes, 
however, a point made clear in the Inter Hotel Comparison in which 
figures are published separately according to whether hotels are 
food, liquor or accommodation biased. For the total sample of 
hotels studied in the 1970 Inter Hotel Comparison Survey the sales 
mix was as follows:
TABLE 15
Sales mix of hotels in the sample
Accommodation
Sales
Food
Sales
Liquor and 
Tobacco Sales Other Sales
a0 % 0.0 Q0
Arithmetic mean. 31.8 38 .0 27 .7 2.5
Source: - 2 3
If a 70:30 split is accepted as a fair estimate of the division 
of sales turnover between food and drink in hotel restaurants the 
above table suggests that drink sales through the restaurants accounts 
for about 16% of a hotel's turnover. This means that it is of
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approximately equal importance as drink sales through the bars in 
terms of turnover. Unlike a licensed restaurant the most profitable 
sector of a h o t e l ’s operations is not its drink trade but its 
accommodation sales. The Inter-Hotel Comparison Survey indicates 
that the balance of profit on bedroom sales after deducting cost 
of goods sold and staff costs is 76.1% compared with 31.0% for 
all liquor and tobacco sales. Operating costs must be deducted 
from this 76.1% to arrive at net profit but even so the typical 
hotelier cannot be expected to regard his gross margin on drinks 
as exorbitantly high when it is compared with his gross margin on 
accommodation.
It would be misleading to compare the gross margins achieved in 
the catering trade directly with the margins prevailing in other 
retail trades. The caterer is not merely fulfilling a distribution 
rdle but is creating a product which may be called the "meal 
experience” and involves processes such as cooking and serving food 
and providing a suitable location in which the product may be 
consumed. The cost structure of a catering operation, therefore, 
is very different from that of, say, a greengrocer. The catering 
outlet has a much higher proportion of operating costs in relation, 
to the cost of goods sold than does the normal retailer and for 
this reason the caterer has to take relatively large gross margins 
to cover overheads, operating costs and so on. The effects of the 
catering industry’s cost structure on its marketing strategies have 
also been investigated by Kotas (33).
There is no reason why the gross margins in catering should not 
be higher than those in what are usually thought of as the retail 
trades and it is surprising to discover that some retailers operate 
on margins similar to those used by caterers. For example, the 
1966 Census of Distribution states that, in that year, bread and 
flour confectioners employed, on average, a margin of 44.8% and 
household goods shops one of 38.1%. Hoteliers and restaurateurs 
are not necessarily acting as profiteer when they employ a mark­
up of 50% on table wine sales. This relatively high mark-up is
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merely the way which has been characteristically adopted to recover 
the heavy operating costs of the restaurant business. This 
pattern is not unique to the U.K. and a recent consultants' report 
on American restaurant operations (34) suggests that in the U.S.A., 
the gross profit on beverages is 69.7%.
The mark-up on wines causes annoyance to many in the wine trade 
and also to writers on eating-out. Christopher Driver in the 
most recent Good Food Guide (35) asks in horror:
"Will they, as in the past, continue to double and 
treble for diners-out the retail price of wine ? . ."
Both of these groups of people are in a position to be well aware 
of the mark-up on a bottle of wine which they order in a restaurant, 
whereas there is no evidence that the eating-out public as a whole 
is aware of this. On the contrary it would appear from research 
undertaken on the consumer's attitude to wine prices, and quoted 
above, that while wine drinkers are aware that wines tend to be 
more expensive in restaurants than elsewhere they have no idea 
of the large profit differential involved. The consumer is more 
likely to be aware of the high gross margins taken on food since 
this is a subject with which he is more familiar. Since cooking 
is an activity Undertaken in every household most restaurant 
customers will, have a good idea in this case of the cost of goods 
sold and therefore of the gross margin. They are likely to under­
estimate the other elements of total cost and, as a result, may 
resent what appears to them to be the taking of exorbitant profits. 
This attitude has been expressed by a former Secretary of the 
Caterers' Association, J .D.G.Hooper, as follows: (29)
". . . those members of the public who think that 
because an egg can be bought in a grocer's shop for 
threepence it should be sold in a restaurant, poached, 
for fourpence. . ."
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The explanation of the high net profit made on wine sales in 
restaurants would appear to be twofold. In the first place the 
consumer has been more ignorant as to the wholesale price of 
wine than the price of food and therefore is less sensitive 
to a high mark-up. In the second, wine sales in catering 
outlets were until recently restricted to a relatively small 
number of what were then expensive establishments. Naturally 
expensive catering outlets took a high gross margin on wine 
just as they did on other goods to cover the high operating 
costs associated with the level of service they provided.
It is a curious fact that the mark-up on table wine appears to 
show little variation between different classes of establishment 
although the proportion of total costs accounted for by labour 
costs must vary according to the level of service. Certainly 
the higher the class of the establishment the more expensive 
will be the wines on the menu but this phenomenon is more 
likely to arise because the high class establishment is serving 
better wines which are costing more. Since there has always 
been a minimum trade price for a cheap wine in this country, 
because of the hitherto specific nature of excise duties, this 
has meant that a cheap bottle of wine will cost much the same 
in a relatively cheap restaurant as in a dear one, although 
in the dear one this wine would' represent a lower proportion of 
the cost of the meal experience. The subject of actual margins 
taken is dealt with more fully in Part 3 below in the context 
of personal interviewing results but in general there is wide 
acceptance in the Hotel and Catering Industry of the 50% gross 
margin on table wines though this margin is often reduced for 
more expensive wines.
The results of the postal survey, detailed in Part 3 indicate 
that wine sales are already high in the more expensive 
restaurants. A probable reason why sales are not higher in 
the cheaper licensed outlets is that wine appears to be very 
expensive in these outlets in relation to the total cost of 
the meal, particularly to consumers who do not necessarily
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accept that drinking wine is naturally an accompaniment to a 
"meal out" taken as a leisure activity. Where the meal out is 
taken for subsistence, as it is in the case of the vast majority 
of people taking lunch out, there is no evidence that wine will 
be seen as an accepted accompaniment in the foreseeable future.
It is not suggested that sales of table wine are low in the 
cheaper eating out establishments because of any consumer 
awareness of the high mark-up employed but rather because of 
the relatively high cost of the wine. If wine sales in catering 
outlets are to expand in the less expensive strata the cost of 
wine relative to food must be reduced in those establishments.
This process may happen naturally if food prices rise faster 
in the future than wine prices, a possibility which is discussed 
below in Part 5. There is the proviso, however, that caterers
do pass on the lower relative price to consumers rather than 
maintaining the price relationship and increasing their margins 
on w i n e s .
Because of widespread consumer ignorance about wine and the 
associated tendency to use price as an indicator of duality there 
is no reason to suppose that across the board wine price reductions 
in catering outlets would increase sales in the short term. The 
demand in the more expensive half of the eating out market and the 
business entertainment section, which it largely includes, is 
probably price inelastic with regard to a price fall. As Gabor, 
a famous theorist on pricing, says:
"Give the consumer the price he wants and remember 
that it is not necessarily the cheapest price which will 
give him the greatest satisfaction. . ." (36)
2.7 The Quantity of Wine Sold
There is no clear-cut statistic which indicates the size of the 
market for wine in catering establishments. Estimates can be 
obtained from different sources and where these can be reconciled 
then the researcher has a good idea of the quantity of wine sold 
through these outlets. Unless otherwise indicated estimates 
refer to table wine which is the most important category of wine 
sold in these outlets. One estimate, already referred to, is 
the figure of 22% of the table wine market mentioned in relation 
to the Louis Harris social survey.
The C.N.C.E. report "Le Marche des vins en Grande-Bretagne" quotes 
a figure of 26|% for the proportion of table wine sales accounted 
for in this way. It is not clear how this figure was reached but 
it must apply to the table wine market in the mid 1960Ts since thi 
report was published in 1968. Since 1968 the total table wine 
market has expanded by 50%, however, and so this proportion cannot 
necessarily be extended to the present day. Informed sources, 
such as the E.I.U., believe that the basis for the recent rapid 
growth in table wine sales has been the growth of low-priced 
wines to drink at home. This would suggest that the share of the 
market going through catering outlets has fallen.
It is dangerous to base estimates of this proportion on the sales 
analysis of wine merchants since some merchants clearlyfaspecialise 
in the catering sector while others may do very little business 
in this area. Some of the present firms in the wine trade account 
for such a large element of the table wine market that it is felt 
their' analysis may help in the calculation of a final figure.
One such large supplier, with an extensive tied trade, indicates 
that 17% of its sales go through catering outlets. This wholesale 
also suggests that 16% of its table wine sales go through public 
houses. This latter proportion is felt to be unduly large since 
survey data quoted above suggests that only 2% of table wine sales 
go through public houses. It would seem likely that some of this
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16% is going to hotels which have been classified misleadingly as 
public houses and is in fact consumed with meals. This would 
suggest that at least 20% of table wine sales from this major 
supplier go through hotels and restaurants.
An attempt was made to obtain a separate estimate of market size 
by grossing-up the results of the postal survey which was undertaken 
as part of the present study. The problem arose that wine sales 
varied so much between outlets that the "within sample variance" 
was very large which meant in turn that the final estimate is 
accompanied by a very large standard error. The figure arrived 
at in this way was 21% which indicates the proportion of the table 
wine market including sparkling wine going to hotels and restaurants 
for the financial year 1971/2. Hotels and restaurants account for 
approximately equal proportions of the total. The inclusion of the 
licensed clubs group in this category must bring the total up to 
25%. While this figure is not felt to be reliable in isolation the 
fact that so much evidence points to a proportion of about this size 
reinforces the view that the correct statistic must be between 20% 
and 25% and is probably near to 22%.
All these percentages refer to the annual consumption of table wine, 
as indicated by Customs and Excise clearances. For the calender 
year 1972 the level of these clearances was 31.1 million gallons.
The future growth of table wine consumption is discussed in Part 4, 
below, and the growth of the market in catering outlets in Part 5.
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PART 3 EMPIRICAL RESEARCH
3 .1 Research Design
The aim of this part of the project was to help produce a more 
complete picture of the market for wine in catering establishments 
than could be obtained from published material. A further reason 
for this empirical stage was the hope that a process of serendipity 
might occur whereby the researcher might learn of further published 
material through direct contact with the catering trade, particularly 
in the course of personal interviewing. The plan by which different 
items in the research brief were dealt with in the course of the 
project is outlined in the general introduction to this report but, 
broadly speaking, the survey research design represented an attempt 
to achieve this aim with regard to the pre-determined constraints 
of time and finance.
The design adopted was of the multi-phase type whereby some 
information is collected from every unit in a sample of the whole 
population while additional information is collected from a sub-sample 
of this main sample. In this case the postal questionnaire 
represented the attempt to glean some information from the whole 
sample of catering outlets while additional information was collected 
from those outlets subject to personal interviewing. This approach 
is generally adopted when the .researcher requires a large amount 
of information from the sample units but is constrained by the fact 
that the co-operation of respondents is dependent purely on their 
goodwill and that therefore the less information he demands from 
each unit the more likely it is that the unit will respond.
A high response rate is a desideratum in all sample surveys because 
of the need for the units from which information is obtained to be 
representative of the universe from which they are drawn and to 
which the survey results will be extended. The danger in surveys 
characterised by low response is that the units which do respond % • 
are atypical of the population in some way which affects the validity 
of the sample results. For example if large hotels were more prone
-73-
to returning questionnaires than small ones and the researcher 
did not allow for this differential response rate with regard to 
size he might well obtain results which overestimated the average 
size of an hotel in the population of hotels under study. Mayer 
(37) cites the example of a study of the size of savings accounts 
suggesting that those who cannot be contacted are likely to be 
young and therefore to have a relatively low level of savings.
There has been considerable research undertaken on response error, 
as this phenomenon is known, and it points to the fact that 
nonresponse cannot be considered to be a random process. A way 
of countering this danger is to design questionnaires in such a 
way as to obtain a high response rate but some populations are 
characterised by unwillingness to co-operate with the researcher.
A sample, therefore, may be unrepresentative despite a high 
response rate, In cases where the fear exists that respondents 
are atypical in some way it is usual to attempt to study units 
which were originally non-respondents in order to establish if 
this is the case. This process was attempted in the present 
study by telephoning non-respondents to the pilot questionnaire 
and the results are discussed in the section below on that 
pilot survey. Brown(38) has also dealt with this problem and 
suggests a useful scheme whereby the researcher examines 
systematically the several possible sources of error in a survey 
sample, of which nonresponse error is one, before calculating a 
Total Error associated with a given sample estimate.
The twin aims of maximising the amount of information received 
from each unit and of obtaining a high response rate pull in 
opposite directions in terms of their implications for research 
methodology since there is a frequently observed inverse 
relationship between the length of a questionnaire and the response 
rate to it. The multi-phase design is a compromise solution to 
this dilemma.
The procedure followed in this study, which is normal in the case 
of this sort of design, was to decide on the minimum amount of
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information which had to be obtained from each respondent in order 
to accomplish those objectives of the study, notably the estimate 
of market size, which necessitate a large sample. That information 
is then asked of the main sample by means of a postal questionnaire. 
Further information is asked of a small sub-sample by a method which 
is likely to yield an acceptable response rate to a longer list of 
questions. The method chosen for asking this more detailed set of 
instructions in the present was, personal interviewing of a number 
of catering managers.
In general the information which is sought of the second, smaller, 
sample is of less importance or is of such a nature as to necessitate 
a different approach. Into this latter category come questions 
which the subject may see as being of an intrusive nature and which, 
therefore, he is unlikely to answer in a postal questionnaire.
These are better handled in a face-to-face interview owing to the 
interviewer’s control of the situation which enables him to phrase 
such questions in an acceptable way. As Moser and Kalton (39) 
point out, some information may be so difficult to collect that 
constraints of time and money do not allow its collection from the 
entire sample. A comparison between the postal questionnaire which 
was eventually adopted and the personal interviewing schedule 
(Both of them ih Appendix C) indicates the way in which questions
which allowed for simple, clear-cut answers were used in the 
questionnaire while those demanding clarification and reflection 
were asked in personal interview. It was possible, by virtue of 
the presence of the interviewer, to ensure in this second stage 
that complex questions were understood and that the respondents were 
motivated to answer them.
The further reasons for adopting this two-stage design are as 
follows:
(a) The data obtained at the first stage (Using a 
short postal questionnaire on the main sample) 
could be used as a basis for selecting the sub­
sample for personal interviewing.
During the personal interview stage the validity 
of the replies to the postal questionnaire may 
be checked. The interviewer can ensure that the 
original questions were interpreted in the way 
intended and if any consistent bias is encountered 
at this stage this will influence the interpreta­
tion given to the personal questionnaire results 
at the report stage.
The very fact of having a postal questionnaire 
stage encourages those selected to give further 
help to the researcher by agreeing to grant an 
interview. This is because the respondents will 
have previously given an implicit commitment in 
favour of the research project by answering the 
postal questionnaire and, as implied by Festinger's 
cognitive dissonance theory (40), to refuse 
additional help subsequently would be to imply 
that they had been in error in the first place.
The information collected at the first stage 
enables the researcher to determine the 
characteristics of those who are non-respondents 
at the second stage, that is those managers who 
do not agree to participate in the personal 
interview stage of the study although requested 
to do so. (It should be noted that only a small 
selection of the original respondents were asked 
to co-operate in this w a y ) .
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3.2 Pilot Sample
Once it has been decided to use a questionnaire in social or 
market research it is desirable to run a field test of the 
questionnaire to see that it is a viable instrument before 
committing resources to its use in a large-scale survey. This 
is particularly true in the case of a postal survey since here 
the situation in which the questionnaire is completed is totally 
out of the control of the researcher and no explanation or 
encouragement can be given to the respondent. Such testing is 
undertaken by means of a pilot sample and the way in which this 
method was used is described in the following section.
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A pilot sample- is an attempt to test the significant features of 
a social or market research survey before proceeding with the 
full scale survey. The significant features are normally taken 
to be the questionnaire itself; the sampling frame; the method of 
reaching respondents, by post, telephone or personal interviewing; 
and the processes whereby the survey is put into the field and 
responses are coded and analysed. The prime reason for this form 
of test is to ensure that the survey, as it is planned, is a 
workable proposition before committing too many resources to it.
The pilot sample is analogous to the test market in the field of 
new product development.
In the present study piloting was restricted to the questionnaire 
and the method of reaching respondents since no source of a sampling 
frame had been chosen at the time the pilot survey was undertaken.
3.2.1 Definition
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Detailed explanations of social survey techniques, including the 
use of a pilot survey, are to be found in several text books (39, 
41) and the present section is intended to give the reasons for 
using a pilot survey for the postal study of wine sales in hotels 
and restaurants rather than to cover the same ground.
(a) To test whether the postal questionnaire was 
comprehensible to the group at whom it was 
aimed, that is managers of hotels and 
restaurants. Despite prior discussion of 
its wording within the Surrey Department of 
Hotel and Catering Management it was still 
necessary to ensure that the questions were 
interpreted in the same way by managers of 
different types of unit in different parts 
of the country.
(b) To discover the proportion of the sample who 
were likely to respond to this approach. It 
had been suggested that the hotel and catering 
industry was not a suitable market; to investigate 
by means of a postal questionnaire since, its 
managers, characteristically, did not reply
to such documents. The pilot was most necessary, 
therefore, to establish whether a sufficient 
proportion of managers would respopd to make 
the postal questionnaire a viable instrument 
in this study.
!
(c) To ensure that no important alternatives had 
been omitted from the possible answers to pre- 
coded questions. This point is best illustrated 
by reference to question 3 on the Questionnaire
1 (See Appendix C ) , which asks which types of
3.2.2 The need for a pilot sample
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supplier the respondent has used for wine 
buying in the previous month. While it 
was felt that the 5 categories listed as 
possible answers to the question had 
effectively covered every type of outlet 
which the respondent might have used the 
6th option of "Other (please state)" was 
added so that if there was another source 
of wine, used by some respondents but not 
included in the 5 categories, it would be 
detected and the researcher could incorporate 
it as a category into the final question­
naire .
(d) To gain an estimate of the range of answers 
to quantitative questions. The purpose of 
this is to indicate how the researcher should 
divide the possible answers to a pre-coded 
question so that the respondents are meaningfully 
distributed over these answers rather than 
all falling into one category. An example 
of this approach is provided by question 6 
on the Restaurant "1" Questionnaire used in 
the pilot survey:
"Please indicate below the average 
total outlay of a customer in your 
restaurant."
When the answers to this question were 
tabulated it became possible to determine 
how one could pre-code the answers to this 
question into categories, "75p or less,
75p - £1.50" and so on as was done in 
question 7 of the main hotel questionnaire.
The reasons why one should wish to pre-code 
answers are discussed in section 3.2.3(b) 
be low.
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(a) Number of Questions Included
For reasons outlined above a high response rate is the aim of
every researcher using postal questionnaires and to this end one 
attempts to minimise the number of questions to which any 
irespondent has to reply. The respondent is acting on a purely 
voluntary basis and so it follows that the less you ask him to 
do the more likely he is to do it. As Wilson puts it i n • ■
"The Assessment of Industrial Markets" (42):
"The total number of questions must be kept down 
if the respondent is not to lose heart at the 
beginning. . ."
and in a later book (43) by Stacey and Wilson we find the rule 
of thumb quoted that every question asked will reduce the response 
rate by 5%. While this counsel is clearly pessimistic it was felt 
desirable to limit the number of questions on the pilot 
questionnaire to ten. These questions moreover could be contained 
on two sides of A4 size paper which was also helpful in promoting 
response since the respondent is less likely to be deterred when 
presented with only one sheet of paper than with a greater number.
(b) Pre-Coding
The desire to formulate questions in such a way that the respondent 
has merely to place a tick in a box rather than insert an answer 
in prose or figures stems from two considerations:
(i) Less effort is required on the part of the 
recipient to tick squares rather than to 
write in answers and therefore a policy of 
pre-coding should increase overall response.
3.2.3 Form of the Pilot Questionnaire
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(ii) In terms of data processing it is often 
helpful to classify respondents in terms 
of the 5 or 6 alternative answers to a 
pre=coded question rather than having 
each respondent give a unique answer.
For example Question 7 on the revised 
questionnaire used in the main hotel 
sample, asking for the average outlay per 
customer, allows the respondent to indicate 
by a tick into which of 6 categories the 
average spend in his establishment falls.
If a respondent indicates that this figure 
is in the range M 75p or less" for his 
establishment one can represent this 
information merely by having a "l” punched 
on the relevant column of an 80 column card 
since "1” is the code for that response.
This is simpler than recording that the 
average spending is,say, 84p since one wishes 
to classify this information into a small 
number of levels which, however, cover the 
whole level of possible expenditure.
(c) Question Order
There appears to be no concensus in the theory of postal surveys 
as to the position in the questionnaire of questions used to 
obtain classifcatory data. In a survey of final consumers these 
questions would be about the consumer’s age, social class etc. 
while in the present project, where the sampling unit is the 
establishment rather than the consumer, they would be aimed at 
finding out the nature and size of the establishment. Classifi- 
catory questions are likely to be relatively uninteresting to 
the respondent since the information he is disclosing is of a 
very mundane nature to him.
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The argument for placing such questions at the beginning of the 
questionnaire lies in the belief that an individual is more likely 
to respond to such a questionnaire because he finds that the first 
few questions can be answered relatively easily since the informa­
tion they demand is very familiar to him. The contrary view 
expressed by Kotler (44) that they should be placed at the end of 
the questionnaire, stems from the idea that the first few questions 
should arouse the interest of the respondent since this will prompt 
him to complete the questionnaire and return it.
It was decided to try and gain some indication which of these two 
hypotheses were correct or, in fact, whether question order 
variation in a short questionnaire had any effect on the response 
rate. The pilot survey already involved 2 questionnaires, one to 
be sent to restaurants and the other to be sent to hotels, it was 
decided to produce for each of these 2 categories, 2.questionnaires, 
(Appendix C) one (Questionnaire 2) with the classificatory questions 
at the beginning and the other (Questionnaire i) with them at the 
end. The Questionnaire 1 began with the question:
. . who is responsible for buying wines for your 
establishment. . .?"
which was judged to be likely to arouse the subject's interest, 
particularly since it introduced the topic of wine which was the 
central object of the study. Questionnaire 2 began with the 
question:
"Is your establishment part of a chain of hotels and/ 
or restaurants . . .?"
One hundred hotels and restaurants (50 of each) had been selected 
from a popular guide to these establishments (45) and the two sub­
samples receiving, respectively, the "1" and "2" questionnaires 
were controlled on the following dimensions.
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(i) The proportion of hotels to restaurants 
(which was maintained at 1:1)
(ii) The proportions of establishments coming from 
different parts of the U.K. (Scotland, Wales,
Northern and Southern England and the Greater 
London Area) .
iI
(iii) Th e 'proportion of establishments falling into 
different price categories.
In this way it was intended to make the two sub-samples as alike 
as possible in order to isolate any difference in their response 
rates so that these could be connected with the layout of the 
questionnaire they had received. The results of this split-run 
experiment together with other aspects of the pilot survey results 
are detailed below.
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(d) Postal Arrangements
The questionnaires were sent out with a covering letter (See 
Appendix C) and an envelope addressed to the researcher bearing a 
first class mail stamp. It would have meant a small financial 
saving to have used a Post Office Business Reply Service rather 
than postage stamps for the whole survey since, in the former 
case one would only pay for the return postage of questionnaires 
which were in fact returned. However it was decided to use first 
class stamps instead since there is evidence from the literature 
that their use encourages response to postal surveys (39).
(e) Cover Letter
The salient points about the cover letter are as follows:
(i) Use of a University Letterhead.
While this was the natural course to take 
it was probably helpful in encouraging the 
recipients of the questionnaires .to reply.
Other researchers (Moser and Kalton )(39), 
do suggest that the apparent sponsorship 
of a survey will affect the rate of response.
(ii) Explanation of the importance of the individual 
reply.
(iii) Promise of confidentiality.
(iv) Value of the study
In a survey where no financial incentive for response is being 
offered it is necessary to suggest to the recipient that there is 
a social value in his response. In the present study this 
argument was expressed in the third paragraph (see Appendix c)
(v) Request for return of partially completed questionnaires.
This request was made in the final paragraph so that people would 
not be deterred from returning the questionnaires because they 
had not, for some reason, completed them. It was intended, by the 
study of partially completed questionnaires to determine which 
questions, if any, were causing trouble to respondents so that 
these could be altered for the main survey.
(f) Follow-up letters
It is a well-established practice to try and increase the overall 
response to a postal questionnaire by sending further postal 
communication to those sampled units which are known not to have 
responded by a chose date. Ferris (46) indicates that a successful 
method of encouraging response is to mail non-re.sponders further 
copies of the questionnaire accompanied by a stamped, addressed 
envelope. Such a process, however, delays the. termination of work 
on a survey and since the pilot sample was of little intrinsic 
value it was decided not to send a follow-up in this case although 
it was intended to do so with the main survey.
(g) Follow-up phone calls
It seemed intuitively feasible to contact a selection of non­
respondents by phone in order to establish whether as a group 
they had significantly different characteristics from respondents. 
If it was discovered that they tended to reply differently to 
respondents on such matters as the amount of wine sold or the 
amount spent by their customers then this would have constituted 
evidence that in interpreting the responses to the main survey 
some weighting should be introduced to allow for the fact that the 
respondents were in some ways atypical of the populations from 
which they were drawn. The telephone interview is an accepted 
tool of industrial market research and it is suggested by an 
expert such as Wilson (42) that managers may well be more 
approachable on the telephone than by letter. This was not found 
to be the case in the present study when hotel and restaurant
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managers proved very difficult to contact over the phone. In the 
case of the 10 establishments which were telephoned with a view to 
the researcher conducting a telephone interview with the manager 
these either acted in such a way as to screen the manager from 
contact with an unknown researcher or the manager himself proved 
unwilling to communicate more than the briefest details of his 
wine trade. The difficulty of contacting hotel and restaurant 
managers by telephone almost certainly reflects the fact that they 
are less deskbound than managers in other sectors of industry and 
indicates that they are an exception to the proposition that 
managers like talking on the telephone (42) and are therefore 
amenable to interviewing by this medium. No further attempt was 
made to use the ,telephone for interviewing hotel and restaurant 
managers.
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(a) Response Rate
The 100 questionnaires were dispatched on Saturday February 19th 
1972. Out of this 100 the total number returned was 52, of which 
30 (58%) of all those returned were received within the first four 
possible dates for return and 46 (88%) within the first 11 days.
This rate of return over time agrees with the findings of other 
postal surveys and with the rule of thumb given by Wilson (42) 
that one should allow 21 days for replies to a postal questionnaire 
before proceeding to code the data since it is unlikely that replies 
will be received after this time.
This initial response was felt to be encouraging, particularly 
in an industry not noted for good response to this approach. As 
a result of the relative success of the pilot survey it was 
decided to adopt the postal survey method for the main stage of 
the research.
(b) Effect of Question Order on Response
As outlined in section 3.2.3.(c) above two sets of questionnaires
were used on the. pilot survey, the difference between them lying
in the order in which the questions appeared to the recipient.
It was anticipated that the question order would affect the
probability of individual recipients responding and that the two
Vsub-samples receiving different questionnaires would be 
characterised by different response rates. In fact the response 
rate was exactly the same (26 returned out of 50 dispatched) for 
both sub-samples~and so the experiment of using 2 different 
questionnaires failed to reveal any significant effect on the 
response rates. For the main sample it was decided to leave 
classificatory questions till towards the end of the questionnaire 
because of the researcher's belief in the need to arouse the 
interest of the subject as early as possible in his perusal of the
3.2.4 Results of the Pilot Sample
questionnaire .
(c) Effect of type of establishment on response
It had been considered possible that hotel managers might be more 
amenable to returning postal questionnaires than restaurant managers 
owing to the fact that hotels are typically larger establishments 
than restaurants whose managers might be more used to dealing with 
paperwork than restaurateurs would be. In fact 28 out of 50
questionnaires sent to hotels were returned and 24 out of 50 of these
sent to restaurants. The difference between these two proportions 
is not significant and it was decided that the postal questionnaire 
could, in some circumstances be a viable tool in surveys in the 
restaurant trade.
(d) Apparent Importance of Confidentiality to Respondents
There was no coding on questionnaires, open or concealed, which 
could have identified respondents but a measure of the lack of
importance given to this guarantee of anonymity by some, at least,
of the respondents is yielded by the number of respondents who, 
quite voluntarily, wrote the names of their establishments on the 
questionnaires which they returned. Eight respondents revealed 
themselves in this way which may have represented a healthy 
desire to use any means available to publicise their establishment.
(e) Interpretation of Pilot Sample Results
The response of 52% to the pilot sample was higher than previous 
work in the hotel and catering field would suggest was likely 
(Kotas, 32). The explanation of the relatively high response rate 
can probably be ascribed to three factors:
(i) A very simple questionnaire and ah effective 
cover letter ,
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(ii) A short questionnaire. (Changes in the
questionnaire prior to its further use are
discussed below in the section on the main 
survey)
(iii) A subject which was inherently interesting to
1 the respondent.
This last factor is particularly important in obtaining a high 
response as has been noted by previous researchers such as Durant 
and Maas (47) . Alcoholic liquor in our society is generally 
associated with the pleasanter aspects of life and wine in 
particular has pleasant associations for the Briton, with holidays 
abroad, with the social 6lite and good living in general. A 
knowledge of wine is a characteristic in the minds of the majority 
of people, of the more successful sections of society and as with 
other tangible aspects of success, such as certain styles of dress, 
people at all levels of society tend to adopt the norms of the 
social elite and therefore to regard wine as a "good” thing and a 
knowledge of Wine as a desirable characteristic in the individual. 
One would expect British people in general to find, the subject of 
wine interesting therefore and particularly hotel and restaurant 
managers since these are people whose occupation necessitates some 
familiarity with wine and facilitates the gaining of knowledge about 
this subject. When one asks a section of the community about a 
topic when knowledge of that topic is prestigeful and when that 
section is likely to have a high level of knowledge on the topic 
then it is to be expected that the response will be favourable.
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3.3 Postal Survey of Hotels and Restaurants 
3.3.1 Introduction
It is a necessary condition for the use of a postal questionnaire 
survey that the researcher should have access to a complete listing 
of the units from which the sample is to be drawn. The reason is 
that since the survey is conducted in order to gain information 
about a particular population, in the present case the population 
of U.K. hotels and restaurants, it is desirable that every member 
of the population should have a chance of being represented in the 
sample. Strictly speaking the results of a sample survey can only 
be generalised to a population when this condition is fulfilled.
For this reason when a sample is drawn from a listing which is less 
than a complete record of all the elements in the population of 
interest it is essential in analysing its results to remember that 
they can only be extended to that part of the population covered 
by the listing and that any application to the remainder of the 
population must be based on information other than the survey.
The need to have a listing including every member of a population 
is, in terms of market research, a counsel of perfection. It is 
almost inevitable that a practical sampling frame, as such a listing 
is called, will not include every possible unit and efforts are 
made to ascertain which elements of a population will be' omitted 
and whether these units differ characteristically from the units 
which are included to such an extent that any survey results should 
be modified when applied to the whole population.
Since the postal questionnaire was intended for hotels and restaurants 
which were currently selling wine the population of interest consisted 
of all the licensed hotels and restaurants in. the United Kingdom.
In view of the impending changes in the licensing laws as a result 
of the recommendations of the Erroll and Clayson Committees it was 
thought to be desirable to interview the managers of a number of 
non-licensed catering outlets to discover their attitudes to the sale 
of wine but it was not originally intended to do this by the postal 
survey.
Several alternative ways of obtaining a sampling frame were considered 
and these are summarised below.
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(a) Construction of Sampling Frame from Guide Books
It would have been possible to create a list of catering establish­
ments by examination of the various guides to hotels and restaurants 
in this country, such as "Egon Ronay's Guide" and the "Good Food 
Guide". The need to examine a number of these guides in order to 
include establishments which did not appear in every guide would 
have made this a painstaking task while it was felt that a 
comprehensive listing could not be obtained in this way. The guides 
are not compiled scientifically and even the total number of hotels 
and restaurants gleaned from all available guides would have 
represented less than half of the licensed outlets of this type.
(b) Use of Official Licensing Statistics
Since all the outlets to be surveyed at this stage of the project 
were licensed it was thought that the possibility of using official 
statistics of the numbers of licensed premises should be investigated. 
These statistics, when grossed up, are published annually in "Home 
Office Licensing Statistics" (27) and "Civil Judicial Statistics"
(28).
i
Registers of licensed outlets are kept by the Magistrates' Clerk 
of each Petty Sessional Division (henceforth referred to as P.S.D.) 
and under the Licensing Acts of 1961 these are available for 
inspection upon payment of a small fee. From these records a 
researcher can distinguish between outlets with full on-licences, 
outlets with club licences and outlets with restaurant and/or 
residential licences. (See section 2.5, above for an explanation 
of the different kinds of licence). Given sufficient resources 
of time and money these records would form an excellent sampling 
frame for licensed outlets. They were unsuitable for the present 
case, however, because of the large amount of clerical work needed 
to construct such a frame. The area represented by a P.S.D. is
3.3.2 Search for a Sampling Frame
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small and in order to draw a representative sample of U.K. licensed 
outlets it would be necessary to draw data from a large number 
of P.S.D.'s. (The Stats M.R. Company, which does a iot of survey 
work in this field, used registers from 140 P.S.D.'s in a survey 
in 1970 (48), this is from a total of approximately 900 P.S.D.’s 
in Great Britain). As these records are only kept at a local level 
and not gathered centrally it would be necessary for a researcher 
to visit individually each P.S.D. and work on the register found 
there, which is what was done by fieldworkers from Stats M.R.
Because of the resources necessitated by this process this source 
of data was not pursued in the present project.
(c) Use of listings constructed by the Hotel and Catering E.D.C.
In the early months of the project it was learned that the Economic 
Development Committee for the Hotel and Catering Industry was 
preparing a mailing list of licensed hotels and restaurants which 
was intended to fulfill the need for a really comprehensive list of 
such establishments in Great Britain. When approached on the subject 
of lending this list for use as a sampling frame on the present 
project the E.D.C. were helpful but this project was not pursued owing 
to the fact that the list was still in the process of construction 
at the time, Spring 1972, when it was required for use as a sampling 
frame. It is likely that, in the future, this list will form a 
useful basis for survey work in the Hotel and Catering Industry.
(d) The British Travel Association Hotel Guides Analysis 1968/69
Another avenue which was explored in the search for a sample listing 
was the Hotel Guides Analysis produced by the B.T.A. This was a 
list compiled from 5 national hotel guides in an effort to produce 
a national listing of hotels which constituted the "hard core" of 
commercial accommodation since, as is indicated here, there is a 
need for such a listing.
No attempt was made in this work to define "hotel" and so every 
entry in one of the five guides was deemed suitable for inclusion.
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This makes it difficult to compare the total number of hotels in 
this B.T.A. listing with hotel statistics compiled by other bodies 
(Such as the Hotel and Catering Industry Training Board [H.C.I.T.B.J 
or the National Catering Inquiry) but it would appear from calculations 
cited by the B.T.A. in this publication that they included in the 
list the majority of hotels with 50 or more bedrooms although the 
list is probably not very representative of the population of U.K. 
hotels with less than 50 beds. The final list is large enough to 
be considered for' adoption as a sampling frame, containing as- it 
does 6,500 hotels. (A discussion of the estimated total numbers of 
hotels and restaurants in the U.K. is contained in section 2.4 of 
"The Market", above). This B.T.A. listing was not used as a sampling 
frame although its total of 6,500 hotels does at first sight suggest 
that it is more comprehensive than the H.C.I.T.B. list which was in 
fact adopted (The H.C.I.T.B. listing for Summer 1970 which was used 
contained only 3690 hotels). The reasons for not using the B.T.A. 
listing were twofold, firstly that a more recent frame could be 
obtained from the H.C.I.T.B. and secondly that since the H.C.I.T.B. 
restaurant listing would have to be employed in any case it was deemed 
desirable to handle both the hotel and restau-rant surveys through 
the H.C.I.T.B. in order to ease the administrative task.
(e ) Data made available to the Board of Trade Catering Inquiry
■
A large scale Inquiry into the Catering Trades is carried out 
periodically be the Board of Trade. This seeks to establish, among 
other things, the total number of catering establishments of 
different kinds, their turnover and a breakdown of their sales between 
food, drink and accommodation. These inquiries; which have been 
conducted for business done in 1960, 1964 and!1969; involve a sample 
survey using a register of catering premises built up chiefly from 
local authority lists compiled for the purposes of inspection under 
the Food Hygiene Regulations, 1955.
When the government department responsible for the Catering Inquiry 
was approached with a view to the use of these listings as a sampling
i
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frame in the present study it was found that while the officials 
concerned were helpful in explaining how the Inquiry was conducted 
but that, for statutory reasons, they could not divulge the entries 
on their listings to an outside body.
(f) Listings of Hotels and Restaurants constructed by H.C.I.T.B.
The H.C.I.T.B. depends for its operation on a levy collected from 
those businesses within the Hotel and Catering industry which are 
required to contribute. The conditions of eligibility are that 
the concern must be engaged in one of the sectors, of the industry 
and that the total sum of emoluments paid to employees of the 
concern must exceed some specified minimum amount (For example this 
minimum sum of emoluments for the year 1970 was £6000 p.a.).
Use of the listings accumulated by the H.C.I.T.B. meant that it would 
be impossible to contact establishments with a wage bill lower than 
this minimum level.of emoluments. One would expect, however,a hotel 
of the size, implied by a low wages bill to be offering a very simple 
level of service whereas the sale of wine is associated at the present 
time in this country with the more sophisticated establishment. In 
the case of restaurants it is equally unlikely that the small 
establishment will sell any wine since restaurants whose annual 
emoluments are low will tend to be snack bars and fish and chip 
shops.
The H.C.I.T.B. listing of restaurants was the, only source of data 
which it appeared possible to employ as a sampling frame with regard 
to this part of the market. This finding bears out the comment made 
in Manpower Studies No.10 (49) that "the only reasonably comprehensive 
list of hotels is the H.C.I.T.B.'s Register". Use of this listing 
had the advantage that the H.C.I.T.B. published the distribution by 
number of employees and by region of the different types of establish­
ment covered by them and it was felt that this information would be 
useful for grossing-up the results obtained by the postal survey 
since both these items of data would be included on the questionnaires 
returned. This listing was adopted therefore as the sampling frame
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for the survey both for hotels and restaurants. For restaurants 
because it was the only sampling frame available and for hotels 
because the advantages of knowing the number of employees in an 
establishment for statistical purposes and of handling both the 
hotel and restaurant surveys through the same organisation were 
felt to outway the fact that a greater number of hotels were 
covered by.the B.T.A. Hotel Guides Analysis.
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(a) Date of Construction of Sampling Frame
Two listings were employed in order to draw the sample, one 
contained multiple establishments; that is establishments belonging 
to a group of catering outlets, a group consisting of 2 or more 
outlets; the other single establishments. The listings employed 
in the present project were both produced in the summer of 1970, 
the multiple listing in May and the single listing in June.
Since the postal questionnaires were to be sent out in the Spring 
and Summer of 1972 this implies that the listings used as sampling 
frames1 were out of date in the sense that many catering outlets 
might be expected to have closed down and other, new ones, opened 
in the two years between 1970 and 1972. The question of the date 
of construction of sampling frames is of particular importance in 
an industry such as the restaurant trade which is characterised 
by the frequency of entry into and exit of establishments as 
indicated by its relatively high bankruptcy rate (Medlik p.89, 21). 
The reason for using lists compiled in 1970 even though more 
recent lists were available was that after 1970 only establishments 
whose total emoluments came to more than £7,000 were placed on the
H.C.I.T.B. listings since there was a change in the level of 
emoluments which a business could pay before it became liable to 
pay the H.C.I.T.B. levy. This meant that the numbers of hotels 
and restaurants listed by the H.C.I.T.B. declined after 1970 which 
militated against the use of such lists as sampling frames because, 
as mentioned in section 3.3.1. above, the desire for recency must 
be balanced against the need for comprehensiveness.
(b) Nature of entries on sampling frame
Within the categories of multiple and single, establishments were 
divided on the listings into hotels and restaurants. Some 
authorities aim at a precise definition of the terms "hotel” and
3.3.3 Description of Sampling Frame employed
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"restaurant" (e.g. the Department of Trade and Industry in its 
Catering Inquiry) since, particularly in the case of hotels, any 
estimate of the total number of establishments depends on the 
definition adopted. The H.C.I.T.B. use no stated definition and 
apparently regard an hotel as an establishment which provides board 
and lodging and a restaurant as one which provides m e a l s .
Within a category such as "multiple restaurants" there was a 
further division of establishments into 7 regions. These regions 
are peculiar to the H.C.I.T.B. but they represent a meaningful 
division of the U.K. in terms of possible regional characteristics 
and so were adopted for the present study. They are as follows:
H.C.I.T.B. Areas
1. Scotland
2. North West, including Westmoreland, Cumberland 
and part of Wales
3. Yorkshire and Humberside
4. East and West Midlands
5. The South West and most of Wales
6. East Anglia and the South East North of London
7. Greater London
8. Remainder of the South East
The above descriptions are only approximate, however, the geographical 
names being adopted for ease of reference in the text. A full 
description of the component counties of these areas is contained 
in Appendix B.
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It is suggested by Kotler that market research strategies may be 
classified on three characteristics: survey methods, research
instruments and sampling plan. The survey method used in this part 
of the project was, of course, a postal survey while the research 
instrument was a 2 page questionnaire which is discussed in section 
3.3.5 below. Kotler describes the sampling plan as consisting of 
3 elements: who is to be surveyed (sampling unit); how many are to 
be surveyed (sample size) ; and how they are to be selected (samplin 
procedure).
(a) Sampling Unit
The choice of a sampling unit was predetermined in the present 
case in that the questionnaires were intended to be dispatched to 
the managers of hotels and restaurants. In fact, owing to 
imperfections in the sampling frame, questionnaires were received 
from establishments which did not correspond to either of these 
categories but these are mentioned in section 3.4.1. below where 
it is felt that they provided useful information.
(b) Sample Size
The importance of sample size is a debatable point in survey 
methodology at the present time. In terms of statistical sampling 
theory it is desirable to have as large a sample as possible in 
order to minimise the error associated with the estimate being made 
In the present study the variable of interest was the sales of wine 
by hotels and restaurants in Great Britain and it is intuitively 
clear that the greater the number of hotels and restaurants from 
which results are obtained the more confidence can be placed in an 
estimate of this variable. Broadly speaking there is a trade-off 
between accuracy of estimation and sample size which is expressed
i
3.3.4. Sampling Plan
by the formula:.
s .e .cx) =v4r
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where x is the sample mean, S.E.(x) is the standard error (a normal
2measure of dispersion) of the sample mean, S is the standard 
deviation of the variable of interest in the whole population and 
n is the size of the sample.
The designer of a sample survey can in some cases specify the degree 
of accuracy which is required in the estimate, that is he will 
decide on a value of S.E.(x), the expression on the left of the 
above equation. In this simple model, then, S.E.(x) and S are 
given and it is simple to determine the correct sample size n. 
Without going into a statistical discussion of the type dealt with 
by Moser and Kalton (39) and by Champernowne (50) in their 
respective texts it is possible to give several reasons why this 
approach is generally inapplicable in practice:
(i) Before conducting any survey of the population
it is unlikely that the researcher will have
2even a good estimate of S , the variance of 
the quantity being estimated, let alone know 
what it is.
(ii) An equation as simple as the above can only be 
employed when various simplifying assumptions 
are fulfilled; for example that every unit of 
the population has an equal chance of being 
accepted in the sample (In the present postal 
sample this did not apply because the sampling 
frame, the list obtained from the H.C.I.T.B., 
did not include every member of the population, 
the population being the total number of 
licensed hotels and restaurants in the U.K.).
(iii) This sort of algebra ignores the fact that
there is a cost attached to every questionnaire 
dispatched and that therefore one has to pay for 
any increase in accuracy accruing from an increase 
in sample size. With limited financial resources 
the researcher must ask not "what is the optimum
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size of sample" but rather "with the funds 
available will I obtain sufficiently accurate 
answers from a sample survey to make it a 
worthwhile proposition".
■ (iv) The calculation discussed above may lose
applicability when applied to a social survey 
or market research situation in that it only 
deals with one variable x (which in the case 
of the present survey might be volume of wine 
sales) whereas the questionnaires used in 
postal surveys typically include several 
questions. The questionnaire sent out to 
hotels as part of the present study, for 
example, contained 11 separate questions and 
the optimum size of sample with regard to 
one of the areas of interest might not be the 
optimum size for another the information to 
be obtained from another question. A 
possible solution to this dilemma as to what 
sample size to employ is to select one of the 
variables being measured on the 'questionnaire 
as the most important one and to choose a 
sample size sufficiently great to satisfy 
some criteria of accuracy in the: estimation 
of that variable. Had this approach been 
adopted in the present study the question on 
volume of wine sold would have been chosen 
as the most important in this respect.
2Since no good estimate of S , the variance of average sales of wine 
in catering establishments, was available and the proposed sampling 
frame did not, in any case, correspond precisely to the requirements 
for the application of simple random sampling theory the size of 
sample was determined on a more pragmatic basis. In view of the 
anticipated gain from the use of a postal survey and the need to 
keep some funds for the personal interviewing stage of the study it
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seemed reasonable to allot approximately half the research budget 
to the cost of the postal survey of hotels and restaurants. The 
numbers of questionnaires dispatched to hotels and restaurants were, 
respectively, 500 and 1728 which was the number allowed for by this
order of financial allocation, the rationale behind the differential
!
number sent to the 2 kinds of outlet being dealt with below. These 
numbers compared well with other postal surveys directed at this 
market such as the Department of Employment’s Manpower Studies 
numbers 10 and 11 for which postal questionnaires were dispatched 
to 500 hotels and 625 restaurants. Other surveys in this market 
with which the.present work may be compared are Kotas postal study 
of 90 London restaurants and the System 3 market research agency’s 
study of the catering industry involving no postal questionnaire 
and 55 personal interviews. Sample sizes of this nature reinforced 
the view that meaningful conclusions could be drawn from samples of 
a size consistent with the amount of finance which was deemed to be 
available.
The reason that many more questionnaires were sent to restaurants
than to hotels was that while the H.C.I.T.B. could make available
a list of licensed hotels their only suitable restaurant list
contained both licensed and unlicensed premises. It was intended
to survey equal numbers of hotels and restaurants since, a priori,
there was no reason to suppose that one sector was more important
in the matter of wine sales than the other. In order to reach c.
500 licensed restaurants, an equivalent number to the hotel sample,
it was felt necessary to mail questionnaires to more than 2000
1 1restaurants m  total since between ^ and ~ of all restaurants were 
licensed.
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Two separate samples were drawn, one hotels and one for restaurants. 
Each sample was stratified by region and also type, that is whether 
the establishment in question was a single outlet or part of a group. 
Stratification means that where the whole population of interest is 
made up of sub-groups which are likely to have distinctive 
characteristics then the number of units to be drawn from these sub 
groups is predetermined. In the most simple form of random sample 
these numbers would not be predetermined although the members of 
these sub-groups would be expected to appear in the sample with a 
frequency resembling their relative importance in relation to the 
whole population. The purpose of stratifying the samples was to 
ensure that sufficient numbers were drawn from each region and from 
each type to enable meaningful comparisons to be made between regions 
and between single and multiple outlets. The latter point was felt 
to be of importance because the H.C.I.T.B. list contained only 643 
multiple hotels as against 2370 single ones and it was felt that 
if simple random sampling were adopted the multiple hotels would be 
under-represented in relation to the proportion of total turnover 
which they account for in the sector.
In the sample 190 multiple hotels were circulated and 310 singles. 
This division was decided upon in view of the relative importance 
of the two groups in terms of turnover as revealed by the 1969 
Catering Inquiry (20). On the same principle it was intended to 
take 1600 single restaurants and 400 multiples but since there were 
only 1328 single restaurants on-the H.C.I.T.B. list all of these 
were included.
The listings indicated how many employees there were in each 
establishment and it was possible, therefore, to calculate how many 
people were employed in each sector in every region. Stratification 
by region was done on this basis in that the number of establishments 
sampled in a region was proportional to the number in the labour 
force within the category single or multiple.
(c) Sampling Procedure
= 103 =
Within each of the 16 cells, formed by dividing a sector into two 
types and eight regions, random sampling of the systematic variety
JL. 1_
was' employed. This meant selecting every "n " establishment where 
n multiplied by the number in the sample equalled the population of the 
cell. This procedure did not apply in the case of single restaurants 
where every unit on the list was sent a questionnaire.
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3.3.5 Questionnaire
(a) Design
The questionnaire employed in the main survey of hotels and restaurants 
was essentially the same as that of the pilot survey since the latter 
was felt to have shown itself to be viable for the purpose. In 
addition to the formal piloting of the questionnaire preliminary 
discussion of this document had been included in the researcher's 
preliminary meetings with members of the hotel and catering trade 
to ensure that the wording of the questionnaire was unambiguous 
to this group of recipients. There had existed some doubt as to 
whether the average catering manager would understand the fine 
differences between the types of supplier listed and the three 
different categories of wine referred to in questions 4 and 5 
respectively, on the final hotel questionnaire. These preliminary 
discussions, however, indicated, on the contrary, that the future 
recipients would have no problem in distinguishing between a 
wholesale wine merchant and a wine shipper or between table wines 
and fortified wines. Every effort was made to produce a questionnaire 
which looked professional and the quality of printing was of a higher 
order on the final questionnaire than it had been on the original 
pilot.
As was suggested in the discussion of the uses of a pilot survey it 
was possible to pre-code some questions demanding numerical answers 
in the light of the information obtained as to the distribution of 
these variables with regard to the population of licensed hotels and 
restaurants. This was especially useful in the case of the question 
on the average amount spent in the establishment (Question number 6 
on the Pilot Questionnaire 1 and 7 on the main Hotel Questionnaire).
Organisations whi,ch disperse large numbers of postal questionnaires 
such as market research agencies, tend to use coloured paper for 
them in the belief that a pleasant appearnace works to improve the 
response rate, Levine and Gordon (51) are one of.several sources that 
advocate the use of colour for this purpose. Intuitively this would
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appear to be particularly true in the case of questionnaires sent 
to managers since a coloured questionnaire tends to stand out amongst 
correspondance which is mainly white. A bright yellow was at one 
time advocated as a colour.for this questionnaire but it was felt 
that the tenor of the subject and the cover letter with its University 
letterhead was of a dignified nature and a pale blue was chosen as 
the colour to match this image. The pleasant appearance obtained 
in this way almost certainly helped contribute to the relatively 
high response obtained.
At the bottom of the questionnaire were printed a series of coding 
boxes since the questions were so designed for ease of analysis 
that all the answers could be represented by a simple numerical 
code. This code could be written in the coding boxes so that punch 
card operators could produce 80 column punched cards directly from 
reading the questionnaires. By this process every questionnaire 
could be represented by one card which could be dealt with by computer 
using one of a selection of programs. The computerisation of this 
survey was felt to be essential in view of the complex analysis, 
notably cross tabulations, which could only be carried out by using 
a computer because of their time consuming nature when conducted 
manually.
On every questionnaire were written three code numbers prior to 
the questionnaires dispatched. One of these indicated whether the 
outlet receiving it was independent or multiple according to the
H.C.I.T.B's listing, the second indicated in which part of the 
country it was situated in terms of the previously delineated 
districts while the third was the H.C.I.T.B. code number by which 
that outlet was identified. It was by means of the first two of 
these numbers, which were also recorded on the punched cards, that 
distinctions could later be made in the analysis between single 
and multiple units and between different regions. The identifying 
number was used to list non-respondents to whom a follow-up could 
be sent as discussed in section 3.3.5 (b).
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Some differences do exist between the questionnaire sent to 
restaurants and that sent to hotels. They arose from the fact that 
all the entries on the list from which the hotels were chosen were 
licensed whereas the restaurant list consisted of both licensed and 
unlicensed establishments. For this reason the restaurant question­
naire contained a screening question to ascertain whether the outlet 
was licensed or not and for those outlets which were unlicensed two 
specific questions were asked: number 2 concerning the practice
of waiting staff leaving the premises in order to purchase drinks 
for customers and number 3 which ran: I
"If your establishment did have some form of liquor 
licence do you think that there would be sufficient 
demand for wine to make stocking it worthwhile?"
This latter was of great importance since it was intended to 
investigate the degree to which restaurateurs in unlicensed premises 
estimated the possible demand for wine in their establishments should 
they be able to sell it at a later date. In view of the Erroll 
Committee’s Report which recommended the granting of liquor licenses 
to a wider spectrum of establishments than is currently the case the 
feeling in the unlicensed catering trade regarding wine sales was 
felt to be very significant.
(b) Questionnaire Dispatch and Follow-up methods
The postal arrangements were undertaken by the H.C.I.T.B. on receipt 
of the list of code numbers which represented the catering outlets 
to be included in the sample.
Each establishment was sent a questionnaire together with a stamped 
addressed envelope and the cover letter which remained in the same 
form as for the pilot survey. I
Since the researcher was never aware of the actual addresses to 
which questionnaires were sent it was necessafy to compare the
identifying numbers on returned questionnaires with those on the 
original list in order to compile a list of non-respondents to 
whom follow-up questionnaires could be sent. Follow-up 
questionnaires were dispatched in the case of hotels but not in 
the case of restaurants. The reasons for this were that far fewer 
hotels were involved (only 500 hotels were contacted as against 
1728 restaurants) and that only approximately 1 in 5 of the 
restaurants contacted were of the kind, i.e. licensed, which were 
directly relevent to the study. The cost of sending follow-up 
questionnaires to the restaurants would have been of the same order 
as for the initial dispatch since only a minority of the restaurants 
had responded. Sending a follow-up questionnaire to the hotels was 
relatively cheap but to have done so for the restaurant group would 
have required a substantial outlay which it was felt could be used 
to greater effect in some other part of the project.
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3.4.1 Response Rate
(a) Restaurants
The following table outlines the response rate obtained from the 
restaurant sector of the total sample:
TABLE 16
Details of Returned Restaurant Questionnaires
3♦4 Results of the Postal Survey
Number of Questionnaires Dispatched 1728
Numb e r Returned■
(i) From Licensed Restaurants 214
(ii) From Unlicensed Restaurants 326
(iii) Returned from Outlets other 
than Restaurantsi 27
(iv) Returned Postal Packets 43
Total Returns from Restaurants 540
Response Rate 31%
Note: 1 This figure includes returns from outlets which no longer 
operated as restaurants at the time of the survey.
The salient points of this table are the response rate, the degree 
to which the results imply that the sampling frame was out of date 
and the information it yields as to the relative numbers of licensed 
and unlicensed restaurants. It should be noted that the apparent 
discrepancy between the figure stated here for the number of 
questionnaires returned from licensed restaurants (214) and the
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figure of 212 quoted on some later tables referring to the 
restaurant arises from the fact that two completed questionnaires 
were returned after the computerised questionnaire analysis had been 
completed.
A response rate of 31% is quoted in table 16 but it may be more 
meaningful to regard the rate as being 33% which is the rate obtained 
when one includes the questionnaires returned from outlets other 
than restaurants since these constituted responses in the sense that 
the recipients of the questionnaire were motivated to return it in 
completed form to the researcher. The outlets making up this 
category consisted mainly of public houses although there were also 
stores and cinemas, which had incorporated restaurants in the past, 
an outside caterer and an airline. Even a 33% response is not very 
pleasing in terms of general market research criteria but there is 
evidence that high response rates are unlikely to be obtained from 
the restaurant sector Kotas (32) obtained a rate of 12% to a postal 
questionnaire dispatched to restaurants in Greater London while the 
Department of Employment report a response rate of 20% to a 
questionnaire sent to a sample of restaurants which was also drawn 
from the H.C.I.T.B.’s listing (24). The higher response rate obtained 
in the present project can almost certainly be attributed to the 
relative brevity of the questionnaire employed. The response rate 
was probably higher than 33% among licensed restaurants since the 
subject of the questionnaire would be more likely to arouse interest 
in the'managers of such outlets and there is evidence (47) that 
interest in the subject is an important factor in promoting response. 
The proportion of licensed restaurants to unlicensed which was 
indicated in the survey results, 214:326 was far higher than the 
1 in 5 ratio referred to above. The relatively high proportion of 
licensed outlets replying reinforces the view that managers of 
licensed outlets were more likely to be motivated to respond to a 
questionnaire on this subject.
The phrase "returned postal packets" refers to those questionnaires 
returned to the researcher by the Post Office on the grounds that 
the premises to which they were sent were no longer operating at the
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stated address. These 43 returned packages, 2\\ of all those 
dispatched, represent the degree to which the sampling frame was 
out of date in that it listed businesses which had closed down or 
moved away. The rapid rate of turnover of businesses in the 
catering industry makes it inevitable that listings of establishments 
rapidly become out of date. The high degree of business failure 
in the industry is pointed out by Medlik in Chapter 8 (21) who also 
makes the interesting point that the accommodation sector tends to 
be more stable than the catering sector as revealed by the far 
greater number of bankruptcies in the latter part of the industry.
(b) Hotels
TABLE 17
Details of Returned Hotel Questionnaires
Number of Questionnaires Dispatched 500
Number Returned
(i) From Licensed Hotels prior 
to follow-up 203
(ii) From Licensed Hotels post 
follow-up 68
(iii) From Outlets other than 
Licensed Hotels 3
(iv) Returned Postal Packets 3
Total Returns from Hotels 271
Response Rate j 54%
The higher response rate obtained from hotels; is not surprising 
since hotels tend to be larger and more bureaucratic institutions 
than restaurants and so are more likely to have a well-organised 
routine of replying to correspondence such as questionnaires.
I
- 1 1 1 -
This response is comparable with that of 61.5% obtained by the 
Department of Employment in a similar study (49). It is significant
that the research conducted for the Department of Employment1
bears out the finding of the present study tHat higher response rates 
may be expected from hotels than from restaurants. The fact that 
there were so few returned postal packets in jthis part of the sample 
bears out the view that the mortality rate of restaurants is much 
higher than that of hotels and that, therefore, the listing 
employed as a sampling frame for hotels was less out of date than 
that used for restaurants.
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There was no requirement for the outlets contacted to reveal their 
identities but in fact several of them did so, either by attaching 
publicity material to their questionnaires or by stamping the 
questionnaire with their name and address. Fjorty hotels revealed 
their identity in this way and nineteen licenced restaurants.
Those managers who did indicate the address o!f their establishments 
presumably saw this as an opportunity to publicize the hotel or 
restaurant but their action did have the beneficial effect that 
these establishments could later be contacted by the researcher. 
Moreover this disclosing of identity indicates the degree to which 
caterers did not regard their wine sales or the average spending 
power (henceforth referred to as A.S.P.) in their restaurants as 
a trade secret. The fact that a higher proportion of hotels than 
restaurants revealed their identity would seem to indicate nothing 
more than that the hotels tend to be larger units in terms of 
turnover and manpower and hence are more likely to have publicity 
material close at hand. |
The questionnaire had asked caterers for their opinions as to the 
characteristics of those who were likely to order wine with their 
meals (Question 8 on the Hotel Questionnaire,' 11 on the Restaurant 
Questionnaire). This question was asked primarily to encourage 
the recipients to co-operate since people tend to welcome the 
opportunity to express opinions rather than divulge dry facts while 
it was felt that they would be more likely to return a questionnaire 
which gave them the opportunity of personal dxpression. In the 
event only a minority of the respondents filled in this section and 
although too much emphasis should not be placed on these statements, 
since they are highly subjective and come from a small and probably 
unrepresentative sample, there are a few features common to a 
number of questionnaires which are worth notiing:-
3.4.2 Comments on Returned Questionnaires
i
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Ca.fa) Business Entertaining
Not surpisingly frequent 
businessmen entertaining 
other customers.
(b) Age of Customer
It would appear that people in their teens and early twenties are 
unlikely to order wine when they use restaurants. Some questionnaires 
contained the suggestion that customers ordering wine tended to be 
over 25 years of age, others said over 30 and one over 35. The 
reason for this apparent lack of youthful sector of the market is 
almost certainly that drinking wine in licensed restaurants is an 
expensive pastime relative to the incomes of young people, a point 
which was made by. one respondent. This suggestion that the consumers 
of wine with meals out tend to be at least in their late twenties 
may be contrasted with what we know about the age distribution of 
the total wine consumption market as outlined in Part 2 above. It 
may well be that consumers below the age of 25 are likely to buy 
wine in off-licence outlets but not in catering establishments which, 
in turn, suggests that they should be relatively easy to convert 
from to consumers in catering establishments if the price was right.
(c) Average Customer Spending Power
The point made by. these respondents was that, in the words of one 
of them:
"The greater the cost of the meal,/the greater the 
amount of wine drunk. . ."
This notion that the amount of wine which a caterer may expect to 
sell to a customer rises quite sharply in relation to the average 
amount spent per customer is borne out both by the mathematical 
analysis of returned questionnaires and by the personal interviewing 
stage of the study.
mention was made of the fact that 
clients are more likely to order wine than
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(d) Service Received from Wine Merchants
No question on this subject was asked of respondents to the postal 
questionnaire although it was included in the personal interviewing 
stage. One respondent, however, felt strongly enough about it to 
record the following observation:
"Wine merchants usually neglect the importance of 
taking orders by telephone. Persons taking orders 
not completely conversant with high class wines. . ."
This comment is included here although it only comes from a single 
source because it embodies a view which was frequently put to the 
researcher by catering managers whom he met personally. Further 
reference to the service provided by wine suppliers is dealt with 
below (Section 3.6.8).
(e) Growth of the Market
Several respondents provided the unsolicited opinion that the demand 
for wine had been increasing in recent years while one stated that 
wine drinkers in his restaurant were coming from an increasingly 
wide cross-section of society. Of equal importance is the fact that 
not a single respondent indicated that his wine sales were any less 
at the time of answering the questionnaire than they had been in 
the past.
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The information obtained directly from the postal questionnaires 
may be classified into two categories, descriptions of the answers 
to individual questions and attempts to relate the answer to one 
question with the answer to another. In the following discussion 
the former are generally expressed in terms of frequency counts 
and the latter in terms of cross tabulations. An unfortunate 
mistake by clerical staff resulted in the dispatch of the restaurant 
questionnaires without an identifying code with regard to the 
region in which they were. It is for this reason that no attempt 
is made in the following tables to analyse by region the data 
obtained from restaurants although it is highly likely that any 
regional differences observed in the hotel sector will also apply 
to restaurants.
The data were analysed in several ways not mentioned in this report, 
the full extent of the cross-tabulations obtained being outlined in 
the matrices in Appendix D. These are dealt with specifically when 
they were felt by the researcher to be directly relevant to the 
wine market. The items of analysis not quoted here might, of course, 
be of use to parties interested in other aspects of the hotel and 
catering industry.
It should be noted that the total responses shown in the following 
individual tables do not always equal the overall response because 
of the occurrence of non-response to particular questions.
(a) Data from Unlicensed Restaurants
Since the H.C.I.T.B. lists which were used as a sampling frame did 
not distinguish between licensed and unlicensed restaurants it was 
necessary to dispatch questionnaires to both types of outlet.
Although the licensed restaurants were the main unit of interest it 
was felt that the unavoidable communication with unlicensed 
establishments could be used to investigate two items of interest.
3.4.3 Answers to Questionnaire
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The first of these items was the practice in unlicensed restaurants 
pf the staff going out of the establishment to a neighbouring off- 
licence to purchase drinks for customers. This was the subject of 
question 2 of the restaurant questionnaire the answers to which show 
that only 16 of the 326 unlicensed restaurants who responded carried 
out this practice. This proportion, which corresponds to 5%, 
indicates the relative unimportance of this practice in terms of 
total wine sales and is an important result since it supports the 
view that it is licensed outlets, the unit of interest to the 
survey, that account for virtually all the wine sold in catering 
es tablishments.
In attempting to forecast the growth of wine consumption in catering 
establishments note has to be taken of the likelihood that a 
growing number of restaurant-type establishments will obtain 
licences in the future. The Monopolies Commission clearly argued,
(19) in favour of extending the range of outlets which could sell 
alcohol and the Erroll Committee pursued the same theme (52), 
recommending changes in the licensing law. These changes may be 
expected, eventually, to result in a growth in the number of licensed 
premises which sell both food and alcoholic drink. The questionnaire 
provided a good opportunity to assess how eager the managers of 
unlicensed catering outlets would be to sell alcoholic drink if they 
could legally do so. This is also an important area since it has 
been suggested, for example by the Consumer Council (19), that under 
the present licensing laws it is unlikely that establishments can 
flourish which would resemble the Continental caf£ in the items 
they offer. In Question 3, then the managers of unlicensed estab­
lishments were asked whether if they had a liquor licence they 
thought that there would be any significant demand for wine. Only 
59 (18%) thought that there would be sufficient demand for wine to 
make it worthwhile stocking it. This indicates that these respondents 
as a group are far from feeling that wine should be offered 
wherever a meal is provided. This is a sizeable proportion, however, 
in the sense that if'18% of unlicensed restaurants start selling wine 
at some time in the future when they might be able to do so this
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would result in a very large increase in the total number of 
restaurants selling wine. If M edlik’s estimate of a total of 
22,500 unlicensed restaurants in Britain in 1970 is accepted then 
this indicates something like 4,000 outlets whose managers feel 
that a demand for wine with a meal exists although they do not 
currently stock it. This figure is significantly large when 
compared with the total of 7,500 licensed restaurants which were 
known to exist in 1970.
(b) Responsibility for Wine Buying
TABLE 18
Buyer by Type of Outlet
Buyer Hotels Res taurants
Owner 59 ( 23%) 87 ( 42%)
Manager 116 ( 45%) 88 ( 43%)
Wine Waiter/s 0 1 ( 0.5%)
Group of some or 
all the above 6 ( 2%) 9 ( 4%)
Central buyer 59 ( 23%) 17 ( 8%)
Other 17 1  ...71). 5 ( 2%)
Total 257 (100%) 207 (100%)
Table 18 indicates the proportion of cases in which a particular 
member of staff performed the function of buyer. Clearly one useful
aspect of this, information is that it indicates the frequency which
this buying decision is made at unit level rather than by the central
buyer for a group of catering outlets.
It is highly significant that there was only one outlet in the entire 
sample which reported that the wine waiter was also the wine buyer.
-118-
If wine waiters corresponded to the image which the layman has o f  
them as men well-versed.in a body of esoteric knowledge then one 
would expect that they would be the ideal people to purchase wines 
for a catering establishment. Although wine waiters are sometimes 
ignorant of their subject and only very rarely correspond to the 
layman's sterotype it is still surprising that they are not involved 
in the purchase decision more frequently than the above data 
indicates. In both hotels and restaurants it is clear that only 
a small percentage of establishments (the survey suggests 2% and 
4% respectively) buy their wine on the basis of a group decision 
which might involve the wine waiter. Although his knowledge of 
wine may not be very extensive it is the wine waiter, in those 
establishments where this role exists, who deals directly with 
customers and therefore is in a good position to contribute usefully 
to the purchase decision. The fact that wine waiters are typically 
not consulted about purchasing was borne out in the personal 
interviewing stage of this study and indicates the sharp division 
that seems to exist in the catering industry between management and 
other workers. In this environment actions are typically taken on 
orders from the manager rather than being based on a concensus of 
opinion between all staff as to what should be done. There is 
evidence from many industries (53) that an organisation can achieve 
its aims more efficiently where workers are involved in the decision 
making process,for example, by having their opinions sought. There 
is a case, therefore, for consulting staff such as wine waiters 
about what should be purchased as part of a broader policy of making 
them, like other serving staff, part of a team and thereby diminishing 
any alienation they may feel toward the organisation in which they 
work.
In discussing the role of the wine waiter it is worth noting the 
numbers employed in this capacity which give a good indication of 
the number of catering establishments where wine sales are handled 
by a specialist member of staff. The best sources of information 
on the subject are the surveys undertaken by the Department of 
Employment in producing their Manpower Studies (25,49). Their 
figures apply only to Hotels employing six or more staff and
restaurants employing five or more staff but they may be viewed as 
representing the total numbers of such staff in Britain since it 
is highly unlikely that anyone is employed solely as a wine waiter 
in a smaller establishment. The Department of Employment forecast 
that there would be 1460 wine waiters in hotels in 1972 and 890 
head wine waiters. For restaurants they forecast that by 1973 
there would be 2,890 wine waiters and 720 head wine waiters. It 
is impossible to say precisely how many establishments employ wine 
waiters from data since some outlets will employ more than one. If 
the simplifying assumption is made, however, that all the basic 
wine waiters are employed on a "one to an outlet" basis and that 
the head wine waiters are only found in outlets which already employ 
a wine waiter then an estimate is obtained of the maximum numbers 
of outlets which might employ such staff. This suggests that at 
the outside there are something like 2,900 restaurants and 1,500 
hotels employing wine waiters. When this result is compared with 
the total apparent numbers of licensed hotels and restaurants (see 
section 2.4 ) it becomes apparent that something like 40% of
licensed restaurants and 12% of licensed hotels employ a person 
whose sole function is to handle their wine sales. The proportion 
of licensed restaurants which appear to do so seems surprisingly 
high in view of the humble nature of many of these establishments 
and it is felt that respondents to the restaurant survey may have 
used a somewhat broad definition of the term "wine waiter".
The residual category "other" included those outlets where the 
responsibility for wine purchasing did not fall into any of the 5 
pre-selected categories. The most common purchaser of wine in this 
group was the cellarman which perhaps explains why this category 
was more important (7% of responses) in hotels than in restaurants 
(2% of responses) since the function of cellarman is more common 
in hotels. Where the purchaser was not the cellarman he was 
generally described as "assistant manager".
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The data on buying responsibility can be analysed in greater detail 
when a distinction is made between independent outlets and those 
which are part of a chain commonly known as "multiples", as in Table 
19.
TABLE 19
Buyer byType and Ownership of Outlet
Buyer Hotels Res taurants
Independent Multiple Independent Multiple
Owner 57. ( 33%) 2 ( 2%) 83 ( 52%) 4 ( 8%)
Manager 84 ( 48%) 32 ( 39%) 59 ( 37%) 29 ( 60%)
Wine waiter/s 0 0 0 1 ( 2%)
Group of the 
above 6 ( 3%) 0 9 ( 6%) 0
Central
buyer 17 ( 10%) 42 ( 51%) 6 ( 4%) 11 ( 23%)
Other 10 ( .61) 7 L  M ) 2 ( 1%) 3 ( 6%)
Total 174 (100%) 83 (100%) 159 (100%) 48 (100%)
Naturally a centralised buying policy is far more evident in the case
of multiple establishments but it is interesting that within the
category of multiple establishments hotels are more likely to have 
the buying done by a head office (51%) than restaurants (23%) . In 
the case of independents it is clear that owner managers are far
more common in the restaurant sector than the hotel sector since the
owner is far more likely to be involved in wine buying if he is a 
restaurateur. This result is to be expected, however, in view of 
the greater capital requirements for entry into the hotel sector 
which make it less easy for an independent operator to enter it.
In the multiple hotel sector unit managers are responsible for 
buying in almost 40% of cases while in licensed restaurants the
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figure is 60%. This implies that catering managers have a wide 
area of discretion even in multiple outlets but in these cases it 
is likely that the managers are often free as to what they buy 
but not as to their supplier since suppliers will often be nominated 
by a head office. The question of the prevalence of the tie, 
whereby the manager can only deal with one liquor supplier is 
discussed below since a separate question was asked on this subject.
(c) Tied outlets
In answer to the question on whether they were tied to one supplier 
for alcoholic drink or not 40 out of the 212 restaurant managers 
replied that they were tied and 49 out of the 257 hotel managers 
replied similarly. The percentage who claimed to be tied was the 
same in both sectors, 19% which is somewhat surprising since 
several recent mergers between the hotel industry and the brewing 
companies together with the brewers increasing financial interest 
in the hotel sector would have suggested that hotels were more 
likely to be tied.
A catering outlet may be regarded as tied to one supplier for several 
reasons as was mentioned in section, 3.6.8 , below on the
relations between the liquor supplier and the caterer. It is clear 
however from the high proportion of outlets which reported themselves 
as being tied that they constitute a far greater number than just 
those which are owned by commercial concerns with their own interest 
in the liquor trade. Some indication of the pattern of ownership 
of multiple hotels and restaurants is provided by Medlik (21) with 
figures relating to 1970. This data understates the degree of 
financial connection between the liquor trade and the catering 
and accommodation sectors because the brewing industry has certainly 
increased its interest in these sectors since 1970. Moreover 
Me d l i k ’s data restrict attention to the largest hotel and restaurant 
companies and omit details of the smaller multiple groups. It does 
give the impression, however, that 630 hotels and 1240 restaurants 
are owned either by concerns which themselves supply alcoholic
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drink or by hotel and restaurant firms which also own drink 
suppliers. It is assumed here that in such cases it is reasonable 
to regard all the outlets owned by siuch concerns as being tied 
although in some cases the manager will have some discretion as to 
his supplier particularly when he has pursued an independent purchasing 
policy successfully for some time or when the outlet is a prestigious 
one. The 630 hotels are almost all licensed and therefore the 
proportion which are tied can be extended to the total number of 
licensed hotels. This suggests that 5% of hotels are tied by
virtue of ownership. In the case of restaurants the position is not
so clear since many of the 1240 will be unlicensed but a reasonable
estimate would be that less than 10% of licensed restaurants are tied
because of ownership.
These proportions indicate the importance, in explaining the 
establishment of the tie of the other factors such as the advantage 
to a caterer of dealing with only one drink supplier or the financing 
of caterers by drink suppliers in order to gain a monopoly position.
The response to this question does indicate that the supply of drink 
to the catering market is not as restricted in the sense of a 
limitation of the b u yers’ choice as is often suggested since 80% of 
hotels and restaurants constitute buyers whose business can be bid 
for. On the other hand the groups which are tied represent a 
relatively high proportion of the total volume of business in their 
industries, certainly far higher than the number of their outlets 
would suggest. Although 80% of outlets are "free” from any tie, 
then, the proportion of turnover they represent, will be less than 
this. There was no evidence from the survey 'that tied outlets 
had larger wine sales than others although it had seemed likely that 
the tied outlets would have given more emphasis to liquor sales and 
hence to wine.. .Possibly a survey covering sales of all alcoholic 
drinks in relation to the tie would have revealed that tied outlets 
tended to sell more than others and the result of the present survey 
may merely indicate the breweries’ traditional lack of interest in 
wine sales. In the case of both hotels and restaurants almost all 
the respondents who stated that they were tied indicated that they 
used only one supplier, indicating that the tie was operating in 
exactly the way it was intended.
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The answers to the question as to how many wine suppliers were 
used in the course of a month may be summarised in the following 
table:
TABLE 20
Number of Suppliers by Type of Outlet
(d) Number of Suppliers
Number Hotels Res taurants
1 97 ( 42%) 8 4 ( 42%)
2 44 ( 19%) 56 ( 28%)
3 33 ( 14%) 29 ( 14%)
4 16 ( 7%) 10 ( 5%)
5 5 ( 2%) 3 ( 1%)
6 10 ( 4%) 11 ( 5%)
7 to 16 21 ( 9%) 8 ( 4%)
more than 16 4 ( 2%) 0 ( " )
Total 2 30 (100%) 201 (100%)
These results show that despite the blandishments of the large wine 
merchants as to the advantages of using a sole supplier many hotel 
and restaurant managers, 58% in fact, prefer to use more than one 
supplier for their wine. There are,of course, arguments both for 
and against using a sole supplier. In favour of this practice is 
the fact that the buyer cuts down on his administrative load but 
against it is the feeling that he may be able to obtain better 
prices if he shops around, provided, of course, that he considers 
it worth the extra effor of so doing. A buyer who himself has 
fixed ideas about what wines should be offered in his establishment 
will probably have to use more than one supplier in order to obtain
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the rarer items. On the other hand the manager of an establishment 
with only a small account may well feel that if he divides his 
business between different suppliers then the amount held by each 
of them will be so small that none of them will feel motivated to 
provide a good service. He may, however, forego bulk discounts by 
splitting his order. One would expect, then, that the establishments 
with relatively large sales of wine would tend to use a number of 
suppliers. The same applies to the larger establishments in terms 
of the number of staff employed since these are better placed to 
deal with the administrative burden of using a large number of 
suppliers.
Table 21 summarises the relationship between the amount of wine 
sold and thenumber of suppliers used in the case of the hotels in
the survey, the relationship for the two sectors being very similar.%
It shows clearly that although relatively few hotels (about 25%) use 
more than three suppliers a month those that do tend to be the ones 
with large wine sales. When the number of suppliers used is related 
to the number of staff employed a similar pattern emerges with the 
larger outlets being more likely to use a large number of suppliers. 
For example, in the case of the hotel sector; of the respondents in 
the smallest size category, employing 10 or less staff; not a single 
one used more than one wine supplier.
(e) Source of Purchase
While this item of analysis was of intrinsic importance in revealing 
from where hotels and restaurants tend to purchase their wine it was 
also of relevance to the calculation of the proportion of the table 
wine market accounted for by sales through catering outlets. The 
reason for this is that although several large wholesalers have 
produced estimates of the size of this market from their own sales 
figures these estimates are suspect because they do not take into 
account purchases by caterers from retail outlets. However, as is 
indicated in Table 22 retail outlets seem to account for a very 
small proportion of this trade.
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Relationship between the Amount of Wine 
Sold and the Number of Suppliers -(Hotels)
TABLE 21
Average weekly total 
wine sales, bottles
Number of Suppliers Used in a Month
1 2 or 3 4 5 to 12 13 to 45
0 - 17 15 6 0 1 0
18 - 42 13 14 1 1 0
43 - 71 13 11 1 2 0
72 - 111 12 13 3 5 1
112 - 148 6 ' 6 2 4 1
149 - 224 11 12 3 3 1
225 - 662 9 3 2 9 4
663 - 1107 2 0 1 1 1
Total 81 65 13 26 8
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TABLE 2 2
Source of Purchase
Nature of Supplier used Hotels Restaurants
Retail outlet 10 ( 3%) 21 ( 7%)
Wholesale wine merchant 190 ( 53%) 174 ( 57%)
Wine shipper 89 ( 25%) 43 ( 14%)
Cash and Carry 18 ( 5%) 37 ( 12%)
Central Stores 41 ( 12%) 19 ( 6%)
Other 8 ,( .2%) 11 ( 4%) '
Total Responses 356 (100%) 305 (100%)
It should be noted in the case of this table that the total responses 
to this question are greater than the number of respondents because 
some respondents used more than one type of supplier.
The higher degree of organisation in the hotel sector emerges clearly 
from the table since if the numbers using retail outlets and cash 
and carry stores are grouped together it appears that 19% of 
restaurants against only 8% of hotels buy wine in this way.
Buying in this way, of course, involves them in the inconvenience 
of using their own transport. Retail outlets, then, are not of 
great importance, particularly in the hotel sector. It is likely 
that they account for an even lower proportion of sales through 
restaurants than the 7% of restaurateurs who appear to use them 
would suggest since they are probably used by outlets which are 
looking for small quantities of wine to cover temporary shortages 
rather than purchasing for a whole wine list. Certainly to pay 
full retail prices for their wine would be most unbusinesslike for 
caterers which suggests that they would only buy in this way when 
it was unavoidable. Currently there are, of course, price advantages 
to be gained from using retail outlets for spirit purchases and it 
is possible that the restaurateurs replying have overstated the
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degree to which they use retail outlets because of a tendency to 
equate wine purchasing with total drink purchasing.
Cash and carry outlets appear to account for a smaller proportion 
of this market than might have been expected in view of the extensive 
publicity given to this type of outlet in the trade press. This 
result reinforces a picture which emerged from personal interviewing 
of catering managers of their being people who preferred to have as
much work taken off their shoulders as possible with respect to
drink purchasing. The exception were generally cases where the
manager’s own interest in the subject prompted him to involve
himself in it. The distinction between wine merchant and shipper 
carries less significance now than in previous decades in view of 
the many recent examples of vertical integration in the wine trade.
It is probable, considering the complex web of ownership caused by 
this integration, that in some cases a caterer might be unaware of 
the precise nature of the firm that supplied his wine.
The suppliers who were mentioned in the "other"
always breweries. The fact that some customers
wine supplier as a brewer indicates the degree 
distinction between the brewers and their wine 
breaks down in areas far from their head office
Cf) Quantity of Wine Sold
The question on wine sales was considered to be the most important 
on the questionnaire and considerable effort was devoted to analysing 
the answers. It will be helpful in following the ensuing discussion 
to consider the twin aims of the question, one of which was to 
establish how much wine was sold through hotels and restaurants and 
the other was to determine what other characteristics of catering 
establishments changed in relation to their wine sales. If 
relationships between wine sales and other factors were indicated 
then it would be possible to say what it was that characterised 
establishments with high wine sales and by implication, how sales
category were almost 
perceived their 
to which the operational 
and spirit subsidiaries 
s .
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TABLE 2 3
Distribution of Catering Outlets by Wine Sales
(a) Hotels
Bottles per week Table Wine iFortified Wines Aperitifs
0 - 1 0 23 11%) 90 ( 41%) 132 ( 61%)
11 - 30 37 17%) 86 ( 40%) 71 ( 33%)
31 - 50 35 16%) 26 ( 12%) 6 ( 3%)
51 - 100 47 21%) 10 ( 5%) 6 ( 3%)
101 - 150 27 12%) 1 ( - ) 1 ( - )
151 - 200 18 8%) 2 ( i°0 0
201 - 500 22 10%) 2 ( 1%) 0
501 - 750 4 2%) 0 0
over 1000 6 3%) 0 0
Total Hotels 219 100%) ' 217 (100%) 216 (100%)
(b) Restaurants
Bottles per week Table Wine iFortified Wines Aperi ti fs
0 - 10 40 ( 22%) 125 ( 68%) 146 ( 80%)
11 - 30 55 ( 30%) 45 ( 24%) 36 ( 20%)
31 - 50 26 ( 14%) 8 ( 4%) 0
51 - 100 33 ( 18%) 4 ( 2%) 2 ( H )
101 - 150 14 ( 8%) 1 ( n ) 0
151 - 200 10 ( 5%) 1 ( n r 0
201 - 500 8 ( 4%) 0 0
501 - 750 0 0 0
over 1000 . 0 0 0
Total restaurants 186 (100%) 184 (100%) 184 (100%)
Notes: 1 For the purposes of this survey "fortified wines" 
include only port, sherry and madeira. Other heavy 
wines are classed as aperitifs.
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could be promoted in other outlets. Attention is first directed 
to table wines and subsequently to the heavy wines, the former 
accounting for the great bulk of wine sold.
The distribution of establishments by wine sales as shown in 
Table 23 forms a useful basis for the discussion of total wine sales. 
It is immediately apparent that table wine sales are far more 
important in terms of volume than are the other two categories and 
also clear that fortified wines sell more heavily than aperitifs.
The bulk of the fortified wine sales is almost certainly made up 
of sherry since madeira sells only in very small quantities and 
port is not suitable for drinking in as many situations as sherry. 
Since licensed hotels typically have bars which are open to the 
general public and through which heavy wines are sold it seems 
likely that the responses to this question from hotels include 
sales of these wines over the bar rather than in the restaurant 
situation. This fact almost certainly explains why hotels appear, 
from this data, to sell more of these wines than restaurants, 68% 
of restaurants falling into the lowest category of sales (0 to 10 
bottles a week) as against 41% of hotels. Table wine sales in bars 
are minimal except in certain specialised outlets which are virtually 
all in London and so the interpretation of the data on table wine 
sales is less ambigious in that it is safe to assume that table wine 
is almost always sold with a meal in hotels and restaurants.
If the table wine market in catering is analysed in terms of "heavy" 
and "light" users it becomes clear that the heavy users are the 
important ones in terms of the proportion of the market they 
represent. This type of analysis is commonly applied to individual 
consumers and examples of this procedure are given in Kotler,Chapter 
6 (44). In the present study the outlets responding were classified 
according to whether they sold more or less than the median quantity 
of table wine and classified accordingly. The results are summarised 
in the following table:
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Percentage of total volume purchased 
by light and heavy purchasers
TABLE 24
Hotels Res taurants
Light 10 90
Heavy 12 88
Median sales 62 bottles 31 bottles
a week a week
These results show that in both the hotel and restaurant sectors 
50% of the outlets generate 90% of the"gallonage", as the quantity 
of table wine sold by an outlet is often termed. In the hotel 
sector the relative importance of large units is even greater than 
is suggested by these figures since the 6 outlets which sell more 
than 1000 bottles of wine a week (Table 23) account for a greater 
volume of sales than the entire light user group which includes 
50%of all hotel respondents.
Attempts to relate average sales of fortified wines to the Average 
Spending Power (A.S.P.) in the establishment revealed that in both 
hotels and restaurants there was a strong measure of association 
between these two factors. This is indicated by the fact that the 
modal groups tend to form a diagonal when plotted on the matrices 
in Tables 25 and 26. The heavy users of fortified wines in the 
catering trade that is those outlets which sell more than the median 
quantity, will almost certainly have an A.S.P. at dinner of over 
£1.50 in 1972 prices. In the case of aperitifs the positive association 
between the average spending power and the consumption of these 
drinks was equally marked. Table 27 which relates to aperitif sales 
in restaurants shows that of the restaurants in the top two price
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TABLE 27
Relationship between the Quantity of Aperitifs Sold
and the Average Spending Power (Restaurants')
Average Spending Power Average weekly sales (bottles)
(Dinner)
0 or 1 2 or 3 4 or 5 6 - 1 0 11 -
75p or less 6* 0 0 4 0
76p - £1.50 12* 10 5 9 6
£1.51 - £2.00 6 7 12* 7 5
£2.01 - £2.50 3 2 1 5 9*
£2.51 - £3.00 1 2 0 1 9*
£3.01 or more 1 2 1 3 * 4*
Notes: * Denotes modal group
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TABLE 28
Relationship between Aperitif Sales and Hotel Location
Region Average Weekly Wines Sales (bottles)
0 - 1 0 11 - 100 Total respondents
(75%) (25%) (100%)
1. Scotland 27 9 36
(73%) (27%) (100%)
2. North West 22 8 30
3. Yorkshire and 
Humberside
(72%)
13
(28%)
5
(100%)
18
4. East and West 
Midlands
(73%)
8
(27%)
3
(100%)
11
5 . South West and 
Wales
(59%)
19
(41%)
13
(100%)
32
6. East Anglia and part 
of South East
(39%)
7
(61%)
11
(100%)
18'
7. Greater London
(50%)
20
(50%)
20
(100%)
40
8 . South East
(53%)
16
(47%)
14
(100%)
30
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TABLE 29
Relationship between Fortified Wine Sales and Hotel Location
Region Average Weekly Wine Sales (bottles)
0 - ,16 17 - 200 Total Respondents
1. Scotland
2. North West
3. Yorkshire and 
Humberside
4. East and West 
Midlands
26 (72%) 10 (28%)
20 (67%) 10 (33%)
13 (68%) 6 (32%)
8 (73%) 3 (27%)
36 (100%)
30 (100%)
19 (100%)
11 (100%)
South and West 
Wales 17 (53%) 15 (47%) 32 (100%)
East Anglia and part 
of South East 5 (28%) 13 (72%) 18 (100%)
7. Greater London
8. South East
25 (64%) 14 (36%)
16 (53%) 14 (47%)
39 (100%)
30 (100%)
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categories, those with an A.S.P. over £2.50, the majority fall 
into the top category, 11-100 bottles a week, in terms of the 
quantity they sell. Sales of aperitifs through catering outlets, 
however, only represent 10% of the volume of table wine sales.
As with fortified wines the data from hotels on aperitif sales 
will include some sales made to consumers who are not taking a 
meal.
Regional analysis of the data on heavy wine consumption revealed 
a significant North to South division in taste. It is evident from 
Table 28 that a higher proportion of hotels in the four Northern 
areas fall into the higher category in terms of aperitif sales 
than in the South. In these Northern areas 26% of the hotels 
were selling over 10 bottles of aperitifs a week while in the four 
Southern areas the figure was 48%. This latter figure is misleadingly 
high because of the very high proportion of respondents falling 
into this category in Area 6 which has resulted because the hotels 
in this area tend to be more expensive than average and it has 
been shown that high wine sales, of every type are a characteristic 
of establishments with a high A.S.P. The atypical nature of these 
hotels with regard to their charges is indicated in the discussion 
below on variations in A.S.P. by region. Despite this confusing 
factor it is clear that these wines are sold in greater quantities 
in the South of England since even in the South West and Wales, 
an area which does not show high sales of table wines, a greater 
proportion of respondents sell over 10 bottles of aperitifs a week 
than in the North. In terms of a test of the significance of sample 
proportions the apparent difference between the North of Great 
Britain and Area 5(Wales and the South West) was not statistically 
significant at the 5% level. The test statistic, however, was 
very close to the level required for a one-tailed test at this 
level which means that there is a high probability, approaching .95, 
that the regional difference was caused by something other than 
sampling error.
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In the case of fortified wine a similar tendency can be detected 
for consumption to be higher in establishments in the South 
although this generalisation, as Table 29 shows, does not apply 
to London. This result, less marked than in the case of aperitifs, 
may'be interpreted that the drinking of fortified wines, notably, 
sherry, as aperitifs or as a bar drink is less common in the North 
where beer of spirits are probably drunk in preference.
An obvious relationship to test was that between the average amount 
spent in an establishment and its sales of wine. The results 
obtained, as outlined in Table 30, clearly indicate that it is the 
relatively expensive establishments which tend to have high sales 
of wine. This result was to some extent anticipated since drinking 
wine with meals out in this country is in itself expensive compared 
with the average price paid for the meal. It is significant that 
of the six outlets for which sales are greater than 1000 bottles 
a week not one,, at the time the survey was administered, had an 
average spending power of less than £2.51 a head for dinner.
If it is assumed that the mid points of the classes used to express 
wine sales represent the average wine sales in the class then it 
becomes possible to calculate the percentage of total wine sales 
to hotels accounted for by the different price categories. This 
process indicates that 75% of total wine sales through hotels are 
made in outlets with an average spending power for dinner of over 
£2.00 although hotels falling into this category constitute only 
44% of the licensed hotel group, the majority charging far less.
In examining all results dealing with price categories, however, * 
it should be born in mind that the survey was conducted in 1972 
and that inflation in the cost of eating out would necessitate 
increasing all the price categories if the results were to be 
applied to the present day. The question of what rate of price 
rise should be applied to meals out is one to which Bryn Jones (14) 
and Medlik (21) both refer. It is discussed below in section 5.1.
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A similar result is obtained for restaurants, as shown in Table 31, 
in that really large sales of wine are again associated with 
expensive establishments. A smaller proportion of restaurant.wine 
sales (54%) is accounted for by restaurants with an average spending 
power of over £2.00 than was the case with hotels.There are relatively 
fewer restaurants than hotels falling into this higher price 
category. This result suggests that there are probably more hotels 
providing meals in the higher price categories than there are 
res taurants.
Another association which was investigated is that between wine sales 
and geographical location. Such an analysis could not, unfortunately, 
be applied to restaurants because of the clerical error referred to 
above in section 3.4.3 but the results with respect to hotels are 
expressed in Table 32. This table indicates the proportion of 
outlets within a given area which fall into a particular category
with regard to their wine sales. The results show that average sales
n 7of wine for a hotel differ markedly from region to region. A X
significance test performed on this distribution yielded a X value
of 42.7 with 14 degrees of freedom. This was significant at the 99%
level which is interpreted to mean that the chances of this regional
pattern being a random result are less than 1 in a 100. Too much
should not be made, however, of the smaller differences between
individual regions which may well be the result of sampling error.
The implication is that hotels in London, East Anglia and the counties
just North of London have relatively high sales since 71% in London
and 95% in area 6 are selling more than 50 bottles a week. At the
other end of the spectrum it appears that hotels in the North West
and Yorkshire and Humberside are characterised by a lower level of wine
sales since only 37% and 42% in those two regions come into the
category of 50 or more bottles a week.
Part of the variation in sales levels must be explained by differences 
in the average size of establishments by region, a factor which is 
not taken into account in the Table 32. This is true in the case 
of London where hotels employing large numbers of staff tend to be
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situated and where there are a number of hotels with extensive 
banqueting business but does not explain the relatively high level 
of sales in area 6. A probable explanation of the apparently high 
sales of establishments in this area lies in the market they serve. 
Many of them lie just North of London and provide eating out in a 
rural setting but within an hour or two of the metropolis by road.
The Catering Trades Inquiry for 1969 (20) indicates that very few 
of these outlets are likely to be in East Anglia. Another source 
of variation in total wine sales which might underlie the apparent 
regional variation is average spending power. As was shown 
previously,customers are more likely to drink wine the more they 
spend on their meals and the reason that wine sales of establishments 
differ by region may be that the A.S.P. differs from region to region. 
This relationship is discussed in section 3.4.2 (h).
Although it was not possible to examine restaurant wine sales by 
region there is good reason to believe that in that case regional 
variation is more pronounced than in the case of hotels. A high 
proportion of the diners in hotels will be people who are staying 
at the hotel on business and who, therefore, are not representative 
in their consumption behaviour of the locality in which a hotel is 
situated.
Regional variation in the frequency wine drinking is also revealed 
in the analysis below of the proportion of customers who were likely 
to order wine with a main meal as this tendency was reported by the 
manager.
(g) Proportion of Customers ordering wine with a meal
This question was characterised by a relatively high level of non­
response from restaurants in the dinner/supper category. Reflection 
suggested that this was due to the large number of restaurants which 
do not open in the evening. The results are outlined in the following 
table:
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TABLE 33
Proportion of customers drinking wine
(a) At Dinner
Hotels Res taurants
0 - 10% 11 ( 5%) 24 ( 16%)
11 - 25% 49 ( 22%) 29 ( 19%)
26 - 50% 65 ( 29%) 26 ( 17%)
51 - 75% 50 ( 22%) 31 ( 21%)
76 - 90% 34 ( 15%) 26 ( 17%)
91 -100% 18 C 8%) 14 ( 9%)
Total respondents 227 (100%) 150 (100%).
(b) At Lunch
0 - 10% 114 ( 48%) 80 ( 47%)
11 - 25% 42 ( 18%) 58 ( 34%)
26 - 50% 52 ( 22%) 21 ( 12%)
51 - 75% 15 ( 6%) 4 ( 2%)
76 - 90% ■ 9 ( 4%) 4 ( 2%)
91 -100% 7 ( 3%.). 4 ( 2%)'
239 (100%) 171 (100%)
As one would expect a far higher proportion of customers drank wine 
in the evening than at lunchtime. This agrees with the view that 
eating out at lunchtime is an essential activity about which 
consumers are highly cost-conscious while dining out, in the vast 
majority of cases, is a leisure activity which is indulged in more 
rarely'and has a different demand structure, the consumer being 
less sensitive to price. These differences between the lunchtime 
and evening eating out markets were amply supported by evidence
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gained through personal interviewing since a number of managers spoke 
of dishes for which they charged twice or three times as much at dinner 
as at lunch . The fact that the bulk of wine sales in catering outlets 
are made in the price-insensitive leisure market goes some way to 
explaining the relatively high mark-up on wines which prevails. As 
Smallbone says in "The Practice of Marketing" (54):
". . . we expect some products to be utilitarian or 
luxury, necessities or of marginal use and our attitude 
to price will adjust accordingly. . ."
It is significant that in outlets which cater exclusively for the 
lunchtime trade, such as department store restaurants, the mark-up 
tends to be,, well below average, often about 65% of cost rather than 
the normal 100%. .
That wine drinking in the evening is already a well-established 
practice is indicated by the fact that almost half the outlets (45% 
of hotels and 47% of restaurants) reported that over half their 
customers tended to order wine with a main evening meal. Far more 
restaurants than hotels (16% as opposed to 5%) reported that less 
than 11% of their customers tended to order wine which suggests that 
the level of the meal experience offered in hotels tends to be above 
that offered by the lower strata of restaurants. Dramatic growth 
cannot be expected of outlets where over half the diners take wine 
since it would be over-optimistic to expect everyone to drink wine 
with their meals while there is no reason to suppose that consumers 
will start drinking wine with their meals at lunchtime when they 
are trying to minimise their expenditure rather than entertain 
themselves. In the case of people eating out at work; which is what 
the bulk of the lunchtime catering trade, particularly the restaurant 
trade, must be; it seems likely that any major increases in table 
wine consumption will come in public houses where people are used to 
purchasing a drink in addition to food rather than in hotels or 
res taurants.
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35
Expansion in table wine consumption in catering outlets must come 
either from an increase in the number of licensed outlets or by the 
successful promotion of wine in the establishments where, currently, 
a minority of evening customers order it. The probable growth in 
the numbers of licensed catering outlets is discussed in Part 5 while 
here an attempt is made to determine the characteristics of those 
hotels and restaurants where a minority of the customers drink wine 
in the evening. As in the case of total wine sales this variable 
was analysed by A.S.P. and geographical location. Table 34 shows 
that in restaurants in the lower two price categories only a minority 
of establishments report that most of their customers order wine.
Above an A.S.P. of £1.50 the majority of restaurants are in the 51% 
plus bracket for the proportion of their customers drinking wine 
although this tendency is much more pronounced when the A.S.P. is over 
£2.00. A similar pattern occurs in the case of hotels as shown in 
Table 35. The. great majority (75%) of hotels where less than half 
the customers order wine have an A.S.P. of less than £2.01. The 
clear implication from these two tables is that the outlets where there 
is a high potential for growth in wine sales, in the sense that less 
than half their customers are drinking wine, are the cheaper ones; 
those where, in 1972 prices, the customer spends less than £2.00.
It would appear that many consumers try to maintain a relationship 
between the amount they spend on a meal and the cost of the alcoholic 
beverage if any that accompanies it. This militates against them 
ordering a bottle or half bottle of wine when eating a relatively 
inexpensive meal. Even if the consumer is paying less than £1.50 
for dinner this relationship should not deter him from buying a glass 
of wine which would sell at between 15p and 20p. The survey indicates 
that consumers in this cheaper area do not drink wine to a significant 
extent. This may be because caterers do not like dealing in wine by 
the glass (as discussed in the personal interviewing section below), 
because the consumers at this end of the market are unused to drinking 
wine when eating out or because a single glass does not seem worth the 
trouble of ordering. A single glass will quickly be consumed while 
it is troublesome to order more than 1 glass per person because of 
the need to attract the waitress for a second time. This view that 
customers want more than a single glass of wine to accompany a meal
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is supported by evidence from the French C.N.C.E. study (4) which 
found that 77% of respondents who drank wine with a meal drank 2 
or more glasses., The modal group (50% of respondents) drank 2 
glasses which gives a good indication of a suitable portion size for 
wine since a "glass" is usually considered to be 12.5 centilitres.
An important area to investigate which has not been covered by the 
present study is whether consumers dining out in these cheaper 
establishments tend to drink beer rather than wine or to consume 
no alcoholic beverage at all. If it is the former case it would be 
less difficult to convert them to wine drinking than in the latter 
because to move consumers from not drinking alcohol with meals to 
drinking wine would entail changing their attitudes about how much 
they may expect to spend when eating out for pleasure.
There are good grounds for thinking that if a greater proportion of 
diners in the lower spending bracket are to be encouraged to drink 
wine some way must be found of providing them with a quantity of wine 
which they can drink through a meal without their having to spend 
what is to them a disproportionately large amount on it. A possible 
solution to this dilemma would appear to'be the provision of a "large" 
glass of wine equivalent to 2 normal glasses, that is of about 25 
centilitres, sold at a low enough mark-up to enable it to appear 
cheap in relation to the food consumed. Some establishments do sell 
approximately this quantity of wine as a "half carafe" but this term 
can be confusing to customers who are not used to dining out and one 
feels that the substitution of a simple term like"glass" or "jug" 
might be more appropriate.
1
Table 36 summarises the answers on the proportion of customers taking 
wine with dinner as they varied from region to region. In fact there 
appears to be very little regional variation apart from the large 
proportion of hotels in London and Area 6 (22% and 23%) where over 
90% of the customers were reported to drink wine. There is also 
some indication that there is a relatively high proportion of wine 
drinkers in the Midlands. The high proportion in London is explained 
by the concentration of luxury catering establishments in the capital 
while in the case of Area 6 it has been noted in the regional analysis
-149-
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of table wine sales that these hotels have high wine sales and so it 
is reasonable to suppose that they enjoy a high proportion of customers 
who drink wine. The fact that a relatively small proportion of hotels 
in Area 6 (18%) report that a minority of their customers drink wine 
suggests that these are catering for a more expensive market than the 
average hotel, an idea confirmed by the regional analysis of spending 
power shown in Table 39.
There is evidence in Table 36 that a greater proportion of customers 
drink wine in London, East Anglia and the South East than in the rest 
of the country. In terms of a statistical test between differing 
sample proportions, however, there was no evidence at the 5% confidence 
level, that the proportions reported as drinking wine in London and the 
major part of the South East (Area 8) were really different from the 
proportions in the North. The result for Area 6 did differ 
significantly from the Northern areas but, as was suggested above, it 
appears that these are atypical hotels. What is suggested therefore 
is not that customers going to a particular class of establishment are 
more likely to order wine in the Northern part of the South East than 
in Scotland but that the establishments which one would expect to have- 
high sales of wine, the more expensive ones, form a higher proportion 
of the total market in the former area than in Scotland. There is 
every reason to suppose that the same phenomenon would apply to 
restaurants whereby there would be a greater proportion of expensive 
restaurants in, the Southern part of Great Britain than in the North.
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(h) Average Spending Power 
TABLE 37
Distribution of Respondents by A.S.P.
Average outlay Hotels Restaurants
per person Lunch Dinner Lunch Dinner
75p or less 28 ( 12%) 13 ( 6%) 80 ( 47%) 12 ( 8%)
76p - £1.50 109 ( 47%) 46 ( 20%) 58 ( 34%) 48 ( 32%)
£1.51 - £2.00 53 ( 23%) 66 ( 29%) 21 ( 12%) 41 ( 28%)
£2.01 - £2.50 22 ( 9%) 47 ( 21%) 4 ( 2%) 22 ( 15%)
£2.51 - £3.00 11 ( 5%) 31 ( 14%) 4 ( 2%) 14 ( 9%)
£3.00 or more 9 ( 4%) 22 ( io%) 4 ( 2 % fa) 12 ( 8%)
Total 232 (100%) 225 (100%) 171 (100%) 149 (100%)
It was explained in the discussion of the pi;lot survey that the A.S.P. 
categories were designed to divide up the respondents into approximately^ 
equal groups according to the charges they made. The pilot survey 
data employed in this process covered the dinner period which explains 
why, in Table 37, the respondents are more evenly divided into classes 
in the case of the dinner period than for lunch.
Examining the lunch period first it is clear that hotels tend to belong 
to a higher price category than restaurants. The modal category for 
hotels, which contains almost half (47%) of respondents, is in the 
category 76p - £1.50 while the modal category for restaurants, which 
contains the same proportion of respondents, is the class below that 
75p or less. Because of the relationship between the amount spent 
and the proportion of customers drinking wine it is clear that the 
bulk of wine sales will be made in the evening. The results in 
Tables 34 and 35 suggest that in the cases of both hotels and
-152-
restaurants about 70%. of those where the A.S.P. was below £1.50 
were establishments where less than a quarter of the customers drank 
wine. Certainly in those establishments where the A.S.P. is less 
than 75p, which includes almost half the total number of licensed 
restaurants, wine sales appear to be minimal. It is interesting to 
note that in terms of luncheon tariffs there1 are a larger proportion 
and hence a larger absolute number, of hotels in the higher price 
category than restaurants with 41% of hotels^ charging over £1.50 
as against only 18% of restaurants. The suggested reason for this 
difference is that it is restaurants rather than hotels which cater 
for the highly cost conscious market of people eating out at work.
The higher charges which Table 37 show to prevail in the evening in 
both hotels and restaurants indicate the extent to which dining out 
is a leisure activity which faces a very different pattern of demand 
from the lunchtime trade. The nature of dining out, viewed as a 
product, has been discussed in Part 2 above but broadly speaking this 
appears to be a market characterised by symbolic rather than rational 
terms and in many cases the meal experience may be viewed as an article 
of ostentation in that consumers derive pleasure in proportion to the 
amount they spend irrespective of what they are purchasing. It is 
such attitudes to eating out; together with the consumers’ ignorance as 
to the wholesale cost price of the wine he purchases, which has been 
documented in Part 2; which enable such large profit margins to be 
placed on w i n e .
The distribution of establishments by A.S.P.' for dinner indicated here 
provides a useful description of the proportions of hotels and 
restaurants;ffailing into different price categories. Before applying 
this distribution to the present day however an allowance must be 
made for the inflation in restaurant prices which has occurred since 
the survey was conducted in mid 1972. Table 38 indicates the extent 
to which these prices have been rising in recent years:
TABLE 38
Price Index for Meals Bought and Consumed Outside the Home
(1962 = 100)
1968 1969 1970 1971 1972
126.7 135.0 145.5 165.0 180.3
Note:  ^ Index for April 1973 only
Source: (55)
This index has only been published since 1968 but in the time period 
between 1968 and 1972 the annual average figures, which are those shown 
above, have increased by a rate of little over 9%. The dramatic 
increase in prices between the average 1972 index and the index for 
April 17th 1973 (17.4%) was a once and for all rise following the 
introduction of V.A.T. To forecast the future rate of inflation in 
this sector involves a certain amount of guesswork but in view of the 
importance of food and labour costs as componants of the total cost 
of eating out it seems reasonable to assume that the price of eating 
out will increase faster than the general retail price level for the 
next 5 years and will be somewhere between 5% and 10% per annum. It 
is suggested thaX price increases of this order be applied when 
converting the A.S.P. figures quoted from this survey to present day 
leveIs.
A summary of the A.S.P. by region is shown here in Table 39. The 
proportions of hotels in the different price categories are roughly 
the same in the three Northern regions and the South East while 
London differs in that as one would expect, it has relatively high 
proportion of outlets in the highest category. The pattern is very 
similar in Area 4 (East and West Midlands) and Area 6 (East Anglia 
and Northern part of South East) with a high proportion of outlets
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in the more expensive categories. Establishments in Wales and the 
South West were much cheaper, on average, than elsewhere and 
particularly so when compared with those in Areas 4 and 6. The 
apparent price differential between the Midlands and Wales and the 
South West almost certainly reflects the difference between a rural 
and an urban accommodation market in that the former group of hotels 
tends to cater for businessmen and the latter for tourists.
This analysis throws an interesting light on the proportion of 
customers drinking wine in the different regions as indicated in 
Table 36. The relatively high proportion of wine drinkers in the 
Midlands is explained by the number of high-priced outlets replying 
from that region and the same applies but even more clearly to 
East Anglia and the Northern Part of the South East. Conversely the 
low proportion drinking in Wales and the South West may be associated 
with the small number of expensive establishments in that region.
The fact that the distribution of hotels by A.S.P. is very similar 
in the Midlands and in East Anglia and the Northern South East makes 
it possible to compare the extent of wine drinking in hotels 
between the two areas while controlling for any variation that might 
be caused by the class of establishment. Table 36 indicates that a 
far higher proportion of customers drink wine in the Southern of 
these two areas which supports the belief that the practice of wine 
drinking is more widespread in the South.
Another popular belief is not supported by the above evidence, however, 
and that is that the cost of living is lower in the North of England.
If this is true it is not reflected in the amounts spent on eating 
out in hotels which are closely related to the- tariffs charged.
To ascribe regional differences in wine sales through hotels to 
variations in taste alone would be dangerous. Wine does appear to 
be more popular with consumers in some areas than others but regional 
variations in sales volume are more likely to result from differences 
in the class of establishments, as indicated by spending power, or 
their size. The very large gallonage of some London hotels, for 
example, is explained by the relatively large average size of hotels
-156-
in that region. Table 40, which is based on data from the H.C.I.T.B. 
lists used as sampling frames shows that London hotels tend to be 
large in terms of the number of staff they employ.
TABLE 40
Number of Staff Employed by Region 
(Hotels)
Region Mean staff employed
1. Scotland 30.5
2. North West 29.6
3. Yorkshire and Humberside 31.4
4. East and West Midlands 26.5
5. South West and Wales 27.1
6. East Anglia and part of South East 24.9
7. Greater London 57.3
8. South East 25.2
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It appears from the information collected from unlicensed restaurants 
that the practice of buying drinks for customers at nearby off-licences 
is relatively rare since only 5% of establishments reported that it 
occurred. Only a minority of unlicensed establishments (18%) thought 
that it would be worthwhile stocking wine if they had a licence which 
enabled them to do so. This proportion suggests an increase in the 
number of restaurants stocking wine of about 501 should a relaxation of 
the licensing laws occur.
Research on who it was that bought the wine used in'catering 
establishments indicated that in the majority of cases it was the 
owner or manager, that wine purchasing was only rarely a group 
decision (4% of respondents or less) and was virtually never the 
responsibility of the wine waiter. A central buyer was involved more 
often in the multiple hotel sector (51% of respondents) than in the 
case of restaurants (23%) . Approximately 20% of both hotels and 
restaurants reported that they were tied to one supplier for purchases 
of alcoholic beverages.
The question on the number of suppliers used by an establishment 
revealed that 42% of respondents used one sole supplier for their 
drink but there was evidence that outlets were more likely to use a 
number of suppliers the larger were their wine sales. The type of 
supplier used was most often described as a wholesale wine merchant. 
Cash and carry outlets appeared to cater for around 10% of the 
restaurant sector but only half this proportion in the case of hotels .
A strong positive relationship was discovered between the class of an 
establishment, as reflected in the prices charged, and its wine sales. 
When this is related to the evidence that establishments with large 
wine sales tend to account for a very high percentage of total wine 
sales in the catering market it makes an argument for suppliers 
interested in short term gains concentrating their marketing effort 
on the more expensive outlets. It was difficult to establish whether 
wine drinking in hotels showed regional variation because of the 
problem of controlling for size and status of establishment. There 
are certainly a number of hotels in and around London with very high
3.4.4 Summary of Postal Survey Results
wine sales and where a high proportion of the customers take wine 
but apart from these there is no conclusive evidence that a guest 
in a certain class of hotel is more likely to drink wine with his 
meal in one part of the country than in another. Wine sales in 
catering outlets are far higher in the evening than at lunchtime.
This finding bears out the hypothesis that consumers order wine when 
they are eating out for pleasure rather than eating out at work. 
Growth in wine sales in catering establishments seems likely to be 
dependent on the promotion sales in cheaper establishments. For this 
to occur effectively it seems likely that consumers must be able to 
purchase wine more cheaply than at present and in different standard 
quantities in order that the cost of their wine should not seem 
unduly expensive in relation to the cost of their meal.
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The aims of this part of the study were twofold; firstly to inquire 
into those areas which did not lend themselves to a postal 
questionnaire and secondly to check the validity of the answers to 
this questionnaire. The latter objective was satisfied by interview­
ing a small selection of the respondents to the questionnaire in 
order to see that the information they gave corresponded to their 
original answers and also that they had understood the terms 
employed. Personal interviewing also provided the opportunity to 
discuss wine sales with the head office personnel of large catering 
groups who, because of their observation of a number of outlets, 
could provide information unobtainable from a unit manager. The 
interviews were based on the schedule in Appendix c but it proved 
impossible to obtain an answer to every question from each respondent 
while in other cases broader issues were discussed than those on 
the schedule. The ommissions occurred where the managers interviewed 
were ignorant of some of the information required or unwilling to 
divulge it. It appeared important to establish a rapport between 
the researcher and the manager being interviewed since the interviews 
generally occupied approximately an hour and it was thought that a 
staccato question and answer approach would bore or irritate the 
interviewee and cause him to terminate the session. An informal 
approach is, as Wilson points out (42) , generally more effective 
in gaining co-operation and particularly when some areas discussed 
are of a confidential nature and when the person approached is a 
senior man. The experience of the researcher in this study suggested 
that this generalisation was quite true.
Time limitations resulted in a relatively small number of interviews 
being undertaken. For this reason no attempt is made in the ensuing 
discussion to use the information obtained to describe the population 
of U.K. hotels and restaurants in quantitative terms. This area of 
the study does, however, give a good idea of the practices and 
attitudes of caterers and how these vary according to the type of 
outlet. An important conclusion which emerged at an early sta'ge
3.5 Personal Interviewing
in the interviewing was that the characteristics of catering outlets 
with regard to their wine sales were very diverse. Matters 
appertaining to the sale of wine to the final consumer, such as the 
use of carafe or the length of a wine list, varied according to the 
level of service offered and the average spending power, both 
closely related. They also varied according to the beliefs of 
individual managers in cases where the outlet was independent.
There was far greater unanimity on the services which caterers 
required from wine merchants and on the mark-up employed.
3.5.1 Nature of the Sample
In all 44 interviews were conducted with unit managers; 20 of 
those with restaurateurs, 22 with hoteliers and 2 with the managers 
of industrial catering outlets. These were in addition to 
discussions which had taken place prior to the construction of the 
various questionnaires. Approaches to groups in the hotel and 
catering industry were made separately and resulted in interviews 
with representatives of 7 of the largest groups in the industry.
All of these incorporated both hotels and restaurants among their 
activities although in the case of 5 of them the hotel operation 
was of far greater importance. A further 4 interviews were conducted 
with chains specialising in restaurants while two organisations were 
contacted which specialised in wine bars but also owned restaurants.
In some cases the unit managers interviewed were representative of 
small groups of outlets in that the manager was in overall charge, 
often being the owner, of several units other than the one in which 
he was located.
An effort was made to ensure that the groups contacted were 
representative of the different strata of this heterogeneous industry. 
In the hotel sector, therefore, groups owning expensive outlets 
were included as well as one of the cheapest hotel chains. A chain 
of seaside hotels was included, a brewery-owned group and one which 
operates chiefly in the North of England and in Scotland. The 
restaurant groups included one which offered solely haute cuisine,
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a steak bar chain, a Scottish group and one which was independent 
of both the large hotel groups and the brewers. The 2 largest 
groups, in the hotel sector were also, as indicated by Medlik (21), 
the most important with regard to restaurant ownership.
In terms of geographical location it was intended to select 
individual outlets from different parts of the country to detect 
any regional variation in wine tastes or the attitudes of caterers. 
Because of the operational difficulty of reaching a number of 
outlets in areas where these were widely dispersed the majority 
of the outlets visited were located in London and the surrounding 
countries. Table 41 shows,however, a number of units were 
interviewed in other cities.
TABLE 41
Catering outlets contacted outside London 1
Res taurants HoteIs
Bath 12
Manchester area 33 4
Nottingham 2 2
Notes: 1 Includes adjacent counties (e.g. Surrey
and Bucks.)
2 Complex of restaurants plus banqueting
bus iness
3 Includes two Lancashire - based catering
groups
-162-
3.6 Results of Personal Interviewing
3.6.1 Types of Wine Sold
All types of catering outlets showed great adherence to traditional 
attitudes to wine in the wines they listed. The majority of the 
wines were French and bore generic names such as Medoc or Pouilly 
Fuisse but there were generally present two of the few table wines 
which have made their brand names familiar to the consumer. Branded 
wines were only included where the catering buyer felt that there 
was a specific demand for them and were almost always the two most 
well-known ones. German wines were much less well represented but 
there were generally 3 or 4 of the best known German regions listed 
and even the simplest lists would contain one Liebfraumilch.
Italian wines were given much less priminence and establishments 
which did not present a wide selection of wines, excepting Italian 
restaurants, often ignored them altogether. Wines from Spain and 
the Central European countries were listed only in a minority of 
cases although the former was often used as a carafe wine but less 
often acknowledged. These wines were apparently not considered to 
be suitable for consumption in restaurants, a fact which agrees 
with some of the evidence on consumer attitudes to wine when drunk 
with meals out which was presented in Part 2. Other wine-producing 
countries such as Greece, Portugal, South Africa, or the South 
American countries were not represented on any but the most extensive 
wine lists or where an establishment specialised in the cuisine of 
one of those countries. The idiosyncrasies of individual managers 
often emerged in relation to the strengths of the different wine 
producing countries on their lists. One hotelier With a well-known 
establishment near London felt that there was no need to list any 
Italian wines. Another had a surprisingly wide and interesting 
selection of German wines, unusual in a small, medium-priced 
establishment. On inquiry he admitted that this was because he 
himself had a great interest in German wines. In general a rigid 
adherence to the traditional generic names on the part of caterers 
can only act as a limitation to the growth of wine sales through 
catering outlets. The supply from the familiar regions cannot, in
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many cases, be increased because of legal controls. Even where it 
can be the supply is inelastic in the short term because of the 
time it takes a newly-planted vine to produce good wine (5 years)
(56). In the face of rising world demand the price of these wines, 
particularly the French A.C. wines, is being bid up alarmingly and 
if caterers do not make efforts to sell other wines to their 
customers their total sales must suffer.
It is fair to apply the above description to the majority of licensed 
catering outlets but there are many establishments with more extensive 
lists. Outside London it was hotels which appeared to offer the 
wider choice of wine and even within the capital the longest and 
best-supported lists are to be found in the great hotels. In general 
the length of the list varies with the class of establishment, the 
cheapest outlets using 10 wines or less and the dearest ones about 
40 but in some cases more. Establishments with extensive wine lists 
naturally offer, at the upper end of these lists, a few wines which 
are expensive when compared with the cost of food in that a bottle
Scosts more than a meal. The classed growths of the Medoc now tend 
to come into this category. Such wines sell rarely except in a 
handful of establishments but it is felt that their presence is 
essential to maintain the tone of the outlet. Expensive wines do 
fulfil a prupose other than "window dressing", however, and this 
is to alter the consumer’s frame of reference on the subject of 
wine so that he buys a more expensive wine than he would otherwise 
have done. This is not necessarily one of the dearest. Practices 
like this may be dangerous if they result in the consumer spending 
more than has intended and create an impression that drinking wine 
with a meal out must always be an "expensive" pastime. The large 
catering groups seem more aware of the cost of holding stock than 
the independent operators and therefore list expensive wines only 
where they will sell regularly. For the most part the consumers 
of the more expensive wines were said, by those interviewed, to be 
those eating out for business purposes. The following comment, 
from the wine buyer for a chain of restaurants, illustrates this 
point:
"Most  p e o p l e  l e a r n  about  wine  on an e xpense  
a c cou n t ,  I d i d .  . . "
s i n c e  t o  l e a r n  about  w ine  one must d r i n k  the good wh ich  i s  a l s o  the
e x p e n s i v e .
An im p o r t a n t  a r ea  o f  i n v e s t i g a t i o n  was t o  e s t a b l i s h  the  d i s t r i b u t i o n  
o f  w ine  s a l e s  by p r i c e .  Did  most  consumers buy the  d e a r e s t  o r  the
c h e a p e s t  o r  the s econd  c h e a p e s t  on a l i s t ?  P a t t e r n s  v a r i e d
a c c o r d i n g  t o  the c l a s s  o f  e s t a b l i s h m e n t  and, as has been i n d i c a t e d  
above ,  e x p e n s i v e  w ines  ( £ 3 .0 0  a b o t t l e  or  more,  r e s t a u r a n t  p r i c e )  
t end  t o  be s l ow  i n  mov ing  i n  the  m a j o r i t y  o f  o u t l e t s .  The c he ap e s t  
w in e ,  o f t e n  s o l d  as c a r a f e ,  t ended  to  ac coun t  f o r  50% to  60% o f  
w ine  s a l e s  i n  the  l e s s  e x p e n s i v e  o u t l e t s ,  i . e .  t hos e  where  the  a v e ra ge  
s pend ing  power  was £1.50 or  l e s s .  One r e s t a u r a n t  ch a in  r e p o r t e d  
t h a t  85% o f  sa l es ,  were  o f  i t s  c h e a p e s t  range  but  s i n c e  the c he ap es t  
w ine  c o s t  £1.15 and the  n e x t  t o  i t  i n  p r i c e  c o s t  £1 .6 5 ,  w i t h  the 
a v e r a g e  p r i c e  b e i n g  £2 .0 0 , t h i s  was no t  thought  t o  be s u r p r i s i n g .
Two o u t l e t s  w i t h  a v e r y  young c l i e n t e l e  r e p o r t e d  v e r y  h i gh  s a l e s  
o f  t h e i r  c he ap e s t  w ine  ( o v e r  70% o f  t o t a l  s a l e s )  wh i ch s u g g e s t s  t h a t  
young consumers are  no t  i n  the  marke t  f o r  p r e s t i g i o u s  w i n e s .  As 
the amount spen t  i n  r e s t a u r a n t s  r o s e  so d i d  the p r o p o r t i o n s  o f  the 
b e t t e r  w ines  s o l d  a l t h ou g h  the  s i n g l e  b e s t  s e l l i n g  i t em  was s t i l l ,  
i n  many c a s e s ,  the s econd  c h e a p e s t  w ine  on the l i s t .  In h i gh  
spen d i ng  e s t a b l i s h m e n t s  consumers were  f a r  more l i k e l y  t o ' e x p l o r e  
the w ine  l i s t  i r r e s p e c t i v e  o f  p r i c e s  and i n  th e s e  c a s e s  the  c h e a p e s t  
w ine  o f t e n  a c coun t ed  f o r  o n l y  10% o r  l e s s  o f  the volume o f  s a l e s .
A d i f f e r e n t  p a t t e r n  was f ound t o  p r e v a i l  i n  the  che ape r  s t e ak  bar  
c h a i n s .  A k e yn o t e  o f  t h e s e  o p e r a t i o n s  i s  t h a t  the  c o s t  o f  the meal  
i s  k e p t  a t  a low l e v e l  by the  use o f  c a r e f u l  c o s t  c o n t r o l  and a 
l i m i t e d  menu. E f f o r t s  a r e  made t o  keep the p r i c e s  o f  w ines  a l s o  
low by c a r e f u l  p u r ch a s i n g  a t  g roup l e v e l .  One o f  the  b e s t  known 
o f  t h e s e  groups  had a t o t a l  a v e r a g e  spen d i ng  power  o f  £1.25 i n  1972 
a t  wh ich  t ime  the p r i c e s  o f  w ine  s o l d  v a r i e d  b e tween  98p and £1 .40 .  
C l e a r l y  wine  p r i c e s  have  to  be k e p t  low i n  r e l a t i o n  t o  t h e s e  f o o d
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p r i c e s  and wine  p r i c e s  i n  t h i s  b r a c k e t  a r e ,  i n  f a c t ,  low in r e l a t i o n  
t o  the  c a t e r i n g  marke t .  Th i s  same group a t t emp t s  t o  o f f e r  French 
g e n e r i c  w ines  f rom famous a r eas  w i t h i n  t h i s  r e t a i l  p r i c e  b r a c k e t  
w h i l e  m a i n t a i n i n g  the  c a t e r e r s '  50% mark-up on s e l l i n g  p r i c e .  At  
t h i s  l e v e l  the  c a t e r e r ’ s aim i n  p u r c h a s i n g  i s  how t o  f i n d  the 
c h e a p e s t  w ine  w i t h  a p a r t i c u l a r  name r a t h e r  than t o  f i n d  the  b e s t  
wine  a t  a p r i c e .
A c o m p l e t e l y  r e v e r s e  p a t t e r n  o f  b e h a v i o u r  was f ound among some o f  
the i n d ep en d en t  r e s t a u r a n t s  whose p r o p r i e t o r s  would  l i s t  w ines  
w i t h  the same f a m i l i a r  g e n e r i c  names but  a c o n s i d e r a b l y  h i g h e r  
p r i c e .  On i n v e s t i g a t i o n  i t  t r a n s p i r e d  t h a t  the  p r i c e s  were  no t  
h i g h  b ecause  o f  e x c e s s i v e  p r o f i t e e r i n g  by the r e s t a u r a t e u r  but  
b ecause  the  w ines  we re  b e t t e r  than a v e ra g e  and had c o s t  the bu ye r  
a c c o r d i n g l y .  An e s t a b l i s h m e n t  f o l l o w i n g  t h i s  p o l i c y  has t o  r e l y  
e i t h e r  on the w i l l i n g n e s s  o f  the  c l i e n t e l e  t o  pay  more f o r  a b e t t e r  
p r o d u c t  or  on t h e i r  i n s e n s i t i v i t y  t o  p r i c e .  In v i e w  o f  the 
r e l a t i v e l y  u n t u t o r e d  p a l a t e  o f  the  consumer i t  appears  t h a t  the 
cus tomer  i s  more l i k e l y  t o  buy a d ea r  w ine  f o r  s o c i a l  o r  p s y c h o l o g i c a l  
r e a s on s  than be cause  he can a c t u a l l y  a p p r e c i a t e  i t s  q u a l i t y .
D ine r s  i n  the  m idd l e  and h i g h  p r i c e  b r a c k e t s  appear ed  t o  be w i l l i n g  
t o  buy th e s e  r e l a t i v e l y  e x p e n s i v e  g e n e r i c  w ines  and to  h o l d  the  b e l i e f  
t h a t  p r i c e  was an i n d i c a t o r  o f  q u a l i t y .  In some o u t l e t s  the p r i c e s  
were  h i g h  be cause  o f  the  employment  o f  a h i g h  mark-up and i n  o t h e r s ,  
as s u g g e s t e d  h e r e ,  b ecause  o f  the  good q u a l i t y  o f  the  wine  but  bo th  
seemed t o  e n j o y  e q u a l l y  good  s a l e s .  P r o p r i e t o r s  who a t t em p t e d  to  
l i s t  w ines  o f  above  a v e r a g e  q u a l i t y  t ended  t o  be th os e  w i t h  bo th  
an i n t e r e s t  i n  and a t a s t e  f o r  w i n e .  In o u t l e t s  b e l o n g i n g  t o  the 
l a r g e  c a t e r i n g  g roups  t h i s  p a t t e r n  was o n l y  e n c o u n t e r e d  where  the 
u n i t  manager  was o f  t h i s  a t t i t u d e  and had some d e g r e e  o f  autonomy 
i n  h i s  wine  b u y in g .
E v i d e n ce  was g i v e n  f rom d i f f e r e n t  w e l l - i n f o r m e d  s ou r c e s  t h a t  
a l t h ou g h  the volume o f  w ine  s a l e s  th rough  c a t e r i n g  o u t l e t s  has been 
r i s i n g  i n  r e c e n t  y e a r s  the  g r owth  o f  s a l e s  has o c c u r r e d  among the 
humble r a t h e r ,  than the  f i n e  w i n e s .  Because  o f  t h i s  t r e n d  at  l e a s t  
one London h o t e l  g roup has f ound  i t s e l f  o v e r s t o c k e d  w i t h  f i n e  wine
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and a s i m i l a r  p o s i t i o n  was f ound i n  the  case  o f  a London c lub  which  
had o v e r e s t i m a t e d  i t s  members ’ w i l l i n g n e s s  t o  pay h i g h  p r i c e s  f o r  
t h e i r  w in e .  I t  was a l s o  s t a t e d  by  the  buye r  o f  one l a r g e  c a t e r i n g  
group t h a t  a l t h ou g h  w ine  s a l e s  we re  r i s i n g  i n  c a t e r i n g  o u t l e t s  
t h i s  s e c t o r  was no t  s h a r i n g  the  r e c e n t  r a p i d  g rowth  o f  the t o t a l  
t a b l e  w ine  marke t .
C a t e r e r s  appear  to  be v e r y  c o n s e r v a t i v e  e i t h e r  i n  l i s t i n g  new w ines  
or  i n  a t t e m p t i n g  new methods o f  s a l e s  p r o m o t i o n .  Wine buyer s  f o r  
c a t e r i n g  groups r e p o r t e d  t h a t  e v en  e n c o u r a g in g  i n n o v a t i o n s  i n  t h e i r  
own o u t l e t s  was v e r y  d i f f i c u l t  i n  the  f a c e  o f  the  a t t i t u d e s  o f  
u n i t  managers and wine  w a i t e r s .
3 . 6 . 2  S a l e  o f  w ine  i n  c a r a f e  and by  the g l a s s
In no a r e a  o f  t h i s  s t udy  was t h e r e  a w i d e r  sp r ea d  o f  o p i n i o n  among 
c a t e r e r s  than on the  q u e s t i o n  o f  s a l e s  i n  c a r a f e  and by the g l a s s .
The v e r y  term " c a r a f e "  on a menu o r  w ine  l i s t  i s  used t o  d e s c r i b e :
( i )  A s e a l e d  b o t t l e  o f  w ine  l a b e l l e d  " c a r a f e "  and w i t h  
a s h i p p e r ’ s name.
( i i )  A s e a l e d , l a b e l i e d  b o t t l e  o f  any cheap w ine  ( O f t e n  
t e rmed a "house  w i n e ” )
( i i i )  An open,  u n l a b e l l e d  b o t t l e  o f  w ine .
( i v )  An open c o n t a i n e r  o f  w ine  o t h e r  than a b o t t l e  and
v a r y i n g  i n  s i z e  f rom . 2 5 c l .  t o  , 7 5 c l .
In  the  case  o f  an u n l a b e l l e d  b o t t l e  the  consumer has no i d e a  what  he
i s  b u y in g  and the w a i t i n g  s t a f f  may be unab l e  to  t e l l  him.  Wi th
open c o n t a i n e r s  t h e r e  i s  the  f u r t h e r  danger  t h a t  the  wine  may be 
a d u l t e r a t e d  by the management o r  th e  w a i t i n g  s t a f f .  Where the wine  
i s  s e r v e d  i n  a c o n t a i n e r  o t h e r  than a b o t t l e  the consumer may be
cha rg ed  a r e l a t i v e l y  h i g h  p r i c e  f o r  the  q u a n t i t y  he r e c e i v e s .  For
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t h e s e  r ea sons  the who l e  a r ea  o f  c a r a f e  w ines  has become su s p ec t  t o  
many i n  bo th  the  w ine  t r a d e  and the h o t e l  and c a t e r i n g  i n d u s t r y .
Many managers i n  the  i n d u s t r y  a v o i d  the  te rm a l t o g e t h e r  and s e l l  
a house w i n e ,  as men t i oned  i n  ( i i )  , above .  Three  o f  the  b e s t -  
r e s p e c t e d  i n d ep en d en t  managers  i n t e r v i e w e d  were  t o t a l l y  opposed  to  
the  use o f  c a r a f e s  on the  p r i n c i p l e  t h a t  t h ey  c r e a t e d  o p p o r t u n i t i e s  
f o r  sharp  p r a c t i c e .  The m a j o r i t y  o f  t hos e  i n t e r v i e w e d  d i d ,  howe ve r ,  
s e l l  a c a r a f e .
The main advan tage  wh i ch  may be d e r i v e d  f rom c a r a f e  w ines  i s  t h a t  
t h ey  e na b l e  the c a t e r e r  t o  o f f e r  t he  consumer the o p p o r t u n i t y  t o  
d r i n k  wine  w i t h  h i s  meal  w h i l e  s p en d i n g  the  minimum. The use o f  
an u n l a b e l l e d  b o t t l e  o r ,  more l i k e l y ,  a d i f f e r e n t  c o n t a i n e r  may w e l l  
a c t  as a s a l e s  a i d  i n  t h a t  i t  h e l p s  t o  c o n c e a l  the  v e r y  o r d i n a r y  
na tu re  o f  what  i s  b e i n g  o f f e r e d .  I t  h e l p s ,  m o r e o v e r ,  to  p r e v e n t  
the consumer f rom making a d i r e c t  c o s t  c ompar i s on  be tween  the p r i c e  
o f  w ine  i n  a r e s t a u r a n t  and i n  an o f f - l i c e n c e  e s t a b l i s h m e n t  which 
wou ld  be p a r t i c u l a r l y  e a sy  i n  the  c as e  o f  a n a t i o n a l l y - k n o w n  branded  
w in e .  D e s p i t e  t h e s e  c o n s i d e r a t i o n s  the  s a l e  o f  w ine  i n  open 
c o n t a i n e r s  does i n v i t e  d e c e p t i o n  and t h e r e  appears  t o  be no hones t  
r e a so n  why w in e ,  when i t  i s  s o l d  i n  the  t r a d i t i o n a l  " b o t t l e ” q u a n t i t y ,  
s hou ld  no t  be s o l d  i n  a s e a l e d  b o t t l e  w i t h  a l a b e l  s a y i n g  what  i t  
i s .  Shou ld  a p r o p r i e t o r  w i sh  t o  r e f e r  t o  i t  as a "house  w i n e "  
e i t h e r  i n  c o n v e r s a t i o n  o r  on p r o m o t i o n a l  l i t e r a t u r e  t h i s  would appear  
t o  be a ha rm l es s  p r a c t i c e .  The o n l y  good r ea son  f o r  o f f e r i n g  wine 
i n  open c o n t a i n e r s  o t h e r  than f o r  p r o m o t i o n a l  purposes  i s  t o  o f f e r  
the cus tomer  a d i f f e r e n t  q u a n t i t y  o f  wine  f rom a b o t t l e  or  a h a l f  
b o t t l e .  Th i s  wou ld  g i v e  the  cus t omer  g r e a t e r  c h o i c e  as t o  the 
q u a n t i t y  he o r d e r e d  and g i v e  him the  o p p o r t u n i t y  o f  r e d u c i n g  the  
c o s t  o f  t a k i n g  wine  w i t h  a mea l ,  wh i ch ,  i t  i s  s u g g e s t e d ,  i s  an 
im p o r t a n t  e l em en t  i n  s p r e a d i n g  the  p r a c t i c e  o f  wine  d r i n k i n g .  A 
s e n s i b l e  p r o c e d u r e ,  f o l l o w e d  p a r t i c u l a r l y  by some o f  the  cheape r  
g roup -owned  r e s t a u r a n t  o u t l e t s ,  i s  t o  o f f e r  a c a r a f e  s i z e  s m a l l e r  
than a b o t t l e  w h i l e  s t a t i n g  on the  menu the  volume o f  the c o n t a i n e r  
i n  terms o f  s t a n da rd  g l a s s e s  o r  f r a c t i o n s  o f  a b o t t l e .
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The re  appea red  t o  be s t r o n g  a p r i o r i  r ea sons  f o r  b e l i e v i n g  t h a t  t o  
o f f e r  w ine  by  the  g l a s s  r a t h e r  than s o l e l y  by the  b o t t l e  was a good 
i d e a .  In an a r ea  such as w ine  s a l e s  where  many consumers are  unsure  
o f  t h e i r  ground i t  wou ld  appear  e s s e n t i a l ,  m o r eo v e r ,  t o  a d v e r t i s e  
t h a t  w ine  i s  s o l d  i n  t h i s  way.  I f  consumers are  i n  a h u r r y ,  w i sh  
to  m in im i s e  t h e i r  e x p e n d i t u r e  o r  d e s i r e  t o  d r i n k  a p a r t i c u l a r  s t y l e  
o f  wine  w i t h  a s i n g l e  c ou r s e  th en  s e l l i n g  wine  by the  g l a s s  p r o v i d e s  
a s o l u t i o n .  I t  wou ld  be i m p o s s i b l e  i n  most e s t a b l i s h m e n t s  t o  s e l l  
a w ide  v a r i e t y  o f  w ines  by the  g l a s s  be cause  o f  the  p rob l em  o f  
u l l a g e  but  t o  s e l l  a r e d ,  a r o s e ,  a d r y  and a swee t  w h i t e  wine  
wou ld  seem a good compromise .
In the  m a j o r i t y  o f  e s t a b l i s h m e n t s  v i s i t e d  wine  was s o l d  by the  g l a s s  
and i n  a l l  o f  the  c h e a p e s t  ch a in  o p e r a t i o n s  t h i s  was the  c a s e ,  the  
l a t t e r  o u t l e t s  somet imes  making 50% o f  the  volume o f  t h e i r  wine  
s a l e s  i n  t h i s  way.  The re  was r e s i s t a n c e  t o  s e l l i n g  wine  by the  
g l a s s  i n  about  3  ° f  o u t l e t s  where  the  p r a c t i c e  was not  a d v e r t i s e d
on e i t h e r  menu or  wine  l i s t  and i n  7 e s t a b l i s h m e n t s ,  a s i z e a b l e  
m i n o r i t y ,  w ine  was no t  s o l d  by the  g l a s s  a t  a l l .  The r ea sons  s t a t e d  
f o r  no t  s e r v i n g  wine  by the  g l a s s  were  as f o l l o w s :
( i )  So l i t t l e  wou ld  be s o l d  t h a t  opened b o t t l e s
would  d e t e r i o r a t e  b e f o r e  th ey  were  used .
( i i )  I t  wou ld  r educe  s a l e s  o f  w ine  i n  c a r a f e  o r
by  the b o t t l e  and t h e r e f o r e  l o w e r  d r i n k  
t u r n o v e r .
( i i i )  I t  was no t  i n  k e e p i n g  w i t h  the house image .
S in c e  an opened b o t t l e  o f  w ine  keeps  f o r  a p p r o x i m a t e l y  2 days the 
f i r s t  argument  c o u l d  o n l y  ap p l y  ( as suming  o n l y  1 r ed  and 1 w h i t e  
were  o f f e r e d )  where  an o u t l e t  was s e l l i n g  l e s s  than a b o t t l e  a day 
i n  t h i s  way which seems an u n u s u a l l y  s m a l l  amount.  There  are  
o c c a s i o n s  when an opened b o t t l e  must be used o r  d i s c a r d e d  but  most 
c a t e r i n g  o p e r a t i o n s  would  no t  f a c e  f i n a n c i a l  r u i n  i f  t h ey  were  to  
a l l o w  t h e i r  s t a f f  t o  consume t h e s e .  The se cond  argument  i s  bas ed
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on the p r em i s e  t h a t  i f  cus tomers  cannot  o b t a i n  a g l a s s  o f  w ine  th ey  
w i l l  o f t e n  o r d e r  a l a r g e r  q u a n t i t y  but  i t  seems a t  l e a s t  e q u a l l y  
l i k e l y  t h a t  t h ey  w i l l  o r d e r  a g l a s s  o f  b e e r  i n s t e a d .  P r o v i d e d  t h a t  
cus tomers  d r i n k  the  same q u a n t i t y  by the  g l a s s  as th ey  would  have 
done by the  b o t t l e  the  c a t e r e r  w i l l  i n  any cas e  make h i s  normal  
p r o f i t .  The p r i n c i p l e  i n  w ine  s e r v i c e  shou ld  s u r e l y  be t o  s a t i s f y  
consumer needs  r a t h e r  than t o  s e l l  the  consumer s ometh ing  he does 
no t  r e a l l y  want .  To argue  t h a t  s e l l i n g  wine  by the  g l a s s  i s  out  
o f  k e e p in g  w i t h  the image o f  a r e s t a u r a n t  i s  t o  s u g g e s t  t h a t  
l i m i t i n g  consumer c h o i c e  ijs i n  k e e p i n g  w i t h  t h a t  image .  E s t a b l i s h ­
ments wh ich  d i d  no t  s e l l  w ine  by the  g l a s s  o r  o n l y  s o l d  i t  " i f  
f o r c e d  t o " ,  i n  the  words o f  one r e s p o n d e n t ,  t ended  t o  be the more 
e x p e n s i v e .
On the  p r i n c i p l e  o f  a l l o w i n g  the  consumer t o  o r d e r  w ine  i n  a 
q u a n t i t y  t o  s u i t  h i s  r e q u i r e m e n t s  i t  i s  s u g g e s t e d  t h a t  c a t e r i n g  
managers shou ld  be e nco ur ag ed  t o  s e l l  w ine  by the g l a s s ,  o f f e r i n g  
a c h o i c e  o f  s i z e s  i n  s u i t a b l e  o u t l e t s ,  and t o  make i t  known t h a t  
t h ey  do s o .  I t  ap p e a r s ,  a l s o ,  t h a t  the  most u s e f u l  f u n c t i o n  o f  
c a r a f e  w ines  i s  to  p r o v i d e  the  consumer w i t h  an o t h e r  volume c h o i c e  
and t h a t  c a r a f e s  s ho u ld ,  t h e r e f o r e ,  be o f  l e s s  than a b o t t l e  s i z e .  
S e l l i n g  by  g l a s s  and c a r a f e  may make s l i g h t l y  more work f o r  the 
w a i t i n g  s t a f f  but  e ven  so the  l a b o u r  c o s t  o f  p r o v i d i n g  a d r i n k  w i l l  
s t i l l , r e m a i n  v e r y  s m a l l  r e l a t i v e  t o  the  l a bou r  c o s t s  i n v o l v e d  i n  
f o o d  p r e p a r a t i o n .
3 . 6 . 3  The Wine W a i t e r
The employment  o f  a s p e c i f i c  i n d i v i d u a l  t o  t ake  a . c u s t o m e r ’ s wine 
o r d e r  and p r e s e n t  the  b o t t l e  i s  un ne c e s s a r y  i n  the m a j o r i t y  o f  
l i c e n s e d  c a t e r i n g  e s t a b l i s h m e n t s .  Th i s  i s  s i m p l y  b ecause  they  do 
no t  s e l l  enough wine  t o  pay  h i s  wages and make a s i g n i f i c a n t  
c o n t r i b u t i o n  t o  o v e rhe ad s  and n e t  p r o f i t .  I t  was e s t i m a t e d  i n  P a r t  
3 t h a t  a p p r o x i m a t e l y  4 ,400  h o t e l s  and r e s t a u r a n t s  do employ  such 
s t a f f  and i t  i s  assumed t h a t  i n  th e s e  o u t l e t s  w ine  s a l e s  are  g r e a t  
enough t o  j u s t i f y  the w ine  w a i t e r ' s  employment .  I n  many o u t l e t s  
the  head w a i t e r  t akes  the w ine  o r d e r  w h i l e  i n  s m a l l e r  ones i t  may
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be the  r e s t a u r a n t  manager ,  p a r t i c u l a r l y  where  t h i s  i s  the p r o p r i e t o r  
The marke t  may be d i v i d e d  b e tween  o u t l e t s  where t h e r e  i s  c u r r e n t l y  
a s u f f i c i e n t  s a l e s  vo lume t o  employ  a wine  w a i t e r  and the r e s t .
I n the  case  o f  the  f o r m e r  g roup t h e r e  was c om p l e t e  un an i m i t y  among 
those  i n t e r v i e w e d  t h a t  an e f f e c t i v e  wine  w a i t e r  c o u l d  promote  good 
w ine  s a l e s  and t h e r e b y  i n c r e a s e  t o t a l  p r o f i t .  There  was equa l  
a g re emen t  t h a t  such men we re  hard  t o  f i n d  and two o u t l e t s  were  
a c t u a l l y  a t t e m p t i n g  t o  f i l l  the  p o s t  o f  w ine  w a i t e r  when they  were  
i n t e r v i e w e d .  The e s s e n ce  o f  succ e s s  i n  wine  w a i t i n g  appears  t o  be 
p e r s o n a l i t y ;  the  wine  w a i t e r  i s ,  i n  e f f e c t ,  a sa l esman and must 
e s t a b l i s h  a r a p p o r t  w i t h  h i s  c us t om er s .  Wh i l e  he must have a 
knowledge  o f  w ine  t h i s  need no t  be v e r y  e x t e n s i v e  and the s h o r t  
c ou r s e s  o r g a n i s e d  by some o f  the  ma jo r  s h i p p e r s  seem q u i t e  adequa te  
f o r  the  pu rp o s e .  I f  w ine  w a i t e r s  had the d e g r e e  o f  p r o d uc t  
knowl edge  wh ich  some members o f  the  w ine  t r ad e  e x p e c t  f rom them 
th e y  would  be chang ing  employment  t o  become buyer s  w i t h  the l a r g e  
w ine  and s p i r i t  g r o u p s .  The most i m p o r t a n t  a s p e c t  o f  the wine  
w a i t e r ’ s p r o d u c t  t r a i n i n g  i s  t h a t  he shou ld  be f a m i l i a r  w i t h  the  
w ines  i n  h i s  own e s t a b l i s h m e n t .  For  t h i s  r e a son  he shou ld  be 
e nco ur ag ed  t o  t a s t e  them and e v a l u a t e  them o b j e c t i v e l y .  Many 
managers ,  p a r t i c u l a r l y  i n  s m a l l  g roups  o r  i n de pe nde n t  o u t l e t s ,  
appea red  t o  r e g a r d  the w ine  w a i t e r  s t r i c t l y  as an emp loye e  who was 
p a i d  t o  s e r v e  w ine  and d i d  no t  see  the  need t o  en courage  him to  
t a s t e  w i d e l y  i n  o r d e r  t o  d e v e l o p  h i s  s u b j e c t .  Q u i t e  a p a r t  f rom 
the  f r u s t r a t i o n  w i t h  the  j o b  wh ich  t h i s  approach encourages  i t  
l i m i t s  the  w a i t e r ’ s e f f e c t i v e n e s s  s i n c e  enthus iasm f o r  the p r o d uc t  
i s  a g r e a t  a s s e t  t o  any sa l e sman .  In s e v e r a l  o u t l e t s  v i s i t e d  the 
r e s e a r c h e r  was t o l d  o f  i n s t a n c e s  where  w a i t e r s  had i n c r e a s e d  s a l e s  
o f  a p a r t i c u l a r  wine  w i t h o u t  any i n s t r u c t i o n  t o  do so f rom 
management once th e y ,  t h e m s e l v e s ,  had d e v e l o p e d  a h i g h  o p i n i o n  o f  
i t .  Some managers have r e p o r t e d  s t a g g e r i n g  wine  w a i t e r s  i n  cases  
where  t a s t i n g  was en c ou ra g e d  but  what  i s  s u g g e s t e d  he r e  i s  
o c c a s i o n a l ,  s e r i o u s  t a s t i n g  i n  q u i e t  p e r i o d s  r a t h e r  than s t e a d y  
t i p p l i n g .
C o n s u l t i n g  wine  w a i t e r s  on the  s e l e c t i o n  o f  new w ines  i s  one way 
i n  wh i ch  t h e i r  i n t e r e s t  i n  the s u b j e c t  may be en c ou ra g e d .  
I r r e s p e c t i v e  o f  whe t he r  th ey  are  c o n n o i s s e u r s  t h em s e l v e s  o r  no t  
t h ey  ar e  i n  a good p o s i t i o n  t o  be aware o f  p o s s i b l e  customer  
r e a c t i o n s  t o  a w ine  wh i ch  may be i n t r o d u c e d .  Thr ee  o f  the 
managers i n t e r v i e w e d  d i d  c o n s u l t  t h e i r  wine  w a i t e r s  i n  t h i s  m a t t e r  
but  i n  the m a j o r i t y  o f  c a s es  t h i s  n o t i o n  n e v e r  appear ed  t o  have 
o c c u r r e d  t o  them. In v i e w  o f  the  f i n d i n g  o f  the H o t e l  and C a t e r i n g  
E .D.C .  t h a t  l a c k  o f  c o n s u l t a t i o n  by  management i s  an i m po r t an t  
cause o f  h i g h  s t a f f  t u r n o v e r  ( 57 )  i t  would  seem t o  be b e n e f i c i a l  
i n  more than one way i f  c a t e r i n g  management were  t o  change t h e i r  
a t t i t u d e s  on t h i s  i s s u e .
On the  s u b j e c t  o f  e d u c a t i o n  i n  the  p r o d u c t  i t  was f ound t h a t  o n l y  
i n  the  l a r g e  g roups  and i n  one p r e s t i g i o u s  West  End h o t e l  were  
w ine  w a i t e r s  t r a i n e d  f o r m a l l y .  In the  m a j o r i t y  o f  c a s e s  the 
management was o n l y  i n t e r e s t e d  i n  r e c r u i t i n g  e xp e r i enced ,  men r a t h e r  
than t r a i n i n g  them t h e m s e l v e s .  In London,  p a r t i c u l a r l y ,  i t  i s  
p o s s i b l e  f o r  wine  w a i t e r s  t o  a t t e n d  i n s t r u c t i o n  on the  s u b j e c t  at  
a t ime i n  the a f t e r n o o n  when t h e y  a r e  f r e e  f rom t h e i r  l unch t ime  
d u t i e s  and have  no t  y e t  commenced the  e v e n i n g  d u t i e s .  S e v e r a l  o f  
t hose  i n t e r v i e w e d  s u g g e s t e d  t h a t  t h e i r  s t a f f  showed no g r e a t  
en thus i asm  t o  a t t e n d  th e s e  l e c t u r e s  and deduced f rom t h i s  t h a t  
t h ey  had no i n t e r e s t  i n  i m p r o v i n g  t h e i r  a b i l i t y  i n  t h e i r  j o b s .  
C e r t a i n l y  t h e r e  a r e  w ine  w a i t e r s  who o n l y  f u l f i l  t h a t  r o l e  i n  name 
but  many c a t e r i n g  managers  appea r  t o  be unaware t h a t  i t  i s  common 
t o day  t o  a l l o w  emp l oy ee s  t o  t ake  i n s t r u c t i o n  i n  the  f i r m ’ s t ime 
r a t h e r  than i n  t h e i r  own when i t s  purpose  i s  t o  make them more 
e f f i c i e n t  i n  t h e i r  j o b s  .
In o u t l e t s  where  a l l  w a i t i n g  s t a f f  a r e  e x p e c t e d  t o  t ake  a d r i n k  
o r d e r  i t  i s  s t i l l  i m p o r t a n t  t h a t  t h e y  shou ld  be e nc ou rag ed  t o  r e g a r d  
wine  d r i n k i n g  as normal  and t o  d e v e l o p  f a v o u r a b l e  a t t i t u d e s  t o  i t .
I t  would  be i m p r a c t i c a l  t o  t r a i n  a l l  w a i t i n g  s t a f f  i n  w ine  l o r e  but  
i t  must a c t  as a d e t e r r e n t  t o  s a l e s  when w a i t r e s s e s  ask f o r  a w ine  
o r d e r  i n  t ones  wh ich  s u g g e s t  t h a t  the  cus tomer  i s  i n d u l g i n g  i n  a 
s t r a n g e ,  e s o t e r i c  p r a c t i c e  i f  he does  d r i n k  w i n e .  One measure which
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sho u ld  a l t e r  s t a f f  a t t i t u d e s  f o r  the  b e t t e r  would be to  a l l o w  them 
a g l a s s  o f  w ine  o c c a s i o n a l l y  w i t h  the  meals  t h ey  take  w h i l e  on du t y .
The re  appear ed  t o  be v e r y  l i t t l e  use o f  f i n a n c i a l  i n c e n t i v e s  o t h e r  
than the  t i p  i n  the  a r ea  o f  w ine  s e l l i n g .  Only  i n  2 o f  the o u t l e t s  
where  i n t e r v i e w s  we re  unde r t ak en  d i d  the  management o f f e r  a 
p e r c e n t a g e  o f  t h e i r  s a l e s  as an i n c e n t i v e  t o  wine  w a i t e r s .  In both  
cas es  the  p e r c e n t a g e  was 2\% and i t  i s  s u s p e c t e d  t h a t  a t  t h i s  l e v e l  
t h e i r  income f rom t i p s  e x c e e d e d  t h e i r  income f rom the  commiss i on .
The ma j o r  r e a sons  g i v e n  f o r  no t  u s in g  i n c e n t i v e  schemes were  t h a t  
t h ey  encou rag ed  the w a i t i n g  s t a f f  t o  become t o o  a g g r e s s i v e  i n  t h e i r  
s e l l i n g  and t h e r e b y  a n t a g o n i s i n g  c u s t o m e r s , t h a t  t h ey  i n v o l v e d  a l o t  
o f  work and we re  open t o  d e c e p t i o n  on the p a r t  o f  the  wine  w a i t e r  
and t h a t  t h ey  c r e a t e d  bad f e e l i n g  on the  p a r t  o f  o t h e r  s t a f f .  The 
g e n e r a l  f e e l i n g  was t h a t  a l t h o u g h  such schemes m igh t  i n c r e a s e  s a l e s  
s l i g h t l y  t h i s  i n c r e a s e  d i d  no t  j u s t i f y  the  t r o u b l e  t h ey  i n v o l v e d .  
The re  seems t o  be no p l a c e  f o r  i n c e n t i v e  schemes f o r  the  wine  w a i t e r  
o t h e r  than the shar e  o f  the  t i p  o r  s e r v i c e  char ge  wh i ch  he r e c e i v e s .  
A need  e x i s t s ,  howe ve r ,  t o  r eward  th ose  wine  w a i t e r s  who are  
s u c c e s s f u l  i f  o n l y  i n  o r d e r  t o  r e i n f o r c e  the b e h a v i o u r  wh i ch  makes 
them s u c c e s s f u l .  The b e s t  way o f  a c h i e v i n g  t h i s  appears  t o  be by 
i n c r e a s i n g  t h e i r  wages r a t h e r  than g i v i n g  them s h o r t - t e r m  handou t s .  
One l a r g e  h o t e l  g roup does o p e r a t e  a scheme f o r  d o i n g  j u s t  t h i s  
wher eby  s a l a r y  r e v i e w s  f o r  w ine  w a i t e r s ,  as f o r  many o t h e r  s t a f f ,  
depend on t h e i r  a ch i e v e m e n t  o f  s a l e s  t a r g e t s  and t h i s  seems a more 
a p p r o p r i a t e  way o f  e n c o u r a g i n g  good w ine  w a i t e r s  i n  t o d a y ’ s 
e n v i r o n m e n t .
3 . 6 . 4  P r o mo t i on  a t  the  P o i n t  o f  Sa l e
The use o f  p r o m o t i o n a l  l i t e r a t u r e  on a r e s t a u r a n t  t a b l e  has l o n g  
been a c c e p t e d  as a means open t o  r e s t a u r a t e u r s  o f  e n c o u r a g i n g  wine  
d r i n k i n g  w i t h  mea l s .  C o n s i d e r a b l e  r e s i s t a n c e  was f ound among those  
i n t e r v i e w e d  to  the use o f  any m a t e r i a l  o t h e r  than a wine  l i s t  o r  
menu, h o w e v e r .  Tent  c a rds  we re  r e s e n t e d  on the  grounds t h a t  t h ey  
d e t r a c t e d  f rom the  tone  o f  an e s t a b l i s h m e n t  and t h a t  t h ey  became
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d i r t y  q u i c k l y  and r e q u i r e d  r e p l a c i n g .  The l a t t e r  p o i n t  would 
appear  t o  ap p l y  e q u a l l y  w e l l  t o  menus which are  o f t e n  l e f t  on 
t a b l e s  but  i t  i s  t ru e  t h a t  a v e r a g e  and h i gh  spen d i ng  power  
e s t a b l i s h m e n t s  u s u a l l y  have  a d e co r  and atmosphere  i n  which t e n t  
c a rds  would  s t r i k e  a d i s c o r d a n t  n o t e .  In the chea pe r  l i c e n s e d  
o u t l e t s  w i t h  t h e i r  more c h e e r f u l  a tmosphere  t e n t  c ards  do no t  
seem out  o f  p l a c e  and,  i n  any c a s e ,  i t  appears  t o  be i n  th e s e  
o u t l e t s  t h a t  a s imp l e  c a rd  may s t i m u l a t e  a p r e v i o u s  no n - us e r  to  
" d r i n k  a g l a s s  o f  w i n e " .  Re po r t s  f rom thes e  che ape r  o u t l e t s  
s u g g e s t e d  t h a t  t e n t  c a rds  a d v e r t i s i n g  a p a r t i c u l a r  w ine  o n l y  had 
a s h o r t - t e r m  e f f e c t  on s a l e s  vo lume and t h a t  a f t e r  a month o r  two 
i t  was t ime  t o  t r y  s om e th ing  e l s e .
One p o i n t  o f  s a l e  d e v i c e  wh ich  d i d  appear  t o  promote  s a l e s  was 
t o  make sur e  t h a t  wine  was i n  e v i d e n c e  i n  a r e s t a u r a n t .  Th i s  was 
o f t e n  a c h i e v e d  by f u l l  r acks  o f  w ine  b o t t l e s  on d i s p l a y  o r  an t i qu e  
b o t t l e s  p l a c e d  i n  w a l l  n i c h e s .  A n y t h in g  which causes  the consumer 
t o  t h in k  about  wine  appears  t o  r e s u l t  i n  i n c r e a s e d  s a l e s .  For  
t h i s  r e a so n  i t  would  seem a d v i s a b l e  t o  a l l o w  a d i n e r  t o  p e ruse  the 
wine  l i s t ,  w h a t e v e r  form i t  t a k e s ,  a t  h i s  l e i s u r e  when he s i t s  
down a t  h i s  t a b l e  r a t h e r  than p r e s e n t i n g  i t  t o  him a t  a l a t e r  s t a g e  
i n  the  p r o c e e d i n g s .  Th i s  approach has t o  be adop t ed  i n  the  cheape r  
o u t l e t s  where  a l a r g e  p r o p o r t i o n  o f  customers  must be c o n v e r t e d  to  
d r i n k i n g  wine  r a t h e r  than i n  the  d e a r e r  ones wh e r e ,  as the p o s t a l  
s u r v e y  shows,  a h i g h  p r o p o r t i o n  o f  cus tomers  are  a l r e a d y  l i k e l y  to  
be o r d e r i n g  w in e .
Gr ea t  mys t i q ue  sur rounded  the  q u e s t i o n  o f  wine  l i s t s  which appear ed  
t o  r e p r e s e n t  the  c u l m i n a t i o n  o f  the  c a t e r e r ’ s t r a d i t i o n a l  a t t i t u d e s  
t o  w i n e .  I t  was f e l t ,  a lm os t  u n i v e r s a l l y ,  t h a t  a l i s t  must be a 
g lamorous  y e t  d i g n i f i e d  document i n  wh i ch w ines  were  c a t e g o r i s e d  
a c c o r d i n g  t o  t h e i r  o r i g i n .  The r e s u l t  o f  t h i s  approach  was t h a t  
wine  l i s t s  we re  e x p e n s i v e  t o  p r i n t  and t h e r e f o r e  e v e r y  e f f o r t  was 
made t o  r e v i s e  and p roduce  them but  r a r e l y ,  once a y e a r  b e i n g  
s t a n d a rd .  The who le  p r o c e s s  o f  w ine  s e l e c t i o n  was r educ ed ,  t h e r e f o r e  
t o  a once o r  t w i c e  a y ea r  e v e n t .  Wines were  on l y  deemed s u i t a b l e  
f o r  pu r cha se ,  t h e r e f o r e ,  wh i ch  c ou ld  be s u p p l i e d  i n  q u a n t i t i e s
s u f f i c i e n t  f o r  a y e a r ' s  s a l e s  w i t h  no change o f  c h a r a c t e r i s t i c s  
such as v i n t a g e  o r  s h i p p e r ’ s l a b e l .  Th i s  can c r e a t e  a supp l y  
p rob l em  because  o f  the  q u a n t i t y  the  w ine  merchant  must f i n d  and 
o f t e n  h o l d .  The p r o b l em  i s  e x a c e r b a t e d  when a group o f  h o t e l s  
o r  r e s t a u r a n t s  want  t o  l i s t  i d e n t i c a l  l i n e s  and t h e r e  have been 
t e m p t a t i o n s  i n  the  p a s t  f o r  s h i p p e r s  to  m i s l a b e l  w ines  i n  o r d e r  
t o  s a t i s f y  a l a r g e  group cus tomer  who wanted  t o  l i s t ,  say a 
p a r t i c u l a r  burgundy whi ch  i s  i n  s h o r t  s u p p l y .
In o u t l e t s  famous f o r  t h e i r  c e l l a r s  t h e r e  would  seem t o  e x i s t  
no good r ea so n  f o r  abandon ing  the w ine  l i s t  which t h e i r  c l i e n t e l e  
e x p e c t s .  I t  i s  f e l t ,  though , t h a t  i n  many o u t l e t s  the e l a b o r a t e  
l i s t  c ou ld  be a b o l i s h e d  i n  f a v o u r  o f  a l i s t  which i s  p roduced  
more c h e a p l y  by t y p i n g  and c o p y i n g .  Th i s  was f ound to  be the 
p r o c ed u r e  i n  two o u t l e t s  v i s i t e d  wh i ch had v e r y  good s a l e s  o f  
wine  and where  i t  i s  adop t ed  i t  g i v e s  the buyer  much g r e a t e r  
f l e x i b i l i t y  i n  the q u a n t i t i e s  o f  w ine  he can u s e f u l l y  pu rchase .
S p e c i a l  p r o m o t i o n s ,  such as u s i n g  a c ard  on the t a b l e  t o  promote  
a "w ine  o f  the  w e e k " ,  appea r ed  to  be v e r y  r a r e l y  un de r t ak en .  
S e v e r a l  o u t l e t s  had o r g a n i s e d  p r o mo t i o ns  f o r  B e a u j o l a i s  Nouveau 
i n  the  Autumn?when i t  f i r s t  comes on the  market ,  and th e s e  were  
r e p o r t e d  to  be s u c c e s s f u l .  I t  must be remembered,  ho wev e r ,  t h a t  
t h i s  w ine  had r e c e i v e d  e x t e n s i v e  p r e s s  c o v e r a g e  i n  Autumn 1971 an 
t o  a l e s s e r  e x t e n t  i n  1972 wh ich  amounted t o  f r e e  a d v e r t i s i n g .  
There  was a d i v e r g e n c e  o f  o p i n i o n  on the  p o s s i b i l i t y  o f  p r o mo t in g  
wine  by new methods b e tween  the  u n i t  managers i n t e r v i e w e d  and the 
h e a d q u a r t e r s  s t a f f  o f  the  l a r g e  g r o up s .  The f o rme r  were  unduly  
p e s s i m i s t i c  about  the p o s s i b i l i t y  o f  p r o mo t ing  s a l e s  and c ou ld  se 
no f u r t h e r  than the  e x i s t i n g  package  o f  an a n n u a l l y  p roduced  wine  
l i s t  c o n t a i n i n g  famous g e n e r i c  w ines  w h i l e  the  l a t t e r  were  e a g e r  
t o  p romote  s a l e s  but  f e l t  t h a t  s u g g e s t i o n s  f o r  so d o in g  should  
come f rom the  wine  t r a d e  r a t h e r  than f rom the h o t e l  and c a t e r i n g  
i n d u s t r y .  A d i s c u s s i o n  about  menu and wine  l i s t  d e s i g n  i s  t o  be 
f ound i n  bo th  Seabe r g  ( 58 )  and i n  Has zo n i c s  and B a r r a t t  ( 5 9 ) .
3 . 6 , 5  The Consumer
A l t h ou gh  i t  d id  no t  p r o v e  p o s s i b l e  t o  examine consumer a t t i t u d e s  
t o  wine  d r i n k i n g  i n  depth i n  th e  p r e s e n t  s tudy ,  i n f o r m a t i o n  on 
t h i s  s u b j e c t  was o b t a i n e d  f rom r e s t a u r a t e u r s ,  h o t e l i e r s  and wine  
w a i t e r s  who had c o n s i d e r a b l e  e x p e r i e n c e  o f  cus tomers  th e m s e l v e s .
A d i s t i n c t  p a t t e r n  o f  b e h a v i o u r  on the  p a r t  o f  consumers emerged 
whereby  what th ey  pur chased  depended  on t h e i r  f a m i l i a r i t y  w i t h  
o r d e r i n g  wine  i n  the  e a t i n g - o u t  s i t u a t i o n .  T h i s  f a m i l i a r i t y ,  in 
tu r n ,  was s a i d  t o  depend on the  s o c i o - e c o n o m i c  s t a t u s  o f  the  
consumer.  Consumers who r e g u l a r l y  d in e d  out appear ed  t o  show more 
c o n f i d e n c e  when o r d e r i n g  w in e ,  f r e q u e n t l y  emp l o y in g  i t s  name 
r a t h e r  than a b i n  number.  Such cus tomers  t ended  t o  b e l o n g  t o  the  
h i g h e r  s o c i a l  c l a s s e s .  They  were  d e s c r i b e d  as b e i n g  more e a g e r  
t o  o r d e r  l i t t l e  known w ines  and t o  d i s c u s s  t h e i r  c h o i c e  o f  wine  
w i t h  the  w ine  w a i t e r ,  t a k i n g  h i s  a d v i c e  where a p p r o p r i a t e .  Less 
f r e q u e n t  consumers o f  mea l s  ou t ,  f o r  whom e a t i n g  out  was i n  the  
na tu r e  o f  a s p e c i a l  o c c a s i o n ,  were  more l i k e l y  t o  be C ’ s o r  D’ s 
i n  terms o f  I . P . A .  s o c i a l  c l a s s  d e f i n i t i o n s .  The main c h a r a c t e r i s t i  
o f  t h i s  group was t h a t  t h e y  s e l e c t e d  w ines  w i t h  names which were  
f a m i l i a r  t o  them, c h i e f l y  t h e  w i d e l y  a d v e r t i s e d  branded  w ines  but 
a l s o  the  famous g e n e r i c  v a r i e t i e s ,  Sa u t e rnes  b e i n g  p a r t i c u l a r l y  
p o p u l a r .  They d i s c o u r a g e d  d i s c u s s i o n  o f  the  s u b j e c t  w i t h  th e  w a i t i n  
s t a f f  and d i d  no t  se ek  a d v i c e .  The o v e r a l l  p i c t u r e  i s  o f  a consumer 
who i s  p u r ch a s i n g  i n  a f i e l d  about  wh i ch  he knows l i t t l e  and who 
r e l i e s  on k e e p in g  t o  t he  f a m i l i a r ,  o r  at  l e a s t  r e c o g n i s a b l e ,  i n  
o r d e r  t o  a v o i d  making a g a f f e .  The d i s co u r age m en t  o f  d i s c u s s i o n  
seems a l s o  t o  stem f rom the  f e a r  o f  r e v e a l i n g  i g n o r a n c e .
3 , 6 . 6  The P r o f i t  Ma rg in  on Wines
The mark-up on t h e i r  w ines  was an a r ea  which s e v e r a l  c a t e r e r s  f e l t  
t h e y  shou ld  no t  d i s c l o s e .  The m a j o r i t y  d i d  d i s c l o s e  i t ,  however ,  
and s t a t e d  th ey  employed  a 50% mark-up,  t h a t  i s  i f  t h e y  bought  a 
b o t t l e  f o r  50p th ey  would  s e l l  i t  f o r  £1 .00 .  In f a c t  the  mark-up 
was f r e q u e n t l y  h i g h e r  than t h i s  s t a t e d  50% a f a c t  wh i ch c ou ld  be
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a s c c r t a i n e d  e a s i l y  by compar ing  wine l i s t s  w i t h  p u b l i s h e d  w h o l e s a l e  
p r i c e  s h e e t s .  The mark-up,  t h en ,  was g e n e r a l l y  f ound t o  bc 50% 
but i t  was n e a r e r  t o  60% in  many o u t l e t s  and was a p p r o x i m a t e l y  60% 
i n  some h i g h  spend ing  power  o u t l e t s .  A p a t t e r n  g e n e r a l l y  p r e v a i l e d  
whereby  t h i s  50% was r educed  on the  more e x p e n s i v e  w ines  i n  o r d e r  
t o  r educe  the  sp r ead  o f  p r i c e s  on the  l i s t .  Two r e s t a u r a t e u r s  
were  f ound ,  howeve r ,  who r e v e r s e d  t h i s  p r o c e s s  and cha r ged  a h i g h e r  
p e r c e n t a g e  on r e a l l y  r a r e  w i n e s .  The r a t i o n a l i s a t i o n  o f  t h i s  was 
t h a t  t h e y  w i shed  t o  d i s c o u r a g e  d i n e r s  f rom d r i n k i n g  th e s e  wines  
be cause  th ey  mi ght  tu r n  out  t o  be i r r e p l a c e a b l e  and t h e i r  p r e s e n c e  
l e n t  t one  t o  the  l i s t .
The r e  was no i n d i c a t i o n  t h a t  c a t e r e r s  as a group s e r i o u s l y  c o n s i d e r e d  
the  p o s s i b i l i t y  o f  r e d u c i n g  the  mark-up and m a i n t a i n i n g  or  i n c r e a s i n g  
t h e i r  p r o f i t s  by the  i n c r e a s e d  s a l e s  t h a t  t h i s  measure mi ght  p r o duce .  
In v i e w  o f  the  p r e j u d i c e  a g a i n s t  t h e  t r a d i t i o n a l  mark-up f e l t  on the  
p a r t  o f  many wine  s u p p l i e r s  an a t t em p t  was made t o  d i s c o v e r  any 
o u t l e t s  wh ich  had e x p e r im e n t e d  w i t h  a s i g n i f i c a n t l y  l o w e r  mark up.
No such o u t l e t s  we re  d i s c o v e r e d  but  th e  r e s e a r c h e r  was t o l d  o f  cas es  
where a l ow mark-up p o l i c y  had been adop t ed  and where  wine  s a l e s  had 
no t  i n c r e a s e d .  These  we re  p r o b a b l y  t r u e  s i n c e  i f  a r e s t a u r a n t  
sudden l y  l o w e r e d  i t s  w ine  p r i c e s  by 25% t h e r e  i s  no r ea son  t o  suppose 
t h a t  i t s  cus tomers  would i m m e d i a t e l y  s t a r t  d r i n k i n g  more w ine .
Un l es s  th e  move was w e l l - p u b l i c i s e d  the  m a j o r i t y  o f  them would 
p r o b a b l y  be unaware o f  t h e  change .  R e g u l a r  wine  d r i n k e r s  would have 
a c q u i r e d  the  h a b i t  o f  consuming a c e r t a i n  amount, and would  not  
n e c e s s a r i l y  d r i n k  more f o l l o w i n g  a p r i c e  f a l l  w h i l e  n o n - d r i n k e r s  
would  no t  g e n e r a l l y  p e ruse  th e  wine  l i s t  and t h e r e f o r e ,  un l e s s  some 
o t h e r  p r o m o t i on  was used t h e y  Would be unaware o f  t h e  p r i c e  f a l l .
A c ompar i s on  may be made be tween  the  case  o f  sugar  wh i ch i s  
somet imes  used as a l o s s  l e a d e r  i n  supe rma rke t s .  When one s t o r e  
i n  a town cuts  th e  p r i c e  o f  i t s  suga r  i t  i s  s a i d  t h a t  t h i s  d e v i c e  
succeeds  i n  f i l l i n g  the  s t o r e  w i t h  shopp e r s .  The same i s  not  t r ue  
o f  a l i c e n s e d  r e s t a u r a n t  wh ich  cu t s  th e  p r i c e  o f  i t s  w ines  and one 
i m p o r t a n t  r e a son  f o r  t h i s  d i f f e r e n c e  i s  t h a t  the  B r i t i s h  consumer 
has no t  known enough about  th e  c o s t  s t r u c t u r e  o f  t h e  t a b l e  wine
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market  t o  know when a p a r t i c u l a r  wine  011 a l i s t  r e p r e s e n t s  a b a r g a i n  
As p e o p l e  appea r ,  e s p e c i a l l y  i n  the  l a s t  two y e a r s ,  t o  be p u r ch as in g  
more and more t a b l e  w ine  t o  d r i n k  a t  home i t  i s  l i k e l y  t h a t  wine 
d r i n k e r s  a r e  becoming  more f a m i l i a r  w i t h  the  r e t a i l  p r i c e s  o f  many 
w ines  and t h a t ,  t h e r e f o r e ,  t he  c a t e r i n g  mark-up may d i s c o u r a g e  
consumpt ion  i n  th e  f u t u r e  a l t h ou g h  i t  has no t  done i n  the  p a s t .
A g e n e r a l  p o l i c y  o f  k e e p in g  w ine  p r i c e s  low i n  r e l a t i o n  t o  f o od  
p r i c e s  i n  c a t e r i n g  o u t l e t s  must a c t  as an i n c e n t i v e  t o  market  g rowth 
I t  i s  no t  s u g g e s t e d ,  h o we ve r ,  t h a t  an i n d i v i d u a l  o u t l e t  w i l l  
n e c e s s a r i l y  p r o f i t  i n  th e  s h o r t - t e r m  by l o w e r i n g  th e  mark-up.
Where wine  i s  s o l d  more c h e a p l y  than i s  usua l  i t  i s  im po r t an t  t h a t  
t he  cus tomer  be made aware  o f  t h e  f a c t .
Because o f  t he  u n i f o r m i t y  o f  t he  mark-up a c r o s s  d i f f e r e n t  c l a s s e s  
o f  e s t a b l i s h m e n t  a p a r t i c u l a r  w ine  t ends  t o  c o s t  th e  same i n  a 
cheap o r  a d ea r  l i c e n s e d  r e s t a u r a n t .  In the  l a t t e r ,  howeve r ,  the  
wine  would be che ape r  i n  r e l a t i o n  t o  t he  f o o d  and t h i s  p a r t l y  
e x p l a i n s  why w ines  s a l e s  p e r  p e r s o n  a r e  h i g h e r  i n  the  more e x p e n s i v e  
o u t l e t s .  The r e  a r e  good grounds f o r  s u g g e s t i n g  t h a t  a l o w e r  mark­
up be adop t ed  i n  the  c he ap e r  o u t l e t s  a l t h ou gh  t h i s  would  not  
n e c e s s a r i l y  r e s u l t  i n  an immedi a t e  boom in  wine  s a l e s .  S i n c e ,  as 
i s  shown b e l o w ,  t h e  che ape r  o u t l e t s  a re  l e s s  d ependen t  on wine  s a l e s  
f o r  a c o n t r i b u t i o n  t o  t h e i r  t o t a l  p r o f i t s ,  t h ey  have  more r ea so n  
than h i g h  spend ing  power  e s t a b l i s h m e n t s  t o  e x p e r im e n t  w i t h  methods 
o f  im p r o v in g  t h e i r  s a l e s  o f  t h i s  p roduc t . '
3 . 6 . 7  The C o n t r i b u t i o n  o f  Wine S a l e s  t o  T u r no ve r
Only  h a l f  t h e  r e s t a u r a n t s  approached  we re  a b l e  t o  sup p l y  d e t a i l s  
o f  the  p r o p o r t i o n  o f  t h e i r  t u r n o v e r  a c c oun t ed  f o r  by wine  s a l e s .
I t  was s u r p r i s i n g  t h a t  some e s t a b l i s h m e n t s  d i d  no t  have  t h e i r  s a l e s  
mix b e t t e r  documented p a r t i c u l a r l y  s i n c e  humble I n d i a n  r e s t a u r a t e u r s  
appea red  t o  be as f a m i l i a r  w i t h  t h e s e  s t a t i s t i c s  as th e  p r o p r i e t o r s  
o f  some w e l l - k n o w n  West  End r e s t a u r a n t s .  N e a r l y  a l l  t h e  h o t e l s  
v i s i t e d  were  a b l e  t o  su pp l y  t h i s  d a t a  r e v e a l i n g ,  p r o b a b l y ,  the  h i g h e
d e g r e e  o f  c l e r i c a l  suppo r t  f o r  management in h o t e l s .  The shar e  o f  
t u r n o v e r  ac coun ted  f o r  by wine  s a l e s  v a r i e d  w i d e l y  a c c o r d i n g  t o  th 
c l a s s  o f  th e  h o t e l  and whe ther  i t s  ma j o r  s e l l i n g  a r ea  was i t s  
r e s t a u r a n t ,  i t s  bars  o r  i t s  accommodat ion.  S i n c e  w ine  s a l e s  
th r ough  the  bar s  were  u s u a l l y  n e g l i g i b l e  the  r e s t a u r a n t  was where  
wine  was found t o  be s o l d  i n  h o t e l s  and h o t e l  r e s t a u r a n t s  were  
found t o  r e s e mb l e  o t h e r  r e s t a u r a n t s  i n  the  Way i n  wh i ch  wine  s a l e s  
were  r e l a t e d  t o  s i z e  and c l a s s  o f  e s t a b l i s h m e n t .  W i t h i n  the  
r e s t a u r a n t  c o n t e x t  i t  was f ound t h a t  wine  s a l e s  i n c r e a s e d  in  
p r o p o r t i o n  t o  t he  p r e v a i l i n g  a v e r a g e  spend ing  power .  The sample 
i n t e r v i e w e d  was t o o  sm a l l  t o  p roduce  a d e f i n i t i v e  p i c t u r e  o f  t h i s  
r e l a t i o n s h i p  but  th e  i n d i c a t i o n  was t h a t  wine  s a l e s  a c coun t ed  f o r  
a p p r o x i m a t e l y  10% o f  s a l e s  i n  o u t l e t s  which promoted  w ine  on the  
menu but where  the  a v e r a g e  spen d ing  power  was l ow ,  b e tween  £1.00 
and £1 .50 .  Th i s  p r o p o r t i o n  r o s e  t o  a l i t t l e  o v e r  30% in  o u t l e t s  
w i t h  an a v e r a g e  sp end ing  power  o f  £4 .00  o r  more.  Wine s a l e s ,  
t h e r e f o r e ,  make an im p o r t a n t  c o n t r i b u t i o n  t o  the  p r o f i t s  o f  
l i c e n s e d  r e s t a u r a n t s  and the  g r e a t  m a j o r i t y  o f  t h os e  i n t e r v i e w e d  
were  p e r f e c t l y  w i l l i n g  t o  a cknow l edge  t h i s .  They were  i n c l i n e d ,  
howe ve r ,  t o  be p e s s i m i s t i c  about  the  p o s s i b i l i t y  o f  i n c r e a s i n g  
p r o f i t s  by p r o m o t in g  w ine  s a l e s .  U n i t  managers ,  p a r t i c u l a r l y ,  
appea red  t o  f e e l  t h a t  t h e y  were  f u l l y  employed  a l r e a d y  and were  
not  i n  a p o s i t i o n  t o  d e v o t e  e x t r a  a t t e n t i o n  t o  w ine  s a l e s .
3 . 6 , 8  The R e l a t i o n s h i p  w i t h  Wine S u p p l i e r s
( a )  S t o ck  h e l d  and d e l i v e r y  p e r i o d s
Some o u t l e t s  have  l o n g  had a p o l i c y  o f  bu y ing  young w ine  o f  good 
v i n t a g e s  and l a y i n g  i t  down f o r  f u t u r e  use .  They are  g e n e r a l l y  
o u t l e t s  o r  groups  o f  o u t l e t s  where  the  a v a i l a b i l i t y  o f  f i r s t  c l a s s  
w ines  i s  a m a j o r  s e l l i n g  p o i n t .  Among the  i nde pe nde n t  h o t e l i e r s  
and r e s t a u r a t e u r s  o n l y  a m i n o r i t y  appear  t o  want t o  t i e  up c a p i t a l  
i n  w ine  a t  t he  p r e s e n t  t i m e .  The l a r g e  c a t e r i n g  g roups  have g i v e n  
a l e a d  i n  t h i s  m a t t e r  by r e l y i n g  on t h e i r  s u p p l i e r s '  t o  f i n d  the  
w ines  t h e y  want r a t h e r  than b u y in g  them i n  advance  a l t h o u g h  some
- 1 7 9 -
p r e s t i g e  o u t l e t s  w i t h i n  th e  g roups  do m a i n t a i n  t h e i r  own c e l l a r s .
For  t he  most  part , ,  t h e r e f o r e ,  t h e  c a t e r e r  r e q u i r e s  a supp l y  o f  
w ines  wh ich  are  r e a dy  t o  d r i n k .  He wants  them a t  r e g u l a r  i n t e r v a l s  
so t h a t  he i s  s av ed  the  c o s t  o f  h o l d i n g  s t o c k .  I t  was found t h a t  
most  o f  t h os e  c o n t a c t e d  r e q u i r e d  a w e e k l y  d e l i v e r y  a l t ho ug h  a 
m i n o r i t y  would  put  up w i t h  a f o r t n i g h t l y  o r  e ven  month ly  d e l i v e r y .  
R e g u l a r  d e l i v e r i e s  appear ed  t o  p r e s e n t  the  s u p p l i e r s  w i t h  no 
p rob l em i n  t h e i r  own a r e a s . b u t  where  a London-based  s h i p p e r  d i d  
no t  have  h i s  own t r a n s p o r t  f l e e t  he was found t o  be a t  a g r a v e  
d i s a d v a n t a g e  i n  marke ts  away f rom the  South E as t .  The managers 
i n t e r v i e w e d  would  t o l e r a t e  i n f r e q u e n t  d e l i v e r i e s '  f rom s u p p l i e r s  
o f  some s p e c i a l i t y  i t ems  but  t h e y  a lways  wanted a s h o r t  i n t e r v a l  
b e tween  d e l i v e r i e s  where  a s u p p l i e r  was b r i n g i n g  th e  bu lk  o f  t h e i r  
n e e d s .
( b )  Cho i c e  o f  a S u p p l i e r
Many c a t e r e r s  used more than one s u p p l i e r .  D e s p i t e  the  e x t r a  
a d m i n i s t r a t i v e  w o rk l o a d  t h a t  t h i s  p o l i c y  i n v o l v e d  t h e y  f e l t  t h a t  
i t  gave  them a g r e a t e r  d e g r e e  o f  i ndependence  o r  t h a t  i t  was 
n e c e s s a r y  i n  o r d e r  t o  o b t a i n  s p e c i a l i s t  i t e m s .  In the  cheape r  
o u t l e t s ,  wh i ch o n l y  o f f e r e d  a s t a n da rd  range  o f  w i n e s ,  the  l a t t e r  
argument d i d  no t  a p p l y .  The g r e a t  m a j o r i t y  o f  g roup-owned  o u t l e t s  
had t h e i r  s u p p l i e r  l a i d  down by a head o f f i c e  b u y e r .  The way i n  
which the  l a r g e  g roups  choose  a s u p p l i e r  appears  t o  be v e r y  much 
a q u e s t i o n  o f  c o s t  m i n i m i s a t i o n .  On ly  a ha nd f u l  o f  s u p p l i e r s  are  
b i g  enough t o  f u l f i l  a l l  t h e i r  n e e d s ,  i n  any c a s e .  The h o t e l  and 
c a t e r i n g  i n d u s t r y  i s  s t i l l  d om inat ed  by i ndepe nde n t  o u t l e t s  and 
sma l l  g roups  and so th e  p u r c h a s i n g  b e h a v i o u r  o f  t h e s e  o u t l e t s  i s  
f e l t  t o  be o f  c o n s i d e r a b l e  im po r t a nce  t o  the  wine  s u p p l i e r .
The image o f  a s u p p l i e r ,  wh i ch  i s  a p r o d uc t  o f  h i s  r e p u t a t i o n  and 
p as t  e x p e r i e n c e  w i t h  him,  was f ound t o  be c r u i c i a l  t o  the  p u r ch as in g  
d e c i s i o n .  Many c a t e r i n g  managers  appear ed  t o  have a men ta l  l i s t  
o f  s u p p l i e r s  whom t h e y  wou ld  no t  use under  any c i r c u m s ta n ce s  b e cause
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o f  t h e i r  bad image .  O f t e n  the  r e l a t i o n s h i p  w i t h  a s u p p l i e r ’ s 
a g en t s  was 011 a p e r s o n a l  l e v e l  and the  company would  be i d e n t i f i e d  
v e r y  c l o s e l y  w i t h  i t s  s a l e sman .  C a t e r e r s  e x h i b i t e d  a need f o r  
p e r s o n a l  c o n t a c t  and c l e a r l y  wanted  t o  know t h e i r  s u p p l i e r s  as 
p e o p l e  r a t h e r  than i n  a p u r e l y  f o r m a l  manner.  I t  was n o t i c e a b l e  
t h a t  once a f a v o u r a b l e  r e l a t i o n s h i p  d e v e l o p e d  be tween  c a t e r e r  and 
s u p p l i e r  th e  f o rm e r  would  be v e r y  l o a t h  t o  move h i s  o r d e r  
e l s e w h e r e .  Good e x p e r i e n c e  w i t h  a s u p p l i e r  g e n e r a l l y  meant t h a t  
th e  s u p p l i e r  d e l i v e r e d  p r o m p t l y ,  n e v e r  made m i s t a k e s  o v e r  t y pe s  
or  v i n t a g e s  ( o r  i f  he d i d  r e c t i f i e d  them i m m e d i a t e l y )  and d i d  
no t  p r e s s  f o r  payment  t o o  b r u s q u e l y .
A l th ou g h  p r i c e  i s  an i m p o r t a n t  f a c t o r  t o  the  c a t e r e r  he does no t  
appear  t o  h a g g l e  o v e r  t he  p r i c e  o f  i n d i v i d u a l  l i n e s ,  s i n c e  he i s  
u s u a l l y  bu y i ng  a r a n g e ,  but  i s  i n f l u e n c e d  by the  o v e r a l l  terms he 
o b t a i n s  wh ich  may i n c l u d e  p r i n t i n g  o f  h i s  wine  l i s t ,  th e  h o l d i n g  
o f  unpa id  r e s e r v e s  o r  v a r i o u s  forms o f  e x t en ded  c r e d i t .  A l th ou g h  
some p ur ch as e r s  t a k e  a p r i d e  i n  the  q u a l i t y  o f  t h e i r  w ines  t h i s  
d i d  no t  appear  t o  be among the  most  im po r t an t  d e t e r m in a n t s  o f  
s u p p l i e r  c h o i c e .  I t  was n e v e r  s u g g e s t e d  t h a t  a p a r t i c u l a r  
s u p p l i e r  was used because  he s o l d  p a r t i c u l a r l y  good w ines  but 
o f t e n  t h a t  he gave  a v e r y  good s e r v i c e  o r  v e r y  good t e rms .
Some managers  c l e a r l y  e n j o y e d  d e a l i n g  i n  w ines  f rom pure  f a s c i n a t i o n  
w i t h  the  s u b j e c t  but  t h e  m a j o r i t y  s ought  t o  m in i m i s e  t h e i r  own 
i n v o l v e m e n t  by r e l y i n g  on a s u p p l i e r  who c ou ld  t o  a l a r g e  e x t e n t  
r e l i e v e  them o f  t h e  burden o f  t h i s  a s p e c t  o f  t h e i r  b u s i n e s s .  A 
common p a t t e r n  was f o r  t h e  h o t e l i e r  o r  r e s t a u r a t e u r  t o  use one main 
s u p p l i e r ,  o f  the  marke t  house t y p e ,  f o r  t he  bu lk  o f  h i s  needs 
and t o  employ  o t h e r  s u p p l i e r s  f o r  s p e c i a l i s t  i t e m s .  I t  was 
c o n s i d e r e d  v e r y  im p o r t a n t  t h a t  o r d e r s  c ou ld  be t aken  by phone and 
acted upon q u i c k l y .  I t  seems c l e a r  t h a t  t hos e  s u p p l y i n g  wine  t o  
the  c a t e r i n g  t r a d e  shou ld  t a k e  p a r t i c u l a r  no t e  o f  t he  f o l l o w i n g  
p o i n t s :
( i )  Tha t  t h e i r  s w i t c h b o a r d  i s  c o n s t a n t l y  and
e f f i c i e n t l y  manned so t h a t  i ncoming  c a l l s  
a r e  d e a l t  w i t h  p r o m p t l y  and p l e a s a n t l y .
( i i )  That  t h e r e  a r e  p e r s o n n e l  a v a i l a b l e  on the
t e l e p h o n e  who know as much about  w ine  as 
a c a t e r e r  who i s  i n t e r e s t e d  i n  th e  s u b j e c t  
and who have  th e  a u t h o r i t y  t o  d e a l  w i t h  him.
The se cond  p o i n t  about  th e  knowl edge  o f  t h os e  t a k i n g  o r d e r s  i s  o f  
g r e a t  impo r t ance  i n  the  w ine  t r a d e  b ecause  a g e n e r i c  wine  can be 
d i f f e r e n t i a t e d  on s e v e r a l  d imens i ons  such as brand name, s h i p p e r ,  
v i n t a g e  o r  v i n e y a r d .  A s im p l e  term such as Sau t e rn es  may ap p l y  
t o  h a l f  a dozen i t ems  on a w h o l e s a l e r ’ s l i s t  and where  i n e x p e r i e n c e d  
s t a f f  do no t  f u l l y  un de r s t and  the  d i s t i n c t i o n s  b e tween  th e s e  i t ems 
t h e r e  a r e  ample grounds f o r  c o n f u s i o n  which may r e s u l t  i n  the  
annoyance o f  th e  c a t e r e r .
D e s p i t e  t h e  dominance o f  the  w ine  and s p i r i t  s u b s i d i a r i e s  o f  the  
l a r g e  b r e w e r i e s  th e  i n d ep en d en t  s h i p p i n g  and w h o l e s a l i n g  f i r m s  
we re  o f t e n  men t i oned  by  c a t e r e r s  as t h e i r  s ou r c e  o f  su p p l y .
N o r m a l l y  t he  buyer  w i l l  have  t o  buy i n  l a r g e r  q u a n t i t i e s ,  a t  l e a s t  
c as e  l o t s ,  f rom a g enu ine  s h i p p i n g  f i r m  but  t o  an o u t l e t  w i t h  
good w ine  s a l e s  t h i s  i s  no g r e a t  p r o b l em .  Employ ing  the  
i ndepe nde n t  f i r m s  o f t e n  meant t h a t  c a t e r e r s  had t o  f o r e g o  the  
a d m i n i s t r a t i v e  ad va n t age s  o f  u s in g  a s o l e  s u p p l i e r  as t h e s e  f i r m s  
were  l e s s  l i k e l y  t o  p r o v i d e  a f u l l  r ange  than the  l a r g e  market  
houses .  A l th ou g h  t h e r e  we re  somet imes  c o s t  adv an t age s  i n  u s in g  
th e s e  f i r m s  the  m a j o r  r e a son s  f o r  t h e i r  p o p u l a r i t y  were  t h e i r  
r e p u t a t i o n  and the  r e l a t i o n s h i p  th e  c a t e r e r  had e s t a b l i s h e d  w i t h  
them. Once the  r e s t a u r a t e u r  o r  h o t e l i e r  had used a p a r t i c u l a r  
s u p p l i e r  f o r  a number o f  y e a r s  he appea red  t o  be v e r y  l o a t h  t o  
change f rom him.  Many i n de pe nde n t  c a t e r e r s ,  m o r e o v e r ,  p r e f e r  t o '  
d e a l  w i t h  a w ine  s u p p l i e r  whom t h e y  see  as ’ ’ i n d e p e n d e n t ” as w e l l .  
Because  o f  t h e i r  s i z e  t h e  i n d ep en d en t  s u p p l i e r s  o f t e n  gave  a more 
p e r s o n a l  t ouch and the  c a t e r e r  would  somet imes  d e a l  d i r e c t l y  w i t h  
t h e i r  w ine  buyer  as w e l l  as w i t h  sa l e smen.
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Whether  a wine  was r e a d i l y  a v a i l a b l e  i n  r e t a i l  o u t l e t s  d i d  nut. 
appear  t o  be such an i m p o r t a n t  c o n s i d e r a t i o n  as had p r e v i o u s l y  been 
th ou gh t .  I t  had been c o n s i d e r e d  t h a t  c a t e r e r s  would  no t  w i sh  to  
l i s t  a w ine  which was r e a d i l y  a v a i l a b l e  i n  o f f - l i c e n c e  o u t l e t s  s i n c e  
t h i s  would  encourage  cus tomer s  t o  make ad v e r s e  compar i sons  b etween  
normal  r e t a i l  p r i c e s  and r e s t a u r a n t  p r i c e s .  In f a d  t h i s  p o i n t  
was r a r e l y  men t i oned  v o l u n t a r i l y  by  th e  managers  i n t e r v i e w e d  and 
i t  would  appear  t h a t  t h e y  ar e  r i g h t  t o  p l a c e  l i t t l e  emphasis  on 
i t  s i n c e  the  branded  wines  wh i ch were  found t o  e n j o y  good s a l e s  i n  
c a t e r i n g  o u t l e t s  were  known t o  have good d i s t r i b u t i o n  i n  the  t a k e ­
away t r a d e .  I t  appears  t h a t  f a m i l i a r i t y  o f  the  brand name t o  the  
consumer was o f  g r e a t  i m po r t a nce  i n  p r o m o t i ng  s a l e s  i n  the  o n - t r a d e  
and t h a t  t h i s  f a c t o r  ou tw e i gh ed  the  p o s s i b l e  a d v e r s e  p r i c e  
c o m p a r i s o n .
( c )  A t t i t u d e  t o  th e  Wine T rade
In g e n e r a l  t h e  c a t e r e r s  had a h i g h  o p i n i o n  o f  t h e i r  s u p p l i e r s  
p a r t i c u l a r l y  where  the  l a t t e r  had gone out  o f  t h e i r  way t o  h e l p  
them in  th e  p as t  f o r  example  by s u p p l i n g  at  v e r y  s h o r t  n o t i c e .
The o n l y  f a u l t  o f  wh i ch  the  s u p p l i e r s  were  ac cused  w i t h  r e g u l a r i t y  
was s u b s t i t u t i n g  a r e c e n t  v i n t a g e  i n  a shipment  o f  a p a r t i c u l a r  
wine  w i t h o u t  t e l l i n g  th e  c a t e r e r  t h a t  t h i s  was b e i n g  done.  I t  
was f e l t  t h a t  s u p p l i e r s  d i d  no t  a lways  r e a l i s e  t he  d i f f i c u l t i e s  
r e s u l t i n g  f rom p r e s e n t i n g  a r e s t a u r a n t  customer  w i t h  a b o t t l e  o f  
1969 when the  wine  l i s t  c l e a r l y  s t a t e d  1966.  I t  was s a i d  
r e p e a t e d l y ,  howeve r ,  t h a t  wine  sa l esmen were o f  a h i g h e r  c a l i b r e  
than the  s a l esmen f o r  o t h e r  p r o d u c t s .  One r e s pon den t  who had 
had c o n s i d e r a b l e  e x p e r i e n c e  i n  the  French r e s t a u r a n t  t r a d e  s t a t e d  
t h a t  t he  r e p r e s e n t a t i v e s  o f  w ine  s u p p l i e r s  i n  Gr ea t  B r i t a i n  t ended  
t o  d e a l  o n l y  w i t h  u n i t  managers  and i g n o r e  th e  w a i t i n g  s t a f f .  In 
v i e w  o f  t h e  appar en t  l a c k  o f  r e a l  communicat i on b e tween  manager  
and w a i t e r s  wh ich  o f t e n  e x i s t s ,  r e f e r r e d  t o  i n  th e  N .E .D .O .  r e p o r t  
( 57 )  as " m a n a g e r i a l  a b d i c a t i o n " ,  i t  would  seem n e c e s s a r y  f o r  any 
s u p p l i e r  t o  th e  c a t e r i n g  i n d u s t r y  t o  encourage  c o n t a c t  w i t h  non- 
m a n a g e r i a l  s t a f f .  T h i s  p r o c e d u r e  must be hand l ed  d i s c r e e t l y ,  
howeve r ,  t o  a v o i d  a n t a g o n i s i n g  u n i t  managers .
Wine has t o  be pur chased  unseen i n  th e  sense  t h a t  t he  c a t e r i n g  
buyer  i s  unaware o f  t he  p r e c i s e  na tu r e  o f  the  c o n t e n t s  o f  the  
b o t t l e s  he pu r c h as e s .  He w i l l  a lmos t  c e r t a i n l y  have been g i v e n  
a t a s t i n g  but  i t  would be p o s s i b l e  f o r  the  s u p p l i e r  t o  s u b s t i t u t e  
a d i f f e r e n t  wine  i n  h i s  d e l i v e r i e s  f rom the  one t a s t e d .  For  t h i s  
r e a son  i t  i s  i m po r t an t  t o  t h e  s u p p l i e r  t h a t  he shou ld  be seen as 
t r u s t w o r t h y  by h i s  c l i e n t s  and s e v e r a l  r e sp on den t s  men t i oned  t h a t  
mutual  t r u s t  was the  e s s e n ce  o f  t he  r e l a t i o n s h i p  b e tween  wine  
merchant  and c a t e r e r .  T h i s  u n d e r l i n e s  the  impo r t ance  o f  m a i n t a i n i n g  
a good r e p u t a t i o n  on the  p a r t  o f  a w ine  s u p p l i e r  d e a l i n g  w i t h  the  
c a t e r i n g  t r a d e .
3 . 6 . 9  Summary
The w ines  o f f e r e d  by c a t e r i n g  o u t l e t s  r e f l e c t  a more t r a d i t i o n a l  
s e l e c t i o n  i n  terms o f  t y p e s  and p l a c e s  o f  o r i g i n  than i s  the  cas e  
i n  th e  t a k e - a wa y  marke t .  D e s p i t e  t h e  emphasis  by c a t e r e r s  on 
t r a d i t i o n a l  w ine  v a l u e s ,  ho we ve r ,  t h e  bu lk  o f  th e  w ine  s o l d  a t  the  
l o w e r  end o f  the  marke t  t e nd e d  t o  be o f  the  c he ap es t  v a r i e t y  and 
was o f t e n  o f  Span i sh  o r  C e n t r a l  European o r i g i n .  I ndependen t  
c a t e r e r s  ap pea r ed ,  i n  g e n e r a l ,  t o  be l e s s  c once rned  at  m i n i m i s i n g  
the  p r i c e  o f  t he  w ine  t h e y  pur chased  than d i d  th e  l a r g e  cha ins  
w i t h  the  r e s u l t  t h a t  a l t h ou g h  the  w ine  s o l d  by th e  f o r m e r  migh t  
be more e x p e n s i v e  t o  th e  cus tomer  t h i s  g e n e r a l l y  r e f l e c t e d  b e t t e r  
q u a l i t y .
The main purpose  o f  th e  use o f  c a r a f e s  appears  t o  be t o  g l a m o r i s e  
th e  humble w ines  t h e y  c o n t a i n  i n  o r d e r  t o  j u s t i f y  the  p r i c e  t h ey  
c a r r y  and i t  i s  s u g g e s t e d  t h a t  t he  most  u s e f u l  purpose  t o  be s e r v e d  
by them i s  t o  o f f e r  th e  consumer a q u a n t i t y  o f  w ine  o t h e r  than the  
c o n v e n t i o n a l  b o t t l e  s i z e .  The q u a n t i t y  shou ld ,  ho we ve r ,  be 
i n d i c a t e d  on the  menu o r  w ine  l i s t .  In low spend ing  power  o u t l e t s ,  
where  th e  a v e r a g e  cus tomer  spen t  l e s s  than £1.50 a head ,  50% or  
more o f  th e  s a l e s  we re  o f  th e  c h e a p e s t  wine  whe the r  i t  was i n  
c a r a f e  o r  n o t .
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S p e c i a l i s t  w ine  w a i t e r s  are  a s s o c i a t e d  w i t h  the  more e x p e n s i v e  
c a t e r i n g  o u t l e t s .  I t  i s  o n l y  i n  th e s e  o u t l e t s  t h a t  t h e i r  employment  
becomes a v i a b l e  p r o p o s i t i o n  i n  te rms o f  the  q u a n t i t y  o f  w ine  th ey  
are  l i k e l y  t o  s e l l .  G i ven  the  c l a s s  o f  o u t l e t  where  a wine  w a i t e r  
i s  a p p r o p r i a t e  he can have an im po r t an t  i n f l u e n c e  on s a l e s  and more 
m a n a g e r i a l  e f f o r t  shou ld  be d e v o t e d  t o  h i s  t r a i n i n g  and e n c o u r a g e ­
ment than i s  c u r r e n t l y  th e  c a s e .
In the  m a t t e r  o f  p o i n t  o f  s a l e  p r o m o t i on  the  c a t e r i n g  t r a d e  appears  
v e r y  u n w i l l i n g  t o  use any p r i n t e d  m a t e r i a l  o t h e r  than menu or  wine  
l i s t .  T h i s  a t t i t u d e  a r i s e s  p a r t l y  f rom the  d e s i r e  o f  u n i t  managers 
t o  m in im i s e  i n v o l v e m e n t  i n  t h i s  a r e a  and p a r t l y  f rom a p e s s i m i s t i c  
v i e w  o f  th e  p o s s i b i l i t y  o f  p r o m o t i n g  an i n d i v i d u a l  w ine  o r  range  
o f  w in es .
The g r o s s  p r o f i t  marg in  on t a b l e  w ines  was found t o  be 50% o f  the  
s e l l i n g  p r i c e  and t h e r e  was a h i g h  d e g r e e  o f  un an i m i t y  o v e r  t h i s  
f i g u r e .  Managers  i n  the  i n d u s t r y  do no t  appear  t o  have  c o n s i d e r e d  
the  l o n g  term b e n e f i t s  i n  th e  shape o f  market  g rowth  which might  
ensue f rom a l o w e r i n g  o f  t h e  mark-up.  P r o f i t s  f rom wine  s a l e s  
makes an i m po r t an t  c o n t r i b u t i o n  t o  t o t a l  p r o f i t s  i n  l i c e n s e d  c a t e r i n j  
and i n c r e a s e s  i n  impo r t ance  as th e  a v e ra g e  spend ing  power  i n  the  
e s t a b l i s h m e n t  i n c r e a s e s .
The bases  on whi ch c a t e r e r s  choose  t h e i r  wine  s u p p l i e r s  v a r y  w i t h  
the  s i z e  o f  t he  e n t e r p r i s e  but  r e l i a b i l i t y  o f  t he  s u p p l i e r  i s  a 
c r u c i a l  f a c t o r  i n  a l l  c a s e s .  The i n t e r v i e w e e s  a l l  had a h i gh  
o p i n i o n  o f  t h e i r  s u p p l i e r s  and t h i s  good image o f  the  wine  t r a d e  
shou ld  p r o v e  h e l p f u l  i n  i n d u c i n g  c a t e r i n g  o u t l e t s  t o  adopt  new 
p o l i c i e s .
3 . 6 . 1 0  Wine Bars
Two l e a d i n g  w ine  ba r  cha in s  we r e  c o n t a c t e d  i n  the  c o u r s e  o f  the  s tudy  
and i t  i s  f e l t  t h a t  t h i s  s o r t  o f  o p e r a t i o n  i s  r e l e v a n t  t o  the  
c a t e r i n g  market  f o r  w i n e .  They  appear  t o  have h i g h e r  s a l e s  o f  f o o d
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than a r e  normal  i n  a p u b l i c  house so t h a t  a l t ho ug h  th ey  are  
b a s i c a l l y  d r i n k i n g  e s t a b l i s h m e n t s  th ey  a l s o  r e s em b l e  r e s t a u r a n t s  
w i t h  v e r y  h i g h  d r i n k  s a l e s .  Food s e r v i c e  i s  s imp l e  and customers  
t end  t o  s t a y  at  a t a b l e  f o r  a s h o r t e r  p e r i o d  o f  t ime  than they  would 
i n  a r e s t a u r a n t .  As was no t e d  i n  P a r t  2 wine  bar s  t ake  a much 
l o w e r  p r o f i t  marg in  on w ines  than do h o t e l s  and r e s t a u r a n t s  and 
appear  t o  s e l l  t h e i r  t a b l e  w ine  by the  b o t t l e  a t  about  30%-40% 
more than the  o f f - l i c e n c e  p r i c e .
These  ba r s  e n j o y  v e r y  good w ine  s a l e s ,  a f u n c t i o n  o f  t h e i r  low 
mark-up and the  a r eas  i n  wh ich  t h e y  a r e  l o c a t e d  which  are  l i k e l y  
t o  be f r e q u e n t e d  by a h i g h  p r o p o r t i o n  o f  p e o p l e  who are  r e g u l a r  
wine  d r i n k e r s .  One o f  t h e  ba r s  v i s i t e d  was s e l l i n g  a p p r o x i m a t e l y  
800 b o t t l e s  a week o f  t a b l e  wine  a l o n e . T h i s  f i g u r e  appeared  t o  be 
normal  f o r  t he  t y p e  o f  o u t l e t  and was a lmos t  t w i c e  as h i gh  as the  
s a l e s  f rom a l i c e n s e d  r e s t a u r a n t  o f  th e  same f l o o r  a r e a .  The 
succe s s  o f  a wine  ba r  d epends ,  ho we ve r ,  on l o c a t i o n  and the  
o u t l e t s  s t u d i e d  were  a l l  i n  c e n t r a l  London,  a h i g h  p r o p o r t i o n  o f  
them in  th e  C i t y .  In  some cas e s  t h e y  are  l unch t ime  venues  f o r  
bus inessmen and i n  o t h e r s  th e  c e n t r e  o f  e v e n i n g  a c t i v i t y  f o r  a 
y ounge r  s e t  but  i n  any cas e  t h e y  can draw on cachment a r eas  
where  the  i n h a b i t a n t s  a r e  l i k e l y  t o  be bo th  more a f f l u e n t  and 
more s o p h i s t i c a t e d  than the  n a t i o n a l  a v e r a g e .
3 . 6 . 1 1  I n d u s t r i a l  C a t e r i n g
The p r o v i s i o n  o f  wine  w i t h  lunch f o r  t h e i r  s e n i o r  management i s  
now s t an da rd  p r a c t i c e  w i t h  a s m a l l  number o f  f i r m s .  In one o u t l e t  
which was e n c o u n t e r e d ,  t h e  s t a f f  had t o  pay f o r  t h e i r  wine  a l t hou gh  
i t  was s o l d  near  t o  c o s t  p r i c e .  Where th e  wine  was p r o v i d e d  f r e e  
i t  appea red  t h a t  the  r e c i p i e n t s  t ended  t o  consume h a l f  a b o t t l e  
each on a v e r a g e .  V e r y  f ew u n i t s  o f f e r  w ine  i n  t h i s  way at  the  
p r e s e n t  t ime  e ven  t o  s e n i o r  managers  but  i t  i s  l i k e l y  t o  become a 
more f r e q u e n t  p r a c t i c e  i n  th e  f u t u r e  i n  v i e w  o f  t h e  i n c r e a s i n g  
p o p u l a r i t y  o f  w ine  d r i n k i n g  a t  home. The Bateman C a t e r i n g  O r g a n i s ­
a t i o n  i n  a r e p o r t  on i n d u s t r i a l  c a t e r i n g  (60 )  has s u g g e s t e d  th a t
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the  s e r v i n g  o f  wine i n  o f f i c e - t y p e  env i r onmen t s  w i l l  i n c r e a s e  
n o t i c e a b l y  i n  the  f u t u r e .  I t  a rgues  t h a t  the  p r o f i t s  t o  be made 
f rom l i q u o r  s a l e s  can be used t o  o f f s e t  t he  s u b s i d i e s  i n c u r r e d  in  
i n d u s t r i a l  c a t e r i n g  and t h a t  i t  i s  b e t t e r  i f  s t a f f  can have a d r i n k  
i n  a c o n t r o l l e d  env i r onmen t  r a t h e r  than g o in g  t o  an o u t s i d e  ba r .
3.7  V a l i d a t i o n  o f  th e  P o s t a l  Q u e s t i o n n a i r e  R e s u l t s
As a check t h a t  the  p o s t a l  q u e s t i o n n a i r e  had been i n t e r p r e t e d  
c o r r e c t l y  v i s i t s  Were made t o  10 h o t e l s  and 6 r e s t a u r a n t s  which 
had r e t u r n e d  the  p o s t a l  q u e s t i o n n a i r e .  In a l l  c as e s  the  r e sp on den t  
appeared  t o  have  found the  q u e s t i o n n a i r e  e asy  t o  c om p l e t e  and the  
o n l y  s i g n i f i c a n t  d i f f e r e n c e s  b e tween  the  p o s t a l  q u e s t i o n n a i r e s  and 
thos e  o b t a i n e d  in  p e r s o n a l  i n t e r v i e w i n g  were  t h a t  the  p r i c e  o f  a 
mea l ,  as measured by the  q u e s t i o n  on spend ing  powe r ,  was found i n  
some cas e s  t o  have  r i s e n  i n  the  i n t e r v a l ,  which was o f  a p p r o x i m a t e l y  
6 months.
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4 .1  I n t r o d u c t i o n
In  t h i s  c h a p t e r  a b r i e f  d i s c u s s i o n  o f  the  p r i n c i p l e s  o f  f o r e c a s t i n g  
i s  f o l l o w e d  by an e x a m in a t i o n  o f  2 p r e v i o u s  a t t emp t s  a t  f o r e c a s t i n g  
i n  the  w ine  market  and by  a d i s c u s s i o n  o f  how a m a th e m a t i c a l  model  
may be d e v e l o p e d  which  w i l l  e x p l a i n ,  and p o s s i b l y  p r e d i c t ,  wine  
c onsumpt i on .  Th i s  s e c t i o n  on model  b u i l d i n g  r e p r e s e n t s ,  i n  e f f e c t ,  
an e c o n o m i s t ’ s i d e a l  and i n  the  f o l l o w i n g  s e c t i o n ,  wh ich  i s  a su r v e y  
o f  the  da t a  a v a i l a b l e  i n  t h i s  f i e l d ,  i t  becomes c l e a r  t o  what  e x t e n t  
the r e l e v a n t  economic  v a r i a b l e s  a r e  q u a n t i f i a b l e .  The re  f o l l o w s  a 
summary o f  the c a l c u l a t i o n s  wh ich  we re  a t t em p t e d  and the  r e s u l t s  
o b t a i n e d  and the  c h a p t e r  c onc lu des  w i t h  a f o r e c a s t  o f  market  g rowth 
f o r  w ine  consumed i n  c a t e r i n g  e s t a b l i s h m e n t s .
A l t h o u g h  the f o r e g o i n g  may i m p l y  a ma th em a t i c a l  approach t o  f o r e c a s t i n g  
i t  i s  c l e a r l y  i m p o s s i b l e  t o  r educe  a l l  the  f a c t o r s  wh i ch  may i n f l u e n c e  
the  demand f o r  t h i s  p r o d u c t  t o  s t a t i s t i c a l  t e r m s . In f o r e c a s t i n g  the 
demand f o r  w ine  the r e s e a r c h e r  must a l s o  take  i n t o  ac coun t  f u t u r e  
p o l i t i c a l  e v e n t s ,  such as p o s s i b l e  l e g i s l a t i o n  on the  E r r o l  and C l ayson  
C o m m i t t e e s 1 r ec ommendat i ons ,  and s o c i a l  phenomena,  such as the 
s p r e a d i n g  a c c e p t a n c e  o f  wine  d r i n k i n g  through the d i f f e r e n t  s o c i a l  
c l a s s e s .
A l t h ou gh  the  amount and t ype  o f  w ine  im po r t ed  i n t o  the  U.K.  i s  w e l l  
documented i n  Customs and E x c i s e  Repo r t s  (61 )  t h e r e  are  no da t a  
a v a i l a b l e  wh i ch  y i e l d  the  same i n f o r m a t i o n  about  the  amount o f  wine  
pu r chased  by  c a t e r i n g  e s t a b l i s h m e n t s ;  t h a t  i s ,  i n  the  p r e s e n t  terms 
o f  r e f e r e n c e ,  h o t e l s ,  r e s t a u r a n t s  and l i c e n s e d  c l u b s .  For  t h i s  
r e a so n  i t  has g e n e r a l l y  been n e c e s s a r y  t o  f o r e c a s t  the t o t a l  
demand f o r  wine  o f  p a r t i c u l a r  t y p e s  and then t o  p roduce  a f u r t h e r  
f o r e c a s t  f o r  the  wine  c onsumpt ion o f  the c a t e r i n g  market  by making 
a ssumpt ions  about  the  p r o p o r t i o n  o f  the  t o t a l  market  which i s  and 
whi ch  w i l l  be a c cou n t ed  f o r  by the  c a t e r i n g  s e c t o r .
PART 4 FORECASTING OF FUTURE DEMAND
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There  i s  a w i d e l y  a c c e p t e d  d i s t i n c t i o n  i n  the f i e l d  o f  demand s t u d i e s  
b e tween  p u r e l y  m ec h an i c a l  methods o f  f o r e c a s t i n g  and methods which 
s e ek  t o  e x p l a i n  e conomi c  r e l a t i o n s h i p s .  I t  i s  d e a l t  w i t h ,  f o r  e xamp le ,  
by  Rob inson  (62 )  and Quandt ( 6 3 ) .  The m ech an i ca l  methods p r o c e e d ,  
w i t h  v a r y i n g  d e g r e e s  o f  s t a t i s t i c a l  s o p h i s t i c a t i o n ,  by a t t e m p t i n g  to  
deduce t ime  t r ends  i n  consumpt i on  da t a  t h a t  may be used to  f o r e c a s t  
the v a l u e s  wh ich  the da t a  s e r i e s  w i l l  t ake  i n  the  f u t u r e .  Th i s  
approach may a t t e m p t  t o  r e l a t e  the  demand f o r  a p r o d u c t  i n  one t ime  
p e r i o d  t o  the  q u a n t i t i e s  wh i ch  we r e  pur chased  i n  p r e c e e d i n g  t ime  
p e r i o d s  by  an e x p r e s s i o n  such as :
4 .2  P r i n c i p l e s  o f  F o r e c a s t i n g
Y t  = b l Y t - l  + b 2Y t - 2 * * ' bnY t - n
" Y n " i s  the  amount o f  p r o d u c t  " Y "  pur chased  i n  t ime  p e r i o d  nn"  and 
the  " b ' s "  a r e  a s e r i e s  o f  n u m e r i c a l  w e i g h t s  wh ich  may be e s t i m a t e d  
by  r e g r e s s i o n  methods .  An a l t e r n a t i v e  s t a t e m e n t  o f  a t ime t r e n d  
m igh t  be :
Y = a + bT
" Y "  i s  a g a in  the  q u a n t i t y  o f  the  good which i s  pu r chased ,  " a "  and " b " 
a re  c o n s t a n t s  wh i ch  can be c a l c u l a t e d  and " T "  i s  t i m e .  In p r a c t i c e  
" T "  wou ld  take  the  v a l u e  o f  " 1 ”  f o r  the  f i r s t  o b s e r v a t i o n  i n  a t ime 
s e r i e s .  I f  the s e r i e s  c o n t a i n e d  10 e n t r i e s ,  f o r  example  annual  wine  
c onsumpt i on be tween  1951 and 1960,  then the  f i n a l  v a lu e  o f  " T "  used 
i n  the  c a l c u l a t i o n  o f  the  c o n s t a n t s  wou ld  be " 1 0 " .  To use such an 
e x p r e s s i o n  f o r  f o r e c a s t i n g ,  h a v i n g  d e t e rm in e d  " a "  and " b ” by 
r e g r e s s i o n  methods ,  the  v a l u e  o f  " T "  f o r  the  f u t u r e  p e r i o d  i s  i n s e r t e d  
i n t o  the  e q u a t i o n  and the  f u t u r e  " Y "  can then be e a s i l y  c a l c u l a t e d .
An e x p r e s s i o n  o f  the  fo rm :
Y -  a + bT
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i s  s i m p l y  an a r t i t h m e t i c a l  d e v i c e  ho weve r ,  s i n c e  " Y "  cannot  r e a l l y  
be a f u n c t i o n  o f  t im e .  In  f a c t  t h i s  method o f  f o r e c a s t i n g  a v o i d s  
the i s s u e  o f  what  i t  i s  t h a t  i n f l u e n c e s  the amount o f  a good pur chased  
and p r o c e e d s  by assuming t h a t  demand i s  chang ing  a t  a r a t e  wh i ch  can 
be measured and t h a t  t h i s  r a t e  w i l l  be a p p l i c a b l e  i n  f u t u r e  t ime  
p e r i o d s .  I t  can be dangerous  t o  f o r e c a s t  by a method which p r e d i c t s  
w i t h o u t  e x p l a i n i n g  s i n c e  the  f o r e c a s t e r  i s  i g n o r a n t  o f  the  r e a l  
f a c t o r s  wh i ch  cause the  pur chase  b e h a v i o u r  he i s  o b s e r v i n g  and 
t h e r e f o r e  c annot  be aware o f  what  w i l l  happen sho u ld  th e s e  f a c t o r s  
change .
The a l t e r n a t i v e  approach  t o  demand f o r e c a s t i n g ,  o f t e n  t e rmed the  
"mode l  b u i l d i n g "  app roach ,  p r o c e e d s  by the f o r m u l a t i o n  and t e s t i n g  
o f  h y p o t h e s e s  about  the  f a c t o r s _ wh ich  i n f l u e n c e  demand. In  e f f e c t  
the  r e s e a r c h e r  a t t em p t s  t o  e s t a b l i s h  a r e l a t i o n s h i p  i n  m a t he m a t i c a l  
f o rm be tween  the  amount o f  a p r o d u c t  which i s  pu r chased  and o t h e r  
q u a n t i f i a b l e  ec onomi c  v a r i a b l e s .  The two v a r i a b l e s  wh ich  ar e  the  
most  ob v i ou s  c a n d i d a t e s  f o r  i n c l u s i o n  i n  m a th e m a t i c a l  mode ls  o ff
demand a r e  the p r i c e  o f  the  p r o d u c t  i t s e l f  and the  income o f  t hos e  
who a r e  b e l i e v e d  t o  pur chase  i t .  The c l a s s i c  demand f u n c t i o n ,  th en ,  
i s  o f  the  form:
Q «  a + b^P + b 2Y
Where "Q "  i s  the  q u a n t i t y  demanded,  " P "  i s  p r i c e  and " Y "  i s  income .
The c o n s t a n t s  " a "  and " b "  a re  ana l ogous  t o  s i m i l a r  e x p r e s s i o n s  in  
the  t i m e - s e r i e s  method d i s c u s s e d  ab ove ,  t h e i r  v a l u e  i s  c a l c u l a t e d  
m a t h e m a t i c a l l y  and r emains  the  same i r r e s p e c t i v e  o f  the  v a l u e  o f  
"Q " ,  hence  t h e i r  name " c o n s t a n t " .  They are  o f t e n  r e f e r r e d  t o  as 
" p a r a m e t e r s "  o f  the  " m o d e l " ,  the  mode l  b e i n g  an e x p r e s s i o n  such as 
the  above  wh ich  i s  a m a th e m a t i c a l  r e p r e s e n t a t i o n  o f  some f e a t u r e s  
o f  the  r e a l  w o r l d .
Consumpt ion i s  o f t e n  d i s c u s s e d  as though i t  depended s o l e l y  on 
p r i c e  and income ,  a h e u r i s t i c  as sumpt ion  e n c o u n t e r e d  i n  e conomi c  
t e x t b o o k s .  I n  e m p i r i c a l  s t u d i e s  however  i t  i s  u sua l  t o  i n c l u d e
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s e v e r a l  o t h e r  f a c t o r s ,  such as a d v e r t i s i n g  e x p e n d i t u r e  o r  the  p r i c e  
o f  c ompe t ing  p r o d u c t s ,  on the r i g h t  hand s i d e  o f  the  demand e q u a t i o n ,  
and then t o  t e s t  wh e t he r  th ey  do have  a s t a t i s t i c a l l y  s i g n i f i c a n t  
e f f e c t  on c onsumpt i on .  Which f a c t o r s  t o  i n c l u d e  and which t o  i g n o r e  
depends on the  r e s e a r c h e r ' s  v i e w  o f  the  market  he i s  s t u d y i n g  and t h i s  
i n  turn  depends on h i s  knowl edge  o f  t h a t  marke t .  T h e r e f o r e ,  as 
Rob inson p o i n t s  ou t ,  t o  be u s e f u l  as a b u s in e s s  f o r e c a s t e r  an 
e c on o m i s t  r e q u i r e s  knowl edge  o f  the  s p e c i f i c  markets  i n  which he i s  
i n t e r e s  t e d .
Mode l  b u i l d i n g ,  t h en ,  i s  a p r o c e s s  o f  t e s t i n g  hy p o th e s e s  about  which 
v a r i a b l e s  i n f l u e n c e  consumpt i on  and the  i n c l u s i o n  o f  a v a r i a b l e  such 
as p r i c e  i n  the  demand f u n c t i o n  t o  be t e s t e d  does no t  ensur e  t h a t  i t  
w i l l  be used i n  the  f u n c t i o n  e v e n t u a l l y  empl oyed  i n  f o r e c a s t i n g .  In 
f a c t  i t  may be i m p o s s i b l e  t o  p r oduce  any f u n c t i o n  whi ch  c o n c l u s i v e l y  
r e l a t e s  the  consumpt ion  o f  a p r o d u c t  t o  v a r i a b l e s  wh i ch  may i n  turn  
be f o r e c a s t .  Th i s  s i t u a t i o n  i s  amply documented i n  Bryn Jones ( 14) 
where  a t t em p t s  f a i l e d  t o  d e r i v e  f o r m u la e  e x p l a i n i n g  the  consumpt i on  
o f  meals  o u t s i d e  the  home i n  terms o f  e x t e r n a l  s o c i a l  f a c t o r s .
Even when a f o r mu la  wh ich  c a r r i e s  s t a t i s t i c a l  r e s p e c t a b i l i t y  i s  
p r oduced  i t  w i l l  e x c lu d e  th ose  o f  the  c a n d i d a t e  e x p l a n a t o r y  v a r i a b l e s  
wh ich  appear  t o  have no s i g n i f i c a n t  e f f e c t  on c onsumpt i on .  For  t h i s  
r e a s o n  one f r e q u e n t l y  e nc o u n t e r s  demand f u n c t i o n s  which  omi t  
e x p l a n a t o r y  v a r i a b l e s  t h a t  i n t u i t i o n  wou ld  s u g g e s t  as s u i t a b l e  f o r  
i n c l u s i o n .
The r e g r e s s i o n  method o f  e s t i m a t i n g  the  p a r am e t e r s  o f  demand f u n c t i o n s  
a l s o  imposes  r e s t r i c t i o n s  on the  number o f  e x p l a n a t o r y  v a r i a b l e s  
t h a t  may be i n c l u d e d  i n  an e q u a t i o n .  The p e r m i s s a b l e  number o f  
v a r i a b l e s  depends on the  number o f  o b s e r v a t i o n s  a v a i l a b l e  on whi ch  
the  c a l c u l a t i o n  can be b a s e d .  Some i n d i c a t i o n  o f  t h i s  r e s t r i c t i o n  
can be g a i n e d  f rom K o t l . e r ’ s r u l e  o f  thumb on t h i s  s u b j e c t  ( 44 ) 
wh i ch  i s  t h a t  the  r a t i o  o f  o b s e r v a t i o n s  t o  e x p l a n a t o r y  v a r i a b l e s  
shou ld  be a p p r o x i m a t e l y  5 : 1 .  The r ea s on  f o r  t h i s  i s  t h a t  the  
s t a n d a rd  e r r o r s  o f  the  c o e f f i c i e n t s  ( t h a t  i s ,  " c o n s t a n t s ” ) e s t i m a t e d  
by the  r e g r e s s i o n  method i n c r e a s e  i n  s i z e  as t h i s  r a t i o  d e c l i n e s ,  
making i t  more d i f f i c u l t  t o  a s s e s s  a c c u r a t e l y  the  v a l u e s  o f  t h e s e  
coe f f i  c i e n t s .
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There  i s  a f u r t h e r  r e a so n  why a p u b l i s h e d  demand f u n c t i o n  may 
no t  c o n t a i n  some f a c t o r  wh i ch  wou ld  appear  t o  the  r e a d e r  t o  make a 
c o n t r i b u t i o n  towards  e x p l a i n i n g  consumpt ion  and t h i s  i s  the  d i f f i ­
c u l t y  o f  f i n d i n g  s u i t a b l e  d a t a .  However  s t r o n g  the  r e s e a r c h e r ' s  
f e e l i n g  t h a t  a p a r t i c u l a r  v a r i a b l e  shou ld  be i n c l u d e d  i n  a model  
i t  w i l l  no t  be p o s s i b l e  t o  t e s t  the  u s e f u l n e s s  o f  i t s  i n c l u s i o n  
i f  t h i s  v a r i a b l e  cannot  be q u a n t i f i e d .  Th i s  p r ob l em  a l s o  may be 
i l l u s t r a t e d  by  r e f e r e n c e  t o  Bryn J o n e s '  work f o r  w h i l e  i t  seems 
l i k e l y  t h a t  the  a v e r a g e  p r i c e  o f  meals  i n  c a t e r i n g  e s t a b l i s h m e n t s  
i n f l u e n c e s  the  demand f o r  t h e s e  mea ls  t h i s  p r o p o s i t i o n  was no t  
t e s t e d  b ecause  o f  the  l a c k  o f  a p r i c e  s e r i e s  f o r  t h i s  commodi ty .
Even when an e q u a t i o n  i s  p r oduced  wh i ch  e x p l a i n s  consumpt ion in  
terms o f  s e v e r a l  i n d e p e nd e n t  v a r i a b l e s  i t  may be o f  l i t t l e  use f o r  
f o r e c a s t i n g  purposes  b ecause  the  p r o b l em  s t i l l  r emains  o f  f o r e c a s t i n g  
the v a l u e s  o f  the  i d e p e n d e n t  v a r i a b l e s .  . P a l d a  d i s c u s s e s  t h i s  
p r ob l em  in  h i s  work  on the  L y d i a  Pinkham compound where  he p o i n t s  out  
t h a t  the  i n c l u s i o n  o f  d i s p o s a b l e  income i n  the  mode l  l o w e r e d  the 
s t a n d a r d  e r r o r  o f  e s t i m a t e  but  may have  made the  model  l e s s  s u i t a b l e  
f o r  f o r e c a s t i n g  ( 6 4 ) .  For  example  i t  may seem h i g h l y  l i k e l y  t h a t  
t a b l e  w ine  s a l e s  a r e  p a r t l y  d e t e r m i n e d  by the l e v e l  o f  p e r s o n a l  
d i s p o s a b l e  income but  e v en  knowing  t h i s  much the  f o r e c a s t e r  then has 
t o  p r e d i c t  the  l e v e l  o f  n a t i o n a l  income b e f o r e  he can p r e d i c t  s a l e s  
o f  t h i s  p r o d u c t .  Of  c ou r s e  the  i nd ep en d en t  v a r i a b l e s  may be p o l i c y  
v a r i a b l e s  wh i ch means t h a t  the  f o r e c a s t e r  can be made aware o f  t h e i r  
f u t u r e  v a l u e  by  the  i n d i v i d u a l s  who f o r m u l a t e  p o l i c y .  Th is  
s i t u a t i o n  o c cu r s  most  t y p i c a l l y  where  an a t t em p t  i s  b e i n g  made to 
f o r e c a s t  the s a l e s  o f  a p a r t i c u l a r ,  company ' s  p r o d u c t  i n  which cas e  
the  p o l i c y - m a k e r s  f o r  the  company can a p p r i s e  the  f o r e c a s t e r  o f  the  
f u t u r e  v a l u e s  o f  v a r i a b l e s  such as p r i c e  l e v e l s .
The m o d e l - b u i l d i n g  o r  e c onomi c  approach to '  f o r e c a s t i n g  e n t a i l s  r a t h e r  
more work than the  m ec h an i c a l  methods as f o r e c a s t s  must be made f o r  
the  e x p l a n a t o r y  v a r i a b l e s .  Wi th  the  m ec h an i c a l  approach consumpt ion  
i s  u s u a l l y  e x p r e s s e d  a l g a b r a i c a l l y  as a f u n c t i o n  o f  t i m e ,  wh ich  
l o g i c a l l y  i t  cannot  b e ,  b u t ,  o f  c o u r s e ,  t h e r e  i s  no d i f f i c u l t y  i n  
f o r e c a s t i n g  the  v a l u e  o f  the  n e x t  y e a r .  Because  o f  th e  g r e a t e r  
c o n f i d e n c e  i n  f o r e c a s t s  made on a b a s i s  o f  s p e c i f i e d  e conomi c
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r e l a t i o n s h i p s  wh i ch ap pea r  t o  e x i s t  i n t u i t i v e l y  and whi ch  ar e  
s u p p o r t e d  by the  d a t a  i t  i s  u s u a l ,  ho weve r ,  t o  use the  model  b u i l d i n g  
approach where  p o s s i b l e .  Th i s  d e s i r e  e x p l a i n s  the  e f f o r t s  r e c o r d e d  
i n  f o r e c a s t i n g  l i t e r a t u r e  t o  deduce economi c  r e l a t i o n s h i p s  b e tween  
consumpt i on and o t h e r  q u a n t i f i a b l e  f a c t o r s  r a t h e r  than r e l y i n g  oh 
s a l e s  i n c r e a s i n g  by  the  same amount t h i s  y e a r  as l a s t .
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4 . 3 . 1  "The T a x a t i o n  o f  Wines and S p i r i t s ,  1969"  
by W. Pym Co rn i sh  ( 65 )
The aim o f  t h i s  s tu d y ,  wh ich  was p r e p a r e d  f o r  the Wine and S p i r i t  
A s s o c i a t i o n  o f  G r ea t  B r i t a i n ,  was to  deduce r e l a t i o n s h i p s  b etween  
the consumpt i on  o f  wine  and s p i r i t s  and the l e v e l  o f  duty  l e v i e d  
upon them. I t s  impo r t ance  f o r  the  p r e s e n t  s tudy  i s  t h a t  Pym Co rn i sh  
f o r m u l a t e d  r e l a t i o n s h i p s  b e tween  the p r i c e  and consumpt i on  o f  wine  
and made f o r e c a s t s  o f  c onsumpt i on  on t h i s  b a s i s .  The f o l l o w i n g  i s  
an a t t em p t  t o  summarise h i s  f i n d i n g s  and does no t  f u l l y  r ep r o du ce  
h i s  work .
Data Employed
Wine consumpt ion f o r  bo th  l i g h t  and heavy  w ines  was measured by 
w i t h d r a w a l s  f rom bond f o r  the  f i n a n c i a l  y ea r s  1952/3 t o  1968/69.
The adv an t age  i n  e xa m in i ng  f i n a n c i a l  y ea r s  r a t h e r  than c a l e n d e r  
y e a r s  i s  t h a t  da t a  on w ine  c onsumpt i on  by t ype  ( l i g h t  o r  h eavy )  
are  a v a i l a b l e  f rom an e a r l i e r  da t e  f o r  f i n a n c i a l  y e a r s  than f o r  
c a l e n d e r  y e a r s .  L oo k i ng  a t  f i n a n c i a l  y e a r s ,  t h en ,  one has more '
-data on which  to  base  c o n c l u s i o n s .  I t  shou ld  be n o t e d  t h a t  Pym 
C o rn i sh  d i d  no t  t ake  the  p u b l i s h e d  f i g u r e s  f o r  w i t h d r a w a l s  o f  
l i g h t  wine  f rom Bond i n  1967/8 and 1968/9 as r e p r e s e n t i n g  consumer 
demand but  m o d i f i e d  the  f i g u r e s  h i m s e l f  t o  a l l o w  f o r  what he b e l i e v e d  
was the  s p e c u l a t i v e  movement i n  1967/8 i n  a n t i c i p a t i o n  o f  the  duty  
change i n  the  1968 b ud ge t .
The method o f  i n c o r p o r a t i n g  the  e f f e c t  o f  p r i c e  i n  the  s tudy  was to  
s e l e c t  a s i n g l e  r e p r e s e n t a t i v e  w ine  i n  each o f  the  l i g h t  and heavy  
c a t e g o r i e s  and f o l l o w  the annual  changes  i n  i t s  p r i c e ,  " l i g h t "  and 
" h e a v y "  b e i n g  two c a t e g o r i e s  i n t o  wh ich  wine  i s  d i v i d e d  f o r  Customs 
and E x c i s e  purposes  and wh i ch  c o r r e s p o n d  r ou g h l y  t o  t a b l e  wine and 
f o r t i f i e d  w in e .  The income v a r i a b l e  chosen was c onsumers ’ e x p e n d i t u r e  
f o r  f i n a n c i a l  y e a r s  e x p r e s s e d  i n  c u r r e n t  v a l u e s .  Wh i l e  i t  i s  q u i t e  
r e a s o n a b l e  t o  a t t em p t  t o  r e l a t e  w ine  consumpt ion t o  c on sum er s ’
4 - 3 P r e v io u s  A t t e m p ts  to  F o r e c a s t  Wine Consumpt ion
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e x p e n d i t u r e  i t  i s  more normal  t o  d e f l a t e  such v a r i a b l e s  by a p r i c e  
i n d ex  r a t h e r  than emp l o y i n g  them i n  c u r r e n t  v a l u e s . By t h i s  means 
a d i s t i n c t i o n  can be made be tween  i n c r e a s e s  i n  p u r c h a s in g  power  
( " r e a l  income." as i t  i s  t e rmed by e c o n o m i s t s )  and i n c r e a s e s  i n  money 
income which  be cause  o f  i n f l a t i o n  r e p r e s e n t  no i n c r e a s e  i n  pu r chas in j  
power .
Demand F un c t i o n
S ince  p r i c e ,  income and the  q u a n t i t y  consumed a r e  the o n l y  v a r i a b l e s  
i n  t h i s  model  i t  i s  p o s s i b l e  t o  e x p r e s s  the change i n  q u a n t i t y  
consumed caused  by a change i n  p r i c e  as :
-  e x s
p p
w h e r e :
Q .= Q u a n t i t y  consumed i n  the  p e r i o d  p r i o r  t o  the  
p r i c e  change .
P ~ O r i g i n a l  p r i c e .  
b Q = Change i n  q u a n t i t y  consumed be tween  the  p e r i o d  
t o  wh ich  "Q"  r e l a t e s  and the p e r i o d  i n  which 
the new p r i c e  p r e v a i l s . 
b P  ~ Change i n  p r i c e ,  
ep = P r i c e  e l a s t i c i t y  o f  demand.
S i m i l a r l y  the  change in. c onsumpt ion  due s o l e l y  t o  an income change 
may be e x p r e s s e d  as :
= e y x Q 
&Y Y
wher e :
I
Y ® O r i g i n a l  income l e v e l  (measured1, by consumers '  
e x p e n d i t u r e  i n  t h i s  mode l )  
e -  Income e l a s t i c i t y  o f  demand.
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The e l a s t i c i t i e s  a r e  d e t e r m in e d  s im p l y  by c a l c u l a t i n g  what they
appear ed  t o  be on p r e v i o u s  o c c a s i o n s  when p r i c e  and income changed.
I t  i s  n e c e s s a r y  t o  have  o b s e r v a t i o n s  f o r  p e r i o d s  i n  wh ich  p r i c e
changed and no t  income and v i c e  v e r s a  i n  o r d e r  to  d e t e rm in e  the
s e p a r a t e  e f f e c t s  o f  the two v a r i a b l e s  on c onsumpt i on .  Thus the
Me "  can be c a l c u l a t e d  e a s i l y ,  assuming t h a t  i t  does no t  change
ov e r  t im e ,  s i n c e  th e r e  were  s e v e r a l  y ea r s  i n  wh ich  consumers '
e x p e n d i t u r e  changed but  p r i c e  d i d  n o t .  Pym Corn i sh  does no t  a t t emp t
t o  d e t e rm in e  "e  "  by e xam in in g  p e r i o d s  when p r i c e  changed and income 
Jr
d id  no t  but  r a t h e r  by  r e l a t i n g  consumpt i on  changes t o  p r i c e  changes 
w h i l e  i g n o r i n g  any s im u l t an eo us  income e f f e c t s .
The above  d i s c u s s i o n  o f  demand i n  f o r m a l  terms i s  no t  taken  f rom 
"The T a x a t i o n  o f  Wines and S p i r i t s "  where  the  arguments are  i m p l i c i t  
r a t h e r  than b e i n g  s t a t e d  i n  s y m b o l i c  f orm.  Th i s  n o t a t i o n  i s  used i n  
o r d e r  t h a t  the model  can be compared w i t h  more o v e r t l y  f o rm a l  models  
o f  consumer demand.
R e s u l t s
Over  the, two y e a r s  1967/8 and 1968/9 the  p r i c e  e l a s t i c i t y  o f  demand 
was c a l c u l a t e d  as 0 . 65  and t h i s  f i g u r e  was used i n  the  f o r e c a s t i n g  
o f  demand f o r  1969/70 . By a c o m b in a t i o n  o f  c a l c u l a t i o n  and i n t u i t i o n  
an income e l a s t i c i t y  o f  2.0  was d e t e r m in e d ,  based  c h i e f l y  on the  y ea r s  
1952 to  1961 when p r i c e s  we re  s t a b l e .
As d i s c u s s e d  i n  s e c t i o n  4 .2 t h i s  k i nd  o f  economi c  f o r e c a s t i n g  
n e c e s s i t a t e s  the  p r e d i c t i o n  o f  the  v a l u e s  t o  be t aken  by the 
i nde pe nde n t  v a r i a b l e s  wh ich  i n  t h i s  c as e  are  p r i c e  and income .  A 
p r i c e  r i s e  o f  16% compared w i t h  the  p r e v i o u s  y e a r  was p r e d i c t e d  f o r  
1969/70 w h i l e  no e x p l i c i t  men t i on  was made o f  the  f u t u r e  l e v e l  o f  
consumer e x p e n d i t u r e ,  p r esumab ly  on the  assumpt ion  t h a t  i t  would  not  
v a r y  s i g n i f i c a n t l y .
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A f o r e c a s t  o f  b e tween  20,500 and 21,750 thousand g a l l o n s  consumpt ion 
was made f o r  the  p e r i o d  1969/70 whi ch  r e p r e s e n t s  a r i s e  i n  consumpt ion 
o f . a r o u n d  3%. Wi th a s u g g e s t e d  p r i c e  r i s e  o f  16% t h i s  f o r e c a s t  o f  
consumpt i on  i m p l i e s  t h a t  e x p e n d i t u r e  was e x p e c t e d  to  r i s e  by 7%.
Far  f rom r i s i n g ,  l i g h t  w ine  consumpt i on  i n  1969/70 f e l l  by 4.8% whi ch 
i n d i c a t e s  a f a i l u r e  i n  the  f o r e c a s t .  E i t h e r  the method was wrong  o f  
the  p r e d i c t e d  v a l u e s  o f  the  i n d e p e nd e n t  v a r i a b l e s  were  wrong and 
d i s c u s s i o n  o f  the p o s s i b l e  v a l u e s  o f  t h e s e  v a r i a b l e s  i s  h in d e r e d  by 
the  l a c k  o f  r e l i a b l e  i n f o r m a t i o n  on p r i c e s  cha r g ed  f o r  l i g h t  w i n e s .  
However  the  duty  p a y a b l e  on l i g h t  w ine  r o s e  by 26% in  the  1969 budge t  
and i t  seems a lmos t  c e r t a i n  t h a t  r e t a i l  p r i c e s  r o s e  by more than 16%. 
An e x a m i n a t i o n  o f  p r i c e  l i s t s  e x t a n t  a t  t h a t  t ime  s u g g e s t s  t h a t  the 
p r i c e s  o f  the cheape r  French w ines  r o s e  by about  20%. In v i e w  o f  
the dut y  i n c r e a s e  coming a t  a t ime  when marg ins  i n  the  w ine  t r a d e  had 
been sq ue e z e d  by e a r l i e r  duty  i n c r e a s e s  i t  seems l i k e l y  t h a t  a 20% 
p r i c e  r i s e  i s  a b e t t e r  e s t i m a t e .
In f a c t  Pym C o r n i s h ' s  i m p l i c i t  p r e d i c t i o n  o f  a 7% growth i n  consumer 
e x p e n d i t u r e  b e tween  1968/9 and 1969/70 was v e r y  a c c u r a t e  as the  a c t u a l  
i n c r e a s e  was 7.1%. I f  one a c c e p t s  the  e l a s t i c i t i e s  o f  p r i c e  and 
income s u g g e s t e d  by him but  s u b s t i t u t e s  a p r i c e  r i s e  o f  20% w h i l e  
emp l o y i n g  the  same 7% income r i s e  the  r e s u l t i n g  p r e d i c t i o n  o f  consump­
t i o n  i s  t h a t  i t  remains  unchanged.  Th i s  f o r e c a s t ,  then  a l s o  f a i l s  t o  
p r e d i c t  the  f a l l  i n  consumpt ion  wh ich  i n d i c a t e s  t h a t  the  f a i l u r e  o f  
Pym C o r n i s h ' s  f o r e c a s t  d i d  no t  a r i s e  f rom the i n s e r t i o n  o f  i n c o r r e c t  
v a lu e s  o f  the  i n de pe nde n t  v a r i a b l e s  but  f rom a f a u l t  i n  m e t h o d o l o g y .  
Wh i l e  a s e r i o u s  d i s c u s s i o n  o f  t he  meaning  o f  e l a s t i c i t i e s  wou ld  be 
out  o f  p l a c e  i n  the  p r e s e n t  c o n t e x t  i t  seems c l e a r  t h a t  p a r t ,  a t  
l e a s t  o f  the  i nadeq ua cy  o f  the  mode l  l a y  i n  the  assumpt ion  t h a t  p r i c e  
e l a s t i c i t i e s  do no t  change o v e r  t ime  o r  t h a t  the  demand f u n c t i o n  f o r  
l i g h t  wine  i s  such t h a t  the  p r i c e  e l a s t i c i t y  i s  c o n s t a n t  r e g a r d l e s s  o f  
the  magn i tudes  o f  p r i c e  changes .  In any case  the method o f  a p p l y i n g  
p r i c e  e l a s t i c i t i e s  c a l c u l a t e d  by r e l a t i n g  e x p e n d i t u r e  to  p r i c e  o v e r  
a 7 y e a r  p e r i o d  t o  a sudden p r i c e  change ,  accompanied  by a l l  the  
p u b l i c i t y  t h a t  accompani es  a b u d g e t ,  seems t o  have  f a i l e d  . So f a r  
the  d i s c u s s i o n  has been o n l y  o f  the  l i g h t  wine  marke t  but  s i n c e  t h i s  
m e t hod o l o g y  appears  to  be u n r e l i a b l e  i t  i s  no t  p r o pos ed  t o  employ  i,t
i n  r e l a t i o n  t o  the heavy  w ine  market  a l t h ou gh  t h i s  a r ea  i s  a l s o  
c o v e r e d  i n  "The  T a x a t i o n  o f  Wines and S p i r i t s " .
4 . 3 . 2  "The Measurement  o f  Consumers ’ E x p e n d i tu r e  and 
B eh av i o u r  i n  the  U.K.  1920 -38 "  by  R Stone  ( 66)
Th i s  i s  a c omprehens i v e  and s c h o l a r l y  a t t emp t  t o  e x p l a i n  consumer 
demand f o r  a w ide  v a r i e t y  o f  p r o d u c t s  by  the r e g r e s s i o n  method o f  
r e l a t i n g  consumpt ion  to  a number o f  o t h e r ,  i n d e p e nd e n t  v a r i a b l e s  
such as p r i c e  and i ncome .  S t one  v i e w e d  the  consumpt ion p r o c e s s  i n  
the  terms o f  ec onomi c  t h e o r y  and a lways  a t t em p t e d  t o  r e l a t e  
c onsumpt i on  t o  n a t i o n a l  i ncome ,  the  p r i c e  o f  the  commodi ty  i n  
q u e s t i o n  and the  p r i c e  o f  a l l  o t h e r  p r o d u c t s .  The i n c l u s i o n  o f  a 
p r i c e  i n d e x  f o r  a l l  the  o t h e r  goods a consumer may pur chase  i s  
normal  i n  demand s t u d i e s  s i n c e  i f  consumers a c t  l o g i c a l l y ,  as 
c o n v e n t i o n a l  economi cs  assumes,  then i t  i s  no t  the  p r i c e  o f  a p r o d u c t  
i n  i s o l a t i o n  wh ich  i n f l u e n c e s  c onsumpt i on  but  r a t h e r  t h a t  p r i c e  i n  
r e l a t i o n  t o  o t h e r  p r i c e s .
An i n t e r e s t i n g  f e a t u r e  o f  S t o n e ’ s work i s  t h a t  he f r e q u e n t l y  i n c o r ­
p o r a t e d  t ime  as an e x p l a n a t o r y  v a r i a b l e  i n  h i s  demand e q u a t i o n .  Th i s  
does n o t  mean t h a t  t ime  was though t  t o  have  an e f f e c t  on consumpt ion  
i n  i t s e l f  but  r a t h e r  t h a t  c onsumpt i on  must be i n f l u e n c e d  by changes  
i n  t a s t e s  and h a b i t s  wh ich  a r e  t h em s e l v e s  u n q u a n t i f i a b l e  but  wh i ch ,  
i f  one assumes t h a t  t h ey  change g r a d u a l l y  o v e r  t im e ,  may be 
a p p ro x i m a t e d  by a s im p l e  t ime  t r e n d .  Th i s  t e c h n i q u e ,  wh ich  was 
emp loyed  by P a l d a  i n  h i s  famous s tu d y  o f  a d v e r t i s i n g  e f f e c t i v e n e s s , ( 6 4 )  
c o n s t i t u t e s  an e f f o r t  t o  combine b o t h  the  economi c  and the  p u r e l y  
s t a t i s t i c a l  approaches  t o  f o r e c a s t i n g  i n  one e q u a t i o n .  I t  i s  no t  
s u r p r i s i n g  t h a t  e q u a t i o n s  i n c o r p o r a t i n g  bo th  t ime  t r e nd s  and e conomi c  
v a r i a b l e s  o f t e n  f i t  the  h i s t o r i c a l  d a t a  v e r y  w e l l  a l t h ou gh  th ey  may 
l a c k  v a l i d i t y  when used f o r  f o r e c a s t i n g .  The r ea son  i s ,  as was 
s u g g e s t e d  above ,  t h a t  such r e g r e s s i o n s  o n l y  d e mon s t r a t e  t h a t  demand 
has been chang ing  a t  a c e r t a i n ,  a p p a r e n t l y  s t a b l e ,  r a t e  o v e r  a p e r i o d  
o f  y e a r s  and w i t h o u t  e x p l a i n i n g  why t h i s  has been the  case  t h e r e  are  
s l e n d e r  grounds f o r  assuming  t h a t  t h i s  r a t e  can be a p p l i e d  t o  the
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f u t u r e  . Th i s  app roach ,  ho w e v e r ,  appears  t o  have been used i n  the  
s tudy  by A r t hu r  D. L i t t l e  and Co. ( 12 )  wh i ch  i s  d i s c u s s e d  i n  P a r t  2.
Data Employed
The s e c t i o n  o f  S t o n e ’ s work wh ich  i s  o f  r e l e v a n c e  t o  the  p r e s e n t  
s tudy  i s  t h a t  d e a l i n g  w i t h  w ine  and i s  d i v i d e d  i n t o  the  demand f o r  
B r i t i s h  Wine and t h a t  f o r  Impo r t ed  Wine .  The da t a  empl oyed  are  a 
t ime  s e r i e s  c o v e r i n g  the y e a r s  1920 t o  1938 and wine  consumpt ion i s ,  
as u s u a l ,  e q ua t ed  w i t h  w i t h d r a w a l s  f rom Bond. I t  i s  p o i n t e d  ou t ,  by 
St one  howeve r ,  t h a t  i t  may be m i s l e a d i n g  t o  assume t h a t  w i t h d r a w a l s  
f rom bond are  e q u i v a l e n t  t o  consumer demand s i n c e  t h e r e  may be a 
s t r o n g  s p e c u l a t i v e  i n f l u e n c e  on w i t h d r a w a l s  when duty  changes are  
a n t i c i p a t e d  by  the  w ine  t r a d e .
In the  case  o f  some o f  the  p r o d uc t s  s t u d i e d  the d ependen t ,  consumpt i on  
v a r i a b l e  i s  employed  on a " p e r  c a p i t a "  b a s i s .  Tha t  i s  the  t o t a l  
c onsumpt i on  i s  d i v i d e d  by  the  number o f  i n d i v i d u a l s  i n  the  p o p u l a t i o n  
t o  wh i ch  the  consumpt ion  d a t a  r e l a t e s .  Th i s  was no t  done i n  the  jza.se 
o f  the s t u d i e s  o f  the  demand f o r  a l c o h o l i c  d r i n k  and t o b a c c o ,  howe ve r ,  
be cause  o f  the d i f f i c u l t y  i n  a s c e r t a i n i n g  the  s i z e  o f  the  consuming 
p u b l i c  f o r  t hose  c o m m o d i t i e s .  I t  wou ld  c l e a r l y  be i n c o r r e c t  t o  
assume t h a t  the  who l e  a d u l t  p o p u l a t i o n  d r in ks  and smokes o r  t h a t  
the  consumers Who r e p r e s e n t  the  marke t  f o r ,  s a y ,  w ine  change in  
numbers i n  the  same p r o p o r t i o n  as does  the  p o p u l a t i o n  as a w h o l e .
By the  same l o g i c ,  m o r e o v e r ,  i t  may be dangerous  t o  r e l a t e  the  demand 
f o r  a p r o d u c t  wh i ch i s  o n l y  consumed by  a m i n o r i t y  o f  the  p o p u l a t i o n  
t o  an income v a r i a b l e  wh i ch  r e p r e s e n t s  the  income o f  the  who l e  
p o p u l a t i o n .  A case  i n  p o i n t  i s  the  market  f o r  t a b l e  w ine  a t  the  
p r e s e n t  t ime  s i n c e  w ine  d r i n k i n g  i s  s t i l l  c o n c e n t r a t e d ,  as was 
i n d i c a t e d  i n  P a r t  2 among a s m a l l  p r o p o r t i o n  o f  the  community.  A l though  
i t  has no t  been a t t e m p t e d  i n  the  p r e s e n t  s tudy  t h e r e  i s ,  t h e r e f o r e ,  a 
c ase  t o  be made f o r  e xa m in in g  w ine  demand i n  r e l a t i o n  t o  the 
d i s t r i b u t i o n  o f  income w i t h i n  s o c i e t y  r a t h e r  than t o  the o v e r a l l  
l e v e l  o f  income .  I t  i s  no t  c l e a r  f rom r e a d i n g  the r e p o r t  where  Stone  
o b t a i n e d  h i s  da t a  on p r i c e s  a l t h ou g h  he does s t a t e  t h a t  the  s e r i e s  
a c c u r a t e l y  r e f l e c t s  the  movement o f  p r i c e s  o v e r  the  p e r i o d .  He
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does i n d i c a t e  a p rob l em wh ich  has t r o u b l e d  o t h e r  r e s e a r c h e r s  on the
wine  t r a d e  when he s t a t e s :
" I n f o r m a t i o n  on p r i c e  movements i n  t h i s  f i e l d
i s  f a r  f rom p e r f e c t .  . . "
Demand f u n c t i o n
The r e g r e s s i o n  c a l c u l a t i o n s  were  no t  p e r f o r m ed  on the  b a s i c  t ime 
s e r i e s  da t a  but  r a t h e r  on the  d i f f e r e n c e s  i n  a l l  the  v a r i a b l e s  
wh ich  o c c u r r e d  b e tween  one y e a r  and the  n e x t .  By t h i s  method the 
r e s e a r c h e r  se eks  a c o r r e l a t i o n  b e twe en ,  f o r  e xamp le ,  the  s i z e  o f  a 
change i n  income and the s i z e  o f  a change i n  consumpt i on  o v e r  the 
p e r i o d  o f  a y e a r .  In the  c as e  o f  da t a  s e r i e s  wh i ch  t end  t o  grow 
a t  e q u i v a l e n t  r a t e s  o v e r  t ime  t h i s  method o f  " f i r s t  d i f f e r e n c e s "  
has the e f f e c t  o f  i s o l a t i n g  the  r e s i d u a l  t ime t r e n d  f rom the 
r e l a t i o n s h i p  b e tween  dependen t  and e x p l a n a t o r y  v a r i a b l e s .  I t  i s  
a l s o  used be cause  t h e r e  a r e  s t r o n g  s t a t i s t i c a l  g rounds ,  when d e a l i n g  
w i t h  t ime  s e r i e s ,  f o r  p l a c i n g  more c o n f i d e n c e  i n  e s t i m a t e s  o f  the 
r e g r e s s i o n  c o e f f i c i e n t s  o b t a i n e d  when the  da t a  have  been t r a n s f o r m e d  
i n  t h i s  way.  In f a c t  f i r s t  d i f f e r e n c e s  were  t aken a f t e r  a l l  the  
v a r i a b l e s  had been t r a n s f o r m e d  i n t o  l o g s .  Th i s  i s  a common p r a c t i c e  
i n  demand s t u d i e s  s i n c e  l o g a r i t h m i c  f u n c t i o n s  o f t e n  f i t  the da ta  
b e t t e r  than o t h e r  forms o f  e q u a t i o n .
The e q u a t i o n  whi ch gave  the  b e s t  f i t  t o  the  d a t a ,  as measured by 
the c o r r e l a t i o n  c o e f f i c i e n t ,  i n  this  s tudy  was o f  the  form:
q - - 0 . 00 44  + 1 . 40  A Y -  0 . 60  A  ( £ )
whe r e :
q -  q u a n t i t y  o f  i m p o r t e d  w ine  consumed.
Y = n a t i o n a l  income
P = a v e ra g e  p r i c e  o f  im p o r t e d  wine
Tr * i n d e x  r e p r e s e n t i n g  the  p r i c e  o f  a l l
o t h e r  goods
a n d :  A  = i n d i c a t e s  t h e  a n n u a l  c h a n g e  i n  t h e
v a r i a b l e s  c on ce r ned  whi ch  were  
e x p r e s s e d  i n  l o g  f o rm.
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The e q u a t i o n  shou ld  no t  be i n t e r p r e t e d  d i r e c t l y  i n  the  above f orm,  
howeve r ,  s i n c e  the  r e g r e s s i o n  c o e f f i c i e n t  f o r  the  r e l a t i v e  p r i c e  
o f  w in e ,  0 . 6 0 ,  was not  s t a t i s t i c a l l y  s i g n i f i c a n t .  Th i s  means t h a t  
the o n l y  i n f l u e n c e  on consumpt i on  whi ch was c l e a r l y  shown t o  e x i s t  
was t h a t  b e tween  income and c onsumpt i on .  When consumpt i on  was 
r e l a t e d  s o l e l y  t o  income the  c o r r e l a t i o n  c o e f f i c i e n t  o b t a i n e d  was 
0 . 45  wh i ch  means t h a t  l e s s  than h a l f  o f  the  v a r i a t i o n  i n  consumpt ion 
c ou ld  be e x p l a i n e d  by v a r i a t i o n  i n  income .  Even i f  i t  were  p o s s i b l e  
t o  o b t a i n  a c c u r a t e  p r e d i c t i o n s  o f  n a t i o n a l  income a f u n c t i o n  which 
on l y  e x p l a i n e d  t h i s  amount o f  v a r i a n c e  would  no t  be v e r y  u s e f u l  f o r  
f o r e c a s t i n g  p u r p o s e s .
S t o n e ’ s s t udy  o f  im p o r t e d  w ine  demand c l e a r l y  cannot  be a p p l i e d  
d i r e c t l y  t o  the p r e s e n t - d a y  marke t .  Th i s  i s  p a r t l y  be cause  o f  the 
d i f f e r e n c e s  i n  t a s t e s  wh ich  have  o c c u r r e d  b e tween  the p r e - w a r  
p e r i o d  and the p r e s e n t  day and p a r t l y  b ecause  he made no d i v i s i o n  
b e tween  demand f o r  t a b l e  w ine  and demand f o r  f o r t i f i e d  w ines  
a l t h ou g h  we now see  th e s e  two c a t e g o r i e s  as b e l o n g i n g  t o  d i f f e r e n t  
markets  s i n c e  th ey  s a t i s f y  d i f f e r e n t  n e e ds .  Th i s  s tudy  does ,  
howeve r ,  o u t l i n e  the  s t a t i s t i c a l  p rob l ems  i n v o l v e d  i n  demand s t u d i e s  
us in g  t ime  s e r i e s  and the  d i f f i c u l t y  o f  r e l a t i n g  w ine  consumpt i on  
t o  i nd ep en d en t  v a r i a b l e s .  I t  i s  i n t e r e s t i n g  t h a t  a h i g h e r  c o r r e l a t i o n  
(R = 0 . 6 1 )  was f ound be tween  B r i t i s h  wine  consumpt ion and income .
Th i s  m igh t  w e l l  be be cause  the  consumers o f  B r i t i s h  wine  b e l o n g e d  
t o  a c l a s s  whose incomes f l u c t u a t e d  more c l o s e l y  i n  r e l a t i o n  t o  the 
N a t i o n a l  Income than the  consumers o f  im po r t ed  w i n e s .
4 , 3 . 3  ffAn E xpo r t  Deve l opment  S t r a t e g y  f o r  P o r tu g u e s e  W i ne s "  
by  A r t h u r  D. L i t t l e  & Co. (12 )
Th i s  s tudy  was commiss ioned  by  the  Po r tu g ue s e  Expo r t  Board and 
c o n t a i n s  s e v e r a l  i n t e r e s t i n g  i t ems  o f  a n a l y s i s ,  on the  wine  market  
such as the  c l u s t e r  a n a l y s i s  r e f e r r e d  to  i n  P a r t  2. N a t u r a l l y  
much a t t e n t i o n  i s  d e v o t e d  t o  the  s tudy  o f  the f u t u r e  demand f o r  
p o r t  but  a comment i s  made on the  p r o b a b l e  f u t u r e  g rowth  o f  the 
t a b l e  w ine  marke t .  I t  i s  o n l y  f a i r  t o  p o i n t  out  t h a t  t h i s
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f o r e c a s t  c o n s t i t u t e s  o n l y  a minor  p a r t  o f  the  r e p o r t  which e x p l a i n  
why v e r y  l i t t l e  e x p l a n a t i o n  i s  g i v e n  o f  the  me t hod o l o gy  employed  
i n  p r o d u c i n g  i t .
The f o r e c a s t  appears  to  be made on the  b a s i s  o f  the  p r i c e  and 
income e l a s t i c i t i e s  c a l c u l a t e d  by Pym Co rn i sh ,  t h a t  i s ,  f o r  l i g h t  
w ine  an income e l a s t i c i t y  o f  2 . 0  and a p r i c e  e l a s t i c i t y  o f  0 . 9 .
No ment i on  i s  made s p e c i f i c a l l y  i n  the  r e p o r t  o f  how p r i c e s  and 
incomes are  e x p e c t e d  t o  move i n  the  f u t u r e  but  the  f o r e c a s t  i s  
t h a t  the a v e ra ge  g rowth  o f  the  market  b e tween  1971 and 1975 w i l l  
be 8% p e r  annum which w i l l  b r i n g  the  t o t a l  q u a n t i t y  consumed up 
t o  30 m i l l i o n  g a l l o n s  by 1975.  In f a c t  the consumpt i on  o f  t a b l e  
wine  r o s e  by  2 3 H  be tween  1970 and 1971 and by 21\\ b e tween  1971 
and 1972 w h i l e  the  t o t a l  consumed had a l r e a d y  r ea che d  31.1 m i l l i o n  
g a l l o n s  by 19 72 .
Th i s  d i s c r e p a n c y  b e tween  f o r e c a s t  and a c t u a l  v a l u e s  f o r  the  two 
y ea r s  1971 and 1972 i n d i c a t e s  the  dange r  o f  assuming t h a t  a 
r e l a t i o n s h i p  b e tween  v a r i a b l e s  wh i ch  has appea red  t o  e x i s t  in 
the p a s t  w i l l  h o l d  good f o r  the  f u t u r e .
A r thur  D. L i t t l e  was no t  the  o n l y  o r g a n i s a t i o n  t o  u n d e r e s t i m a t e  
the  g rowth  i n  the  t a b l e  wine  marke t  b e tween  1970 and 1972 and i t  
i s  p r o b a b l y  f a i r  t o  say  t h a t  nobody e x p e c t e d ,  t h a t  i s  t o  say  
f o r e c a s t ,  t h i s  r a p i d  r i s e  i n  c onsumpt i on .  The d e g r e e  o f  s u r p r i s e  
wh ich  g r e e t e d  the  consumpt i on  i n c r e a s e  i n  1971 u n d e r l i n e s  the 
d i f f i c u l t y  o f  f o r e c a s t i n g  c onsumpt i on  w i t h o u t  t a k i n g  i n t o  ac coun t  
the p o s s i b l e  changes i n  the ma j o r  f a c t o r s  i n f l u e n c i n g  t h a t  
c onsumpt i on .
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The s e a r c h  f o r  a model  means the a t t e m p t  t o  f i n d  a r e l a t i o n s h i p
whi ch can be s p e c i f i e d  m a t h e m a t i c a l l y  b e tween  the v a r i a b l e  which
i t  i s  i n t e n d e d  to  f o r e c a s t  and o t h e r  v a r i a b l e s  wh ich  mi ght  be
e x p e c t e d  t o  i n f l u e n c e  i t s  magn i tude .  The way i n  wh ich  the s ea r ch
p r o c e e d s  i s  t o  t e s t  d i f f e r e n t  s e t s  o f  i n de pe nde n t  v a r i a b l e s  and
d i f f e r e n t  m a th e m a t i c a l  r e l a t i o n s h i p s  t o  see  which c om b in a t i o n  b e s t
e x p l a i n s  the  v a lu e s  t aken  by the  d ependen t  v a r i a b l e  i n  the p a s t .
There  a r e  a number o f  s t a t i s t i c a l  c r i t e r i a  f o r  j u d g i n g  the d e g r e e
t o  wh ich  an e q u a t i o n  " f i t s "  h i s t o r i c a l  d a t a ,  t h ey  are  d i s c u s s e d
in  the s t an da rd  e c o n o m e t r i c  t e x t b o o k s ,  but  the  s i m p l e s t  and most
2
w i d e l y  used i s  the  c o r r e l a t i o n  c o e f f i c i e n t ,  R . The purpose  o f
R i s  to  measure the p r o p o r t i o n  oj: the  t o t a l  v a r i a t i o n  i n  the
dependent  v a r i a b l e  wh i ch  i s  e x p l a i n e d  by a p a r t i c u l a r  e q u a t i o n .
2
I f  R was 1 . 0  f o r  a g i v e n  e q u a t i o n ,  based  on t ime  s e r i e s  d a t a ,  t h i s  
would  i n d i c a t e  t h a t  t h e r e  was no change i n  the  d ependent  v a r i a b l e  
wh i ch  c ou ld  no t  have  been  p r e d i c t e d  i f  one had had advance i n f o r m a ­
t i o n  as t o  the v a l u e  o f  the  i nd ep en d en t  v a r i a b l e s .  As i n  most 
a r eas  o f  e m p i r i c a l  s tudy  the  r e s e a r c h e r  does no t  e x p e c t  a c cu racy  
i n  measurement  o f  the  o r d e r  o f  100% and so the  f i g u r e  o f  1.0  f o r
the c o r r e l a t i o n  c o e f f i c i e n t  i s  n e v e r  e n c o u n t e r e d .  In g e n e r a l ,
2
i n t e r e s t  i s  a r oused  m  a mode l  when i t  y i e l d s  an R g r e a t e r  than 
0 .5  and such a r e s u l t  i s  u s u a l l y  f o l l o w e d  by e f f o r t s  t o  improve  
the s p e c i f i c a t i o n  o f  the  e q u a t i o n  i n  o r d e r  t o  improve  on t h i s  
f i g u r e .
There  are  o t h e r  uses o f  t h i s  model  b u i l d i n g  approach t o  t ime s e r i e s  
da t a  but  when the  aim i s  t o  p roduce  a model  f o r  f o r e c a s t i n g  purposes  
p a r t i c u l a r  c a u t i o n  i s  r e q u i r e d .  However  w e l l  the  model  f i t s  
h i s t o r i c a l  data  some check must be made, b e f o r e  i t  i s  used t o  
p r o v i d e  a f o r e c a s t ,  t h a t  f u t u r e  e v e n t s  w i l l  no t  i n v a l i d a t e  the 
r e l a t i o n s h i p s  b e tween  dependen t  and i nde pe nde n t  v a r i a b l e s  which 
h e l d  t r ue  i n  the  p a s t .
4•4 Search  f o r  a Model f o r  f o r e c a s t i n g
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4 . 4 . 1  Cand ida t e  I ndependen t  V a r i a b l e s  
Income
Th i s  i s  one o f  the most  obv i ou s  v a r i a b l e s  to  i n c l u d e  i n  a s tudy  
o f  demand f o r  any consumer good .  Wine i s  a p r od uc t  o f  which 
one would  e x p e c t  the  c onsumpt ion  t o  r i s e ,  o t h e r  t h i n g s  b e i n g  
e q u a l ,  as p e o p l e ' s  incomes r i s e .  S in c e  the bu lk  o f  the  wine  
market  i s  a c coun ted  f o r  by a r e l a t i v e l y  sma l l  p r o p o r t i o n  o f  the 
p o p u l a t i o n  one shou ld  i d e a l l y  i n v e s t i g a t e  how the  income o f  t h i s  
s e c t i o n  o f  the  community has changed o v e r  the  p e r i o d  b e i n g  s t u d i e d .
I t  wou ld  be i m p o s s i b l e  to  i d e n t i f y  t h i s  group i n  such a way as t o  
be ab l e  to  measure t h e i r ,  i ncome ,  h o we ve r ,  and the o n l y  way in  which 
one can q u a n t i t a t i v e l y  r e l a t e  w ine  consumpt ion t o  income a t  the 
p r e s e n t  t ime i s  by u s in g  n a t i o n a l  income to  r e p r e s e n t  the income 
v a r i a b l e .
The measurement  o f  income emp loyed  i n  the p r e s e n t  s tudy  was the  annual  
s e r i e s  f o r  P e r s o n a l  D i s p o s a b l e  Income as d e t a i l e d  i n  the  "Annual  
A b s t r a c t  o f  S t a t i s t i c s "  ( 6 7 ) *  Th i s  i s  the sum o f  the  d i f f e r e n t  k inds  
o f  income r e c e i v e d  i n  the  U . K . ;  s a l a r i e s ,  income f rom s e l f - e m p l o y m e n t  
and so on;  f rom w h i c h i s  s u b t r a c t e d  a l l  d e d u c t i o n s ,  the ma j o r  one 
o f  wh i ch  i s ,  o f  c o u r s e ,  t a x a t i o n .  I t  i s  usua l  i n  demand s t u d i e s  
t o  use income i n  " r e a l "  t e rms ,  t h a t  i s  income wh ich  has been 
a d j u s t e d  t o  t ake  ac coun t  o f  t he  e f f e c t s  o f  i n f l a t i o n ,  on the 
grounds t h a t  i t  i s  changes i n  p u r c h a s in g  power  wh ich  a f f e c t  consumpt ion 
r a t h e r  than changes i n  money income .  Th i s  p r a c t i c e  was f o l l o w e d  
he r e  e x c e p t  where  a d v e r t i s i n g  e x p e n d i t u r e  on wine  was i n c l u d e d  in  
the  r e g r e s s i o n  as w e l l  as income because  no da t a  i s  a v a i l a b l e  which 
would  e na b l e  one to  d e f l a t e  the  a d v e r t i s i n g  v a r i a b l e  and i t  was 
d e c i d e d  t o  e x p r e s s  both  v a r i a b l e s  i n  the same, i . e .  c u r r e n t  money,  
t e r m s .
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Much e f f o r t  has been expended  on the  p a r t  o f  e c on omi s t s  to  t e s t  
whe ther  a d v e r t i s i n g  a p r o d u c t  t ends  t o  i n c r e a s e  i t s  s a l e s .  The 
b e l i e f  t h a t  such an e f f e c t  does e x i s t  i s  o f  c our se  c e n t r a l  t o  the 
p r o s p e r i t y  o f  the a d v e r t i s i n g  i n d u s t r y .  The f a c t  t h a t  t h e r e  have 
been v e r y  few e m p i r i c a l  s t u d i e s  wh ich  i n d i c a t e  such an e f f e c t  i s  
due p a r t l y  t o  the l a c k  o f  r e l e v a n t  da t a  but  a l s o  t o  the  d i f f i c u l t y  
o f  q u a n t i f y i n g  a d v e r t i s i n g  v a r i a b l e s .  To employ  c o n v e n t i o n a l  
e conomi c  a n a l y s i s  t o  the  r e l a t i o n s h i p  b e tween  a d v e r t i s i n g  and 
s a l e s  i t  i s  n e c e s s a r y  t o  e x p r e s s  a d v e r t s i n g  as a nume r i c a l  i n p u t  
but  t h i s  r e l a t i o n s h i p  appears  t o  depend v e r y  much on such i n t a n g i b l e s  
as the copy  p l a t f o r m  and the  media emp loyed .  I t  i s  d i f f i c u l t  t o  
e x p r e s s  i n  common terms a t e l e v i s i o n  campaign i n v o l v i n g  an appea l  
t o  c l a s s - c o n s c i o u s n e s s  and,  f o r  e xamp le ,  a c inema campaign w i t h  
a Ca r i bbean  theme.
Pa l da  ( 64 )  d i d  no t  d e t e c t  any d i f f e r e n c e  i n  the r e l a t i o n s h i p  
be tween  a d v e r t i s i n g  and s a l e s  a t t r i b u t a b l e  t o  changes i n  the  media 
mix a l t h ou g h  he d i d  i n t r o d u c e  a v a r i a b l e  t o  ac coun t  f o r  changes i n  
the  a d v e r t i s i n g  theme.  B a l l  and Aga rw a l a  i n  t h e i r  s tudy  o f  the 
Tea C o u n c i l ’ s a d v e r t i s i n g  campaign,  ( 68) d i d  no t  d i f f e r e n t i a t e  
be tween  e i t h e r  a d v e r t i s i n g  themes or  d i f f e r e n t  med i a .  In t h e i r  
work ,  as i n  P a l d a ’ s a d v e r t i s i n g  e x p e n d i t u r e s  were  d e a l t  w i t h  i n  
c u r r e n t  money v a l u e s  w i t h o u t  any a t t e m p t  to  c o n v e r t  them t o  a 
s e r i e s  i n  c o n s t a n t  p r i c e s .
The o n l y  way i n  wh i ch  a d v e r t i s i n g  i n  d i f f e r e n t  media  can be e x p r e s s e d  
i n  common terms i s  by l o o k i n g  a t  the  e x p e n d i t u r e  i n v o l v e d ,  which 
i s  the  approach f o l l o w e d  i n  bo th  o f  t h e s e  s t u d i e s .  Th i s  approach 
i s  i m p e r f e c t  s i n c e ,  as o u t l i n e d  above ,  i t  may obscu r e  
q u a l i t a t i v e  d i f f e r e n c e s  but  i t  seems l e s s  dangerous  when a whole  
p r o d uc t  f i e l d  i s  s t u d i e d  than i t  wou ld  be i n  the  case  o f  b rand .
In the  f o rme r  i n s t a n c e  i t  i s  l i k e l y  t h a t  d i f f e r e n c e s  i n  e f f e c t i v e n e s s  
due t o  campaign themes w i l l  c a n c e l  each o t h e r  out  be cause  o f  the 
l a r g e  number o f  brands  i n v o l v e d .
A d v e r t i s i n g  E x p e n d i tu r e
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I t  was d e c i d e d  t o  examine the  r e l a t i o n s h i p  b e tween  a d v e r t i s i n g  
and s a l e s  i n  the case  o f  the  w ine  market  a l t h ou gh  t h i s  i n v o l v e d  
a f u r t h e r  s i m p l i f i c a t i o n  i n  t h a t  i t  meant t r e a t i n g  wine  as one 
p r o d u c t  whereas  n o r m a l l y  one d i s t i n g u i s h e s  b e tween  a t  l e a s t  two 
markets  f o r  w i n e ,  the  market  f o r  h eavy  wine  and t h a t  f o r  l i g h t  
w i n e .  The r ea so n  f o r  t h i s  s i m p l i c a t i o n  i s  t h a t  the o n l y  s our c e  
o f  da t a  on a d v e r t i s i n g  e x p e n d i t u r e s  which c o v e r s  a s u f f i c i e n t  
t ime span to  be o f  use f o r  the  p r e s e n t  p u r po s e s ,  " A d v e r t i s i n g  
S t a t i s t i c a l  R e vu e " ,  ( 69) g roups  them as one p r o d u c t .  The s e r i e s  
o f  annual  da ta  deduced f rom t h i s  j o u r n a l  r e p r e s e n t e d  e x p e n d i t u r e  
on a l l  w ine  i n c l u d i n g  B r i t i s h  w i n e ,  Empire o r  Commonwealth w ines  
and t o n i c  w i n e s .  Because o f  t h e  i m p o s s i b i l i t y  o f  s t u d y i n g  
s e p a r a t e l y  the  e f f e c t  o f  a d v e r t i s i n g  on the d i f f e r e n t  c l a s s e s  o f  
w ine  t h i s  v a r i a b l e  was o n l y  i n c l u d e d  i n  r e g r e s s i o n s  where  the  wine  
consumpt ion v a r i a b l e  r e p r e s e n t e d  t o t a l  im po r t ed  wine  w i t h d r a w a l s ,  
t h a t  i s  l i g h t ,  heavy  and s p a r k l i n g  w ine  g rouped  t o g e t h e r .
S e v e r a l  author s  i n  the  f i e l d  o f  a d v e r t i s i n g  e f f e c t i v e n e s s  ( f o r  
example  B a l l  and Agarwa l a )  argue  t h a t  i t  i s  the  sum o f  a d v e r t i s i n g  
e x p e n d i t u r e s  o v e r  a p e r i o d  whi ch  shou ld  be r e l a t e d  t o  s a l e s  rathe i r  
than c u r r e n t  e x p e n d i t u r e .  Th i s  approach can i n v o l v e  s t a t i s t i c a l  
p rob l ems  be cause  o f  the need  t o  i n c l u d e  s e v e r a l  terms i n  the 
r e g r e s s i o n  e q u a t i o n  and an attempt,  was made i n  the  p r e s e n t  s tu d y ,  
f o l l o w i n g  P a l d a ' s  m e t h o d o l o g y ,  t o  i n c l u d e  the i n f l u e n c e  o f  p as t  
a d v e r t i s i n g  on wine  consumpt i on  by means o f  what  i s  known as a 
Koyck t r a n s f o r m a t i o n .  The l o g i c  o f  the  Koyck t r a n s f o r m a t i o n  i s  
t h a t  s i n c e  consumpt ion i s  a f u n c t i o n  o f  p a s t  a d v e r t i s i n g  i npu t s  i t  
i s  p o s s i b l e  t o  r e p r e s e n t  the  e f f e c t  o f  a d v e r t i s i n g  i n  an e q u a t i o n  
by i n c l u d i n g  i n  i t  the l e v e l  o f  s a l e s  i n  the  p e r i o d  p r i o r  t o  the 
one b e i n g  s t u d i e d .  The g a i n  i n  s i m p l i c i t y  a f f o r d e d  by t h i s  
mthod i s  i l l u s t r a t e d  i n  the  f o l l o w i n g  two e x p r e s s i o n s :
S t  “  a + P l A t  2At ~ 1 3A t -2  * ' ‘ *
S = a + o( A + A S t  t  t  ~ 1
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w h e r e :
S = Sa l e s  i n  t ime  p e r i o d  " t "
= A d v e r t i s i n g  e x p e n d i t u r e  i n  t ime p e r i o d  " t "  
a,o< , X and the  (3 ' s = c o n s t a n t s
The f o r m e r  e x p r e s s i o n  f e a t u r e s  the  s p e c i f i c  i n t r o d u c t i o n  o f  p r e v i o u s  
l e v e l s  o f  a d v e r t i s i n g  e x p e n d i t u r e  w h i l e  i n  the l a t t e r  on l y  the  
c u r r e n t  l e v e l  o f  a d v e r t i s i n g  e x p e n d i t u r e  i s  s p e c i f i e d  and the e f f e c t  
o f  the p r e v i o u s  l e v e l s  i s  i n c l u d e d  i n  as much as i t  i s  f e l t  t o  have 
a f f e c t e d  the  p r e v i o u s  l e v e l  o f  s a l e s ,  S t _^.  An e x p r e s s i o n  o f  t h i s  
n a t u r e , n o . 7 , then was i n c l u d e d  i n  the  s e t  o f  r e g r e s s i o n  e q u a t i o n s  
whose s u i t a b i l i t y  f o r  f o r e c a s t i n g  was t e s t e d .  These  s t a t i s t i c a l  
r e s u l t s  are  summarised i n  T ab l e  43.
S t u d i e s  o f  a d v e r t i s i n g  e f f e c t i v e n e s s  which succe ed  i n  e s t a b l i s h i n g  
a r e l a t i o n s h i p  b e tween  a d v e r t i s i n g  and consumpt ion such as thos e  o f  
Pa lda  and T e l s e r  (70 )  are  the  e x c e p t i o n  r a t h e r  than the  r u l e .  Th i s  
p o i n t  i s  emphas ised  by K o t l e r  who s u g g e s t s  t h a t  t h e i r  succes s  was 
due,  among o t h e r  f a c t o r s ,  t o  " t h e  s i m p l i c i t y  o f  the  p r o duc t  e n v i r o n ­
ment s ” which i s  c e r t a i n l y  no t  a f e a t u r e  o f  the  wine  marke t .  I t  i s  
p o s s i b l e  t o  e xp r e s s  an e x p l a n a t o r y  a d v e r t i s i n g  v a r i a b l e  i n  more 
complex  m a t he m a t i c a l  f o rm than i s  i n d i c a t e d  above and t h i s  has been 
done by P a l d a  and by B a l l  and A g a r w a l a .  I t  was d e c i d e d  no t  t o  do 
so i n  the p r e s e n t  s tu d y ,  howe ve r ,  un l e s s  t h e r e  was an i n d i c a t i o n  
a t  the p r e l i m i n a r y  s t a g e  t h a t  the  r e l a t i o n s h i p  was wo r th  f o l l o w i n g  
up i n  a r e d e f i n e d  f orm.
P r i c e  o f  wine
U n f o r t u n a t e l y  f o r  the r e s e a r c h e r  w ine  i s  no t  one o f  t hose  c om mo d i t i e s ,  
as b e e r  i s ,  f o r  which a r e p r e s e n t a t i v e  p r i c e  i s  r e c o r d e d  by a 
g overnment  body and e ven  w i t h i n  a b r oad  c a t e g o r y  such as " s h e r r y "  
o r  " w h i t e  b o r d ea u x "  t h e r e  i s  no a c c e p t e d  annual  p r i c e  s e r i e s .  Up 
t i l l  the end in g  o f  R e s a l e  P r i c e  Ma int enance  i n  1965 the p r i c e s  
recommended by the ma jor  s u p p l i e r s  p r o v i d e d  a good ap p ro x im a t i o n  
t o  such a s e r i e s  a l t h ou g h  to  a r r i v e  a t  a r e p r e s e n t a t i v e  p r i c e  f o r  
" l i g h t  w i n e "  i t  would be n e c e s s a r y  t o  examine the  p r i c e s  and'
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q u a n t i t i e s  s o l d  o f  i n d i v i d u a l  w ines  wh ich  made up t h i s  c a t e g o r y .
S inc e  1965 the  market  s i t u a t i o n  w i t h  r e g a r d  t o  p r i c e  has been 
c o m p l i c a t e d  by the g rowth  o f  w ine  s a l e s  i n  o u t l e t s  such as cash 
and c a r r y  s t o r e s  and supe rmarke ts  wh ich  t y p i c a l l y  cut  p r i c e s  
compared w i t h  the t r a d i t i o n a l  o f f - l i c e n c e .  These  new o u t l e t s  
w i t h  t h e i r  l o w e r  p r i c e s  may be v e r y  s i g n i f i c a n t  i n  terms o f  the 
g rowth  o f  demand i n  t h a t  i t  may w e l l  be i n  t h i s  s e c t o r  o f  the 
market  t h a t  the l a r g e  i n c r e a s e s  i n  t a b l e  wine  consumpt ion o f  
1971 and 1972 o c c u r r e d .
B e a r i n g  i n  mind the s e  d i f f i c u l t i e s  i n  a s c e r t a i n i n g  a r e p r e s e n t a t i v e  
wine  p r i c e  one way o f  e s t i m a t i n g  i t  i s  t o  s e l e c t  a w ine  which i s  
b e l i e v e d  t o  be t y p i c a l  o f  i t s  c l a s s  and f o l l o w  the  p r i c e  o f  t h a t  
b rand o v e r  the  t ime p e r i o d  i n  q u e s t i o n .  I t  must be made c l e a r  t h a t  
" w i n e "  i n  t h i s  c o n t e x t  does no t  mean j u s t  a g e n e r i c  t ype  such as 
B e a u g o l a i s  but  r a t h e r  a b rand  b r o u g h t  out  by one p a r t i c u l a r  s h i p p e r  
a l t h o u g h  t h a t  mi gh t  w e l l  be c a l l e d  s ome th ing  l i k e  " S m i t h ’ s 
B e a u g o l a i s " .  C l e a r l y  the  r e s e a r c h e r  must ensure  t h a t  the p r i c e  
f l u c t u a t i o n s  i n  t h i s  brand r e p r e s e n t  as f a r  as p o s s i b l e  the movements 
i n  p r i c e  o f  the who l e  c l a s s  o f  w ine  i n  q u e s t i o n  r a t h e r  than f a c t o r s  
p e c u l i a r  t o  the  b rand ,  such as a s w i t c h  i n  i t s  s ou r c e  o f  s u p p l y .
Pym Co rn i sh  o u t l i n e s  the  d i f f i c u l t i e s  o f  f i n d i n g  da t a  on wine  
p r i c e s  and f o l l o w s  the  p r o c e d u r e  o f  t a k i n g  as r e p r e s e n t a t i v e  i n  
each s e c t o r  a brand which  he b e l i e v e s  i s :
" .  . . t y p i c a l  o f  the  main p a r t ,  o r  the main
growth  p a r t  o f  i t s  s e c t o r .  . . "
Th i s  t a sk  i s  e a s i e r  i n  the  case  o f  heavy  w ines  where  he chooses  a 
med iu m-p r i c ed  Span i sh  s h e r r y  than i n  the  l i g h t ,  i . e .  t a b l e ,  w i n e s .
I t  i s  no t  e n t i r e l y  c l e a r  what  he chose  t o  i n d i c a t e  the  p r i c e  o f  the 
l a t t e r  but  t h e r e  i s  a s u g g e s t i o n  i n  the t e x t  t h a t  i t  was an o r d i n a r y  
w h i t e  Bordeaux o r  C l a r e t .  The r e  r emains  the p rob l em i n  the case  
o f  l i g h t  wine  t h a t  i t  may be p r i c e  movements a t  the  l o w e r  end o f  
the  market  wh i ch  have the  g r e a t e s t  e f f e c t  on demand b u t ,  owing  t o  
the  l a c k  o f  hard  d a t a  i n  t h i s  a r e a ,  the  p r e s e n t  r e s e a r c h e r  has
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f o l l o w e d  the  method o f  t a k i n g  b randed  w h i t e  Bordeaux f rom maj or  
s u p p l i e r s  as b e i n g  r e p r e s e n t a t i v e  o f  p r i c e  movements i n  l i g h t  
wine  .
I t  i s  commonly p o i n t e d  out  t h a t  no t  a l l  w ine  i s  s o l d  at  the r e t a i l  
l e v e l ,  much o f  i t  g o i n g  t o  the  c a t e r i n g  and p u b l i c  house s e c t o r s  
wh i ch  employ  a d i f f e r e n t  p r i c e  s t r u c t u r e .  The w ine  p r i c e s  t o  the 
consumer i n  the c a t e r i n g  t r a d e  are  a t  a c o n s i d e r a b l y  h i g h e r  l e v e l  
than i n ,  f o r  example  an o f f - l i c e n c e  (The C e n t r a l  S t a t i s t i c a l  O f f i c e  
assumes t h a t  wine  s o l d  by the  g l a s s  i n  c a t e r i n g  e s t a b l i s h m e n t s  
c o s t s  75% more than w ine  s o l d  i n  the  normal  o f f - l i c e n c e  r e t a i l  o u t l e t )  
No s e p a r a t e  ad jus tment  f o r  t h i s  f a c t o r  has been made i n  the  p r e s e n t  
s t ud y ,  howeve r ,  s i n c e  i t  i s  assumed t h a t  p r i c e  movements i n  the  
c a t e r i n g  s e c t o r  w i l l  have  m i r r o r e d  thos e  i n  the r e t a i l  s e c t o r .
Th i s  as sumpt ion  i s  r e a s o n a b l e  i n  d e a l i n g  w i t h  the y ea r s  p r i o r  t o  
1973 but  w i l l  no t  h o l d  t r ue  i n  the f u t u r e  b ecause  o f  the  d i f f e r e n t i a l  
e f f e c t  o f  V . A . T .  wh i ch  v a r i e s  w i t h  the p r o f i t  ma rg in .
The p r i c e  changes wh ich  might  be e x p e c t e d  t o  have the g r e a t e s t  
e f f e c t  on demand are  thos e  caused by changes i n  the  r a t e  o f  du t y .
These  have the f o l l o w i n g  c h a r a c t e r i s t i c s :
( i )  They o c c u r  s ud den l y  whereas  p r i c e
movements have g e n e r a l l y  been g r a d u a l .
( i i )  They c o v e r  the  who le  range  o f  w ines  in
the duty  c a t e g o r y  whereas  o t h e r  p r i c e  
movements t end  t o  a p p l y  to  i n d i v i d u a l  
brands  o r  g e n e r i c  c a t e g o r i e s .
( i i i )  They a r e  w i d e l y  p u b l i c i s e d  o c c u r r i n g  as
th ey  do synonomous ly  w i t h  the Budge t .
The f i r s t  two o f  t h e s e  p o i n t s ,  the  g e n e r a l i t y  o f  d u t y - b a s ed  p r i c e  
i n c r e a s e s ,  i s  o f  p a r t i c u l a r  impo r t ance  t o  a r e s e a r c h e r  s i n c e  he r e  
i s  a s e t  o f  p r i c e  changes wh ich  are  known to  have o c c u r r e d  at
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a p p r o x i m a t e l y  the  same t ime  a c r o s s  a l l  s u p p l i e r s  and a l l  p a r t s  o f  
the c o u n t r y .  Thus t h e r e  i s  a d e g r e e  o f  p r e c i s i o n  a t t a c h e d  t o  t h i s  
i n f o r m a t i o n  whi ch  i s  l a c k i n g  i n  a l l  o t h e r  d a t a . o n  wine  p r i c e  
movements.  M o r e ov e r  w h i l e  c ommerc i a l  c once rns  do no t  n o rm a l l y  
a d v e r t i s e  p r i c e  i n c r e a s e s  as a r e s u l t  o f  t a x  changes th e s e  are  w e l l  
d i s s e m i n a t e d  by the  news media  wh ich  r e i n f o r c e s  t h e i r  e f f e c t  on 
the consumer.
One s ou r c e  wh i ch  c a s t s  an i n t e r e s t i n g  l i g h t  on p r i c i n g  i n  the l i q u o r  
t r a d e  and whi ch  i s  p a r t i c u l a r l y  r e l e v a n t  t o  the p r o b l em  o f  o b t a i n i n g  
a h i s t o r i c a l  p r i c e  s e r i e s  i s  the  r e p o r t  on Co s t s ,  P r i c e s  and 
P r o f i t s  i n  the  B r ewing  I n d u s t r y  by  the  P r i c e s  and Incomes Board 
( 7 1 ) .  Th i s  r e p o r t  d e a l s  w i t h  b e e r  but  s i n c e  a l a r g e  p a r t  o f  the 
w ine  market  i s  c o n t r o l l e d  by  the  b r e we r s  (The e x t e n t  i s  i n d i c a t e d  
by the Monopo ly  Commission R epo r t  on B e e r ) ( 19) i t  seems r e a s o n a b l e  
t o  e x t e n d  some o f  the  f i n d i n g s  t o  w in e .  The t endency  f o r  p r i c e  
i n c r e a s e s  t o  r e l a t e  n o r m a l l y  t o  o n l y  one brand a t  a t ime i s  
u n d e r l i n e d  i n  the  f o l l o w i n g  e x t r a c t s  f rom the P r i c e s  and Incomes 
Board:
"The o n l y  t ime  when b e e r  p r i c e s  are  i n c r e a s e d  ac r o s s  
the boa rd  by a l l  b r e we r s  i s  when e x c i s e  duty  i s  
i n c r e a s e d .  . . "
and :
" N o r m a l l y  a b r ewe r  r ecoups  an i n c r e a s e  i n  c o s t s  no t  
by a g e n e r a l  p r i c e  i n c r e a s e  but  by p u t t i n g  up the 
p r i c e  o f  some o f  h i s  b e e r s .  .
The r e p o r t  goes  on t o  s ay  t h a t  he w i l l  t end  t o  put  up the  p r i c e  o f  
t hos e  b e e r s  wh ich  can b e s t  s u s t a i n  s a l e s  on i n c r e a s e d  p r i c e s .  The 
t ype  o f  p r i c i n g  p o l i c y  s u g g e s t e d  by t h e s e  f i n d i n g s  does  no t  l end  
i t s e l f  t o  r e p r e s e n t a t i o n  by a p r i c e  s e r i e s  and t h i s  c o n s t i t u t e s  a 
f u r t h e r  argument  f o r  p l a c i n g  emphas is  i n  r e s e a r c h  on the  e f f e c t  o f  
dut y  changes r a t h e r  than on p r i c e  changes stemming f rom o t h e r  
c a u s e s .
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Because o f  the  impo r t ance  o f  duty  changes  on the l e v e l  o f  consumer 
demand i t  was d e c i d e d  t o  s tudy  t h e i r  e f f e c t s  s e p a r a t e l y  f rom those  
o f  o t h e r  p r i c e  changes .  The r e s u l t s  o f  t h i s  p r o c ed ur e  are  d e t a i l e d  
b e l ow  i n  the s e c t i o n  4.5 . T ab l e  42 d e s c r i b e s  the changes i n  the 
duty  r a t e s  t o  wh ich  bo th  l i g h t  and heavy  wine  has been s u b j e c t  s i n c e  
1945.  When t h i s  Ta b l e  i s  examined  i n  c o n n e c t i o n  w i t h  F i g u r e  4 
which  shows p i c t o r i a l l y  the  l e v e l s  o f  consumpt ion o f  the  two 
c a t e g o r i e s  o f  w ine  o v e r  the  same p e r i o d ,  i t  becomes appa r en t  t h a t  
t h e r e  has been a c o n s i s t e n t  upward t r e n d  i n  wine  consumpt ion which 
has a t  t imes  been d i v e r t e d  by r e t a i l  p r i c e  i n c r e a s e s  a r i s i n g  f rom 
duty  changes .  Th i s  i s  p a r t i c u l a r l y  appa r en t  in the  case  o f  the 
r e l a t i v e l y  l a r g e  i n c r e a s e s  i n t r o d u c e d  i n  the  1965 and 1969 b u d g e t s .
When e s t i m a t i n g  a demand f u n c t i o n  i n v o l v i n g  p r i c e  i t  i s  usua l  t o  
i n c o r p o r a t e  the r a t i o  o f  the  p r i c e  o f  the  p r od uc t  i n  q u e s t i o n  to  
an i ndex  o f  a l l  o t h e r  p r i c e s .  I f  one f o l l o w s  c l a s s i c a l  economic  
t h e o r y  and assumes a c o m p l e t e l y  l o g i c a l  consumer then i t  f o l l o w s  
•that the  consumer w i l l  be i n f l u e n c e d  i n  h i s  pur chase  d e c i s i o n s  by 
the r e l a t i o n s h i p  o f  the p r i c e  o f  a good r e l a t i v e  t o  the  p r i c e s  o f  
o t h e r  g oods ,  t h a t  i s  i t s  r e l a t i v e  p r i c e ,  r a t h e r  than i t s  p r i c e  i n  
money t e rms .  Where the wine  p r i c e  i n d e x  i s  e x p r e s s e d  as a r a t i o  
o r  r e l a t i v e  p r i c e  i n  the p r e s e n t  s tudy  the  d enomina to r  i s  the 
I ndex  o f  R e t a i l  P r i c e s  as p u b l i s h e d  i n  the  Annual  A b s t r a c t  o f  
S t a t i s t i c s  on the p r i n c i p l e  t h a t  w ine  as a commodi ty  i s  i n  a 
p r i c e - c o m p e t i t i v e  s i t u a t i o n  w i t h  o t h e r  consumer g oods .
P r i c e s  o f  Compet ing  P r oduc t s
F o l l o w i n g  the normal  p r a c t i c e  i n  demand s t u d i e s  i t  was d e c i d e d  t o  
i n v e s t i g a t e  whe t he r  the r e l a t i o n s h i p  b e tween  the  p r i c e  o f  wine 
and the p r i c e s  o f  goods whi ch  appea red  to  be s u b s t i t u t e s  appeared  
t o  have any e f f e c t  on w ine  consumpt i on .  In the case  o f  the U.K.  
l i q u o r  market  i t  was f e l t  t h a t  b e e r  and s c o t c h  wh isky  were  the 
two p r o d uc t s  wh ich  c ou ld  be c o n s i d e r e d  as the c l o s e s t  s u b s t i t u t e s  
t o  wine  and r e p r e s e n t a t i v e  p r i c e s  o f  t h es e  c ommodi t i es  t h e r e f o r e  
appear  i n  the r e g r e s s i o n  c a l c u l a t i o n s .  The f a c t  t h a t  the  p r i c e  
o f  s c o t c h  was examined r a t h e r  than t h a t  o f  any o t h e r  s p i r i t  does 
no t  i n d i c a t e  t h a t  a l l  o t h e r  s p i r i t s  we re  deemed un impo r t an t  but
42Table ^
Basic duty per gallon 
Light wine Heavy, wine Date of change
s« do ' So do
WINE : RATES OF DUTY
1945-47 17 0 34 0
1947-48 22 0 44 0 13ollol947
1948-49 25 0 50 0 70 4ol948
1949-58 13 0 50 0 70 401949
1958-60 13 0 38 0 16. 4«1958
1960-62 13 o1 26 o1 . 5o 401960
1962-64 14 0 27 6 10. 4o1962
1964-65 15 6 30 6 15o 401964
1965-67 18 62 36 62 70 4ol965
1967-68 20 3 39. 3 12. 401967
1968-69 23 33 45 33 ' 20o 301968
1969-73 32 3 . 54 3 16. 4.1969
( 1 o6li) ( 2 .71*)
Notes: Subject to 10% special surcharge from 26th July, 1961 to
9th April, 1962o
2Subject to 10% regulator surcharge from 21st July, 1966 to 
11th April, 1967„
Subject to 10% regulator surcharge from 23rd November, 1968 to 
15th April, 1969«
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r a t h e r  t h a t  the d e c i s i o n  t o  s tud y  the  i n t e r r e l a t i o n s h i p  be tween 
t h e i r  p r i c e  and the  p r i c e  o f  w ine  was d e l a y e d  u n t i l  i t  was c l e a r  
w he t he r  such an e f f e c t  was ap p a r en t  i n  the case  o f  the  s p i r i t  which 
s e l l s  i n  the l a r g e s t  q u a n t i t i e s .
F i n d in g  da t a  on wh i sky  and d raugh t  b e e r  p r i c e s  p r o v e d  e a s i e r  than 
i n  the  case  o f  w ine  though t h i s  was perhaps  t o  be e x p e c t e d  i n  v i ew  
o f  the h e t e r o g e n e o u s  na tu r e  o f  w ine  as a p r o d u c t .  Two s e r i e s  o f  
b e e r  p r i c e s  were  o b t a i n e d ,  one f rom the B r e we r s '  S o c i e t y  and one 
f rom the Department  o f  T rade  and I n d u s t r y  whose i n t e r e s t  in  the  s u b j e c t  
r e f l e c t s  the b e l i e f  t h a t  the  p r i c e  o f  b e e r  e n t e r s  the  a v e ra ge  
consumers b u d g e t a r y  c a l c u l a t i o n s  w h i l e  t h a t  o f  w ine  does n o t .  The 
B r e w e r s '  S o c i e t y  f i g u r e s  o n l y  r e l a t e  t o  d raugh t  b e e r  a l t h oug h  t h i s  
does no t  appear  as a s e r i o u s  d i s a d v a n t a g e  s i n c e  d raugh t  s a l e s  r e p r e ­
s e n t  the g r e a t e r  p a r t  o f  b e e r  c onsumpt i on .
A s e r i e s  o f  recommended r e t a i l  p r i c e s  f o r  s c o t c h  wh i sky  was o b t a i n e d  
f rom the  Sco t ch  Whisky A s s o c i a t i o n .  Th i s  s u f f e r e d  f rom the 
d i s a d v a n t a g e  t h a t  the recommended p r i c e s  subsequent  t o  1965, when 
r e s a l e  p r i c e  ma intenance  ended,  we re  much h i g h e r  than the p r e v a i l i n g  
l e v e l  o f  wh i sky  p r i c e s  wh i ch  c ou ld  be o b s e r v e d  i n  any o f f - l i c e n c e .
For  t h i s  r e a son  the A s s o c i a t i o n ' s  s e r i e s  was used up t i l l  1965 but  
a f t e r  t h a t  t ime  i t  was assumed t h a t  the  p r i c e  r emained  at  the  1965 
l e v e l .  Even t h i s  ad jus tm en t  may o v e r e s t i m a t e  the p r i c e  char ged  in  
many o u t l e t s  but  t h e r e  i s  no c l e a r  e v i d e n c e  on whi ch  t o  d e c i d e  what 
p r o p o r t i o n  o f  U.K.  s c o t c h  s a l e s  go th rough those  o u t l e t s  w i th  
n o t o r i o u s l y  f i n e  marg ins  wh i ch  are  o f t e n  r e f e r r e d  t o  i n  the  t r ad e  
as " c a sh  and c a r r y "  o u t l e t s .
The r e l a t i o n s h i p  b e tween  the r e l a t i v e  p r i c e s  o f  t h e s e  d i f f e r e n t  
p r o d uc t s  i n  r e c e n t  y e a r s  i s  o u t l i n e d  i n  the accompany ing  d i ag ram 
( F i g u r e  5 ) .  The r e s u l t s  shou ld  be t r e a t e d  w i t h  c a u t i o n ,  p a r t i c ­
u l a r l y  i n  the  case  o f  the t r e n d  i n  w ine  p r i c e s  s i n c e  the  p r i c e s  
used  i n  c a l c u l a t i n g  t h i s  i n d e x  where  the r e t a i l  p r i c e s  recommended 
by l a r g e  s u p p l i e r s .  S in c e  th e s e  ar e  unde r cu t  i n  many cases  t h i s  
i n d e x  may o v e r e s t i m a t e  the  r i s e  i n  w ine  p r i c e s  i n  r e c e n t  y e a r s .
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Th i s  i nde x  does r e v e a l ,  howe ve r ,  the  way i n  which duty  i n c r e a s e s  
ar e  r a p i d l y  pas s ed  on t o  the  r e t a i l e r  which i s  why the graph shows 
r e l a t i v e l y  r a p i d  i n c r e a s e s  i n  1965 and 1969. A p a r t  f rom thes e  
d u t y - i n d u c e d  p r i c e  changes the  i n d e x  f o r  l i g h t  wine  p r i c e s  has no t  
f l u c t u a t e d  much away f rom i t s  1957 l e v e l  o f  100,  i n d i c a t i n g  t h a t  
the p r i c e  o f  w ine  has r i s e n  by  about  the  same p r o p o r t i o n  as thos e  
o f  o t h e r  consumer g oods .
An im p o r t a n t  f e a t u r e  o f  the  s t r u c t u r e  o f  p r i c e s  i n  the  a l c o h o l i c  
b e v e r a g e  marke t  i s  t h a t  by and l a r g e  the  p r i c e  o f  b e e r  has 
m a i n t a i n e d  the  same r e l a t i o n s h i p  t o  the  p r i c e  o f  w ine  s i n c e  1963,  
e x c e p t i n g  the  y e a r s  1969 and 1970 when the  p r i c e  o f  w ine  s o a r e d .
I n  1971 and 1972 the  two p r i c e s  we re  i n  the same r a t i o  as i n  1957. 
Th i s  wou ld  s u g g e s t  t h a t  the  r e c e n t  annual  i n c r e a s e s  i n  the  consump­
t i o n  o f  w ine  compared w i t h  the  v i r t u a l  s t a g n a t i o n  o f  the  b e e r  
market  ( l e a v i n g  a s i d e  i t s  l a g e r  component )  d i d  no t  come about  as 
a r e s u l t  o f  w ine  becoming  che ape r  r e l a t i v e  to  b e e r .
O the r  i n t e r e s t i n g  f e a t u r e s  r e v e a l e d  i n  the d iag ram are  the  s t e a d y  
d e c l i n e  i n  the r e l a t i v e  p r i c e  o f  s c o t c h  wh isky  s i n c e  1965 and the 
f a s h i o n  i n  wh ich  s h e r r y  has become cheape r  compared w i t h  the o t h e r  
b e v e r a g e s  men t i o ne d .  Th i s  l a s t  r e l a t i o n s h i p  i s  u n l i k e l y  t o  p e r s i s t  
i n t o  the f u t u r e  however  as t h e r e  a r e  s t r o n g  i n d i c a t i o n s  t h a t  the 
p r i c e  o f  s h e r r y  i s  r i s i n g  a t  s o u r c e .  The r ea son  t h a t  s h e r r y  p r i c e s  
a r e  quo t ed  r a t h e r  than "h e a v y  w i n e "  i s  t h a t  the  p r od uc t s  making up 
t h i s  Customs and E x c i s e  c a t e g o r y  a r e  d i v e r s e  (The c a t e g o r y  i n c l u d e s  
p o r t ,  s h e r y ,  vermouth and b randed  a p e r i t i f s )  and t h a t  t h e r e f o r e  i t  
would  be v e r y  d i f f i c u l t ,  and p o s s i b l y  m i s l e a d i n g ,  t o  e x p r e s s  t h e i r  
p r i c e  movements by a s i n g l e  i n d e x .  Span i sh  s h e r r y  ac coun ts  f o r  
o v e r  h a l f  the volume o f  im po r t s  i n  t h i s  c a t e g o r y ,  m o r eo v e r ,  and so 
i n  s t u d y i n g  the  consumpt ion  movements i n  the heavy  w ine  market  
t h i s  i n d ex  shou ld  p r o v i d e  u s e f u l  c l u e s .
Numbers o f  L ic e n s e d  O u t l e t s
I t  i s  somet imes  s u g g e s t e d  t h a t  the  l e v e l  o f  w ine  consumpt i on  has 
been d i r e c t l y  i n f l u e n c e d  by the g rowth i n  the numbers o f  
l i c e n s e d  p r e m i s e s .  In f a c t  t h i s  h y p o t h e s i s  i s  more m ea n i ng fu l  
when a t t e n t i o n  i s  r e s t r i c t e d  t o  what  are  commonly known as " P a r t  IV "  
l i c e n c e s .  These  a r e  the l i c e n c e s  o t h e r  than the  normal  f u l l  " o n "  
l i c e n c e  which ar e  h e l d  by h o t e l s  and r e s t a u r a n t s .  The l e g a l  
d i s t i n c t i o n s  b e tween  the  d i f f e r e n t  t ype s  o f  l i c e n c e  are  a d e q u a t e l y  
d e s c r i b e d  i n  s e v e r a l  t e x t s  ( e . g .  M e d l i k  ( 2 l ) )  but  the  main 
d i f f e r e n c e  b e tween  the  d i f f e r e n t  t y pe s  o f  l i c e n c e  i n  the p r e s e n t  
c o n t e x t  i s  t h a t  P a r t  IV l i c e n c e s  are  e a s i e r  to  o b t a i n  than the 
f u l l  l i c e n c e  and were  i n t r o d u c e d  t o  f a c i l i t a t e  the o b t a i n i n g  o f  
l i c e n c e s  by c a t e r e r s .  The number o f  P a r t  IV l i c e n c e s  he l d  i n  a 
p a r t i c u l a r  y e a r  shou ld  n o t ,  howe ve r ,  be e qua t ed  w i t h  the number 
o f  l i c e n s e d  h o t e l s  and r e s t a u r a n t s  s i n c e  th e s e  c a t e r i n g  o u t l e t s  
may h o l d  f u l l  " o n "  l i c e n c e s  j u s t  as a p u b l i c  house doe s .  There  
a r e  o t h e r  d i f f i c u l t i e s  i n  e s t i m a t i n g  the  numbers o f  c a t e r i n g  
e s t a b l i s h m e n t s  wh ich  s e r v e  l i q u o r  f rom l i c e n s i n g  s t a t i s t i c s ,  as 
was d i s c u s s e d  i n  s e c t i o n  2 .5  above ,  and i t  i s  p a r t i c u l a r l y  
d i f f i c u l t  to  a s s e s s  the  number o f  o u t l e t s  wh ich  s e r v e  wine  w i th  
f o o d .
The e x t e n t  to  wh i ch w ine  i s  s o l d  i n  c a t e r i n g  e s t a b l i s h m e n t s  i s  
o f  c ou rs e  dependent  on the  number o f  c a t e r e r s  who can p r o v i d e  t h i s  
s e r v i c e  and so i s  l i n k e d  to  the  number o f  l i q u o r  l i c e n c e s  h e l d .
S inc e  P a r t  IV  l i c e n c e s  a p p l y  to  c a t e r i n g  e s t a b l i s h m e n t s  t h e i r  
g rowth i n  r e c e n t  y ea r s  i n d i c a t e s  a s t r o n g  t r e nd  towards  o f f e r i n g  
l i q u o r  where  f o o d  i s  s e r v e d .  The g rowth  i n  the number o f  p rem i s e s  
h o l d i n g  t h i s  t ype  o f  l i c e n c e  i s  i l l u s t r a t e d  i n  Ta b l e  13. The 
r ea sons  why the  number o f  l i c e n c e s  h e l d  was no t  i n c l u d e d  as a 
v a r i a b l e  i n  r e g r e s s s i o n  c a l c u l a t i o n s  d e s p i t e  the  obv i ou s  c o n n e c t i o n  
b e tween  l i c e n c e s  and wine  s a l e s  a r e  t h a t  o n l y  a f r a c t i o n  ( p r o b a b l y  
I i n  the  c a s e  o f  t a b l e  w i n e )  o f  w ine  s a l e s  are  ac coun ted  f o r  by 
the  c a t e r i n g  market  and t h a t  the  number o f  P a r t  IV l i c e n c e s  h e l d ,  
wh i ch  are  the  o n l y  l i c e n c e s  t h a t  can be a s s o c i a t e d  s o l e l y  w i t h  
c a t e r i n g  o u t l e t s , d o e s  no t  r e p r e s e n t  the  t o t a l  number o f  c a t e r i n g
o u t l e t s  w h ic h  are e n t i t l e d  t o  se rve  l i q u o r .
T r a v e l  abroad
The g rowth  i n  h o l i d a y m a k in g  ab road  by U.K.  r e s i d e n t s  i s  ano the r  
f a c t o r  wh ich  must have c o n t r i b u t e d  t o  the  r i s e  i n  w ine  consumpt ion 
s i n c e  the  m a j o r i t y  o f  such h o l i d a y s  take  p l a c e  i n  c o u n t r i e s  where  
the  consumpt ion  o f  wine  w i t h  f o o d  i s  bo th  more common than i n  our 
own s o c i e t y  and f a r  c h e a p e r .  The e x t e n t  t o  wh i ch  B r i t i s h  h o l i d a y ­
makers t end  t o  v i s i t  w i n e - d r i n l c i n g  c o u n t r i e s  i s  r e v e a l e d  by the 
I n t e r n a t i o n a l  P as s en ge r  Su rv ey  c onduc ted  by the Department  o f  
T rade  and I n d u s t r y  (72 )  wh i ch  i n d i c a t e s ,  f o r  e xamp le ,  t h a t  in  
1971 more than h a l f  o f  the  v i s i t s  ab road  by U.K.  r e s i d e n t s  were  
t o  F rance ,  Spa in  and I t a l y .
A l t ho ug h  t r a v e l  abroad  has undoubtedl/y a c t e d  as a c o n t r i b u t o r y  
f a c t o r  i n  the g rowth  o f  w ine  c o n s u m p t i o n . i n  the U.K.  i t  was no t  
i n c l u d e d  as an e x p l a n a t o r y  v a r i a b l e  i n  the p r e s e n t  s e r i e s  o f  
c a l c u l a t i o n s .  The r ea s on  f o r  t h i s  i s  t h a t  the  r e l a t i o n s h i p  b e tween  
the two v a r i a b l e s  was t o o  i n d i r e c t  t o  be d e t e c t a b l e  by  the 
r e l a t i v e l y  c rude  s t a t i s t i c a l  t e c h n i q u e  o f  r e g r e s s i o n  a n a l y s i s .
As F i g u r e  6 i n d i c a t e s  the number o f  v i s i t s  t o  the  ma j o r  European 
wine  p r o d u c i n g  c o u n t r i e s  has been r i s i n g  s t e a d i l y  i n  r e c e n t  
y ea r s  and the p e r c e n t a g e  i n c r e a s e s  i n  the two most r e c e n t  y e a r s ,  
1971 and 19 72 ,be a r  a r emarkab l e  s i m i l a r i t y  t o  t hos e  f o r  l i g h t  wine  
c onsumpt i on .  The f a c t  t h a t  bo th  markets  have been e xpand ing  makes 
i t  d i f f i c u l t  t o  say  t h a t  one has caused  the e xp an s i o n  o f  the o t h e r .  
I t  seems f a i r e r  t o  say  t h a t  g rowth  i n  bo th  markets  r e f l e c t s  the 
i n c r e a s i n g  p r o p o r t i o n  o f  the  U.K.  c onsumer ' s  budge t  which i s  
b e i n g  a l l o c a t e d  t o  l uxu ry  goods o r ,  i n  the  l anguage  o f  economics  
t h a t  both  goods appear  t o  have  an income e l a s t i c i t y  o f  demand 
g r e a t e r  than 1 .
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F i g .  6 N u m b e r  o f  V i s i t s  b y  U .  K .  R e s i d e n t s  
b y  M a i n  C o u n t r y  V i s i t e d
Y e a r
S o u r c e : 72
E xp e n d i t u r e  on Meals  Bought  away f rom Home
I t  has been s u g g e s t e d  t h a t  wine  consumpt i on  i s  i n f l u e n c e d  by the 
amount consumers spend on mea ls  away f rom home s i n c e  a p p r o x i m a t e l y  
25% o f  a l l  t a b l e  wine  consumed i s  s o l d  to  accompany the s e  mea l s .
The o n l y  s ou rc e  o f  da t a  f o r  t h i s  v a r i a b l e  i s  the Fami l y  E xp e nd i t u r e  
Su r v ey  ( 9 )  which has p roduced  annual  e s t i m a t e s  o f  a v e ra ge  e x p e n d i ­
tu r e  on meals  away f rom home s i n c e  1957. Th i s  s e r i e s ,  summarised 
i n  Ta b l e  49 , p r o v i d e s  a u s e f u l  i l l u s t r a t i o n  o f  the g rowth  i n  
e a t i n g  out  a l t h ou g h  s i n c e  the  f i g u r e s  are  i n  c u r r e n t  v a l ue s  the 
g rowth  i s  o v e r e s t i m a t e d  b ecause  o f  i n f l a t i o n .  The i m p l i c a t i o n s  
o f  t h i s  s e r i e s  f o r  the f u t u r e  g rowth  i n  e a t i n g  out  a re  d i s c u s s e d  
i n  P a r t  5.
E xp e n d i t u r e  on meals  away f rom home was no t  i n c l u d e d  as an 
i ndep end en t  v a r i a b l e  i n  any r e g r e s s i o n  e x p l a i n i n g  the  consumpt ion 
o f  w i n e .  Th i s  i s  b ecause  c u r r e n t l y  i t  i s  o n l y  i n  a sm a l l  s e c t i o n  
o f  the marke t  f o r  e a t i n g  ou t  t h a t  w ine  i s  consumed. I t  would be 
u n r e as on ab l e  t o  assume t h a t  the  r a t e  o f  change o f  e x p e n d i t u r e  on 
a l l  e a t i n g  ou t  i s  e q u a l  t o  the  g rowth  o f  t h a t  s e c t o r  r e l e v a n t  t o  
the p r e s e n t  s tudy .
4 . 4 . 2  The Form o f  the  Dependent  V a r i a b l e
In a model  wh i ch i s  an a t t e m p t  t o  e x p l a i n  the  demand f o r  wine  then 
wine  consumpt ion must be the  dependen t  v a r i a b l e .  There  r emains ,  
howeve r ,  the p rob l em  o f  d e f i n i n g  what  i s  meant by "w ine  
c onsumpt ion "  and o f  f i n d i n g  a s e r i e s  o f  data  wh ich  c o r r e s pon ds  to  
the d e f i n i t i o n  and whi ch  c o v e r s  a s u f f i c i e n t l y  l on g  p e r i o d  o f  t ime 
t o  be o f  use i n  r e g r e s s i o n  a n a l y s i s  s i n c e  t h i s  method depends f o r  
succ es s  on h a v i n g  a r e l a t i v e l y  l a r g e  sample o f  o b s e r v a t i o n s  o v e r  
a p e r i o d  o f  t i m e .
I t  i s  im po r t ed  w ine  wh ich  i s  o f  i n t e r e s t  i n  t h i s  s tudy  s i n c e  
B r i t i s h  wine  i s  no t  g e n e r a l l y  s o l d  as an accompaniment  t o  f ood  and 
E n g l i s h  w in e ,  t h a t  i s  w ine  p roduced  f rom E n g l i s h - g r o w n  g r a p e s ,  
a l t h ou gh  g r o w in g  i n  impo r t ance  i s  s t i l l  o n l y  p roduced  i n  minute
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q u a n t i t i e s  r e l a t i v e  t o  the  t o t a l  marke t .  I t  appears  d e s i r a b l e  to 
examine s e p e r a t e l y  the  demand f u n c t i o n s  f o r  l i g h t  and heavy  wine  
s i n c e  th e s e  are  to  a l a r g e  e x t e n t  p r o duc t s  s e r v i n g  d i f f e r e n t  ne eds .  
The ma j o r  im po r t ed  heavy  w ines  are  p o r t ,  s h e r r y  and vermouth and 
w h i l e  t h e r e  a r e  o c c a s i o n s  when th e s e  are  s e r v e d  as an accompaniment  
t o  f o o d  ( S a i n t s b u r y  d e v i s e d  a menu on which s h e r r y  was s e r v e d  
w i t h  e v e r y  c ou rs e  ) (  5 ) i t  i s  g e n e r a l l y  l i g h t  wine  wh i ch  i s  
s e r v e d  t o  accompany f o o d  w h i l e  h ea vy  w ines  are  consumed b e f o r e  or  
a f t e r  f o o d .  S p a r k l i n g  w ine  has been i s o l a t e d  f rom o t h e r  w ines  o f  
p a r a l l e l  s t r e n g t h ,  l i g h t  w i n e s ,  by  Customs and E x c i s e  f o r  purposes  
o f  l e v y i n g  duty  but  s i n c e  i t s  demand p a t t e r n  has f o l l o w e d  t h a t  o f  
l i g h t  wine  i n  r e c e n t  y e a r s  and the  market  f o r  i t  i s  v e r y  sma l l  
r e l a t i v e  t o  t h a t  f o r  l i g h t  w ine  i t  has g e n e r a l l y  been t r e a t e d  as 
b e l o n g i n g  t o  the  l i g h t  wine  c a t e g o r y .
Customs and E x c i s e  s t a t i s t i c s  o f  w i t h d r a w a l s  f rom bond are  the 
obv i ous  c h o i c e  o f  a v a r i a b l e  t o  measure wine  c onsumpt i on .  S inc e  
the  duty  on wine  does no t  have  t o  be p a i d  u n t i l  the w ine  i s  
w i thd rawn  f rom bond i t  i s  l i k e l y  t h a t  merchants  w i l l  l e a v e  in  
bond s t o c k s  whi ch t h e y  do no t  e x p e c t  t o  s e l l  i n  the  near  f u t u r e  
and t h e r e f o r e ,  o v e r  a p e r i o d  o f  t ime  as l on g  as a y e a r ,  w i t h d r a w a l s  
f rom bond are  a good e s t i m a t e  o f  c onsumpt ion .  However ,  as s e v e r a l  
a u t h o r i t i e s  have no t e d  ( ) (  ) w i t h d r a w a l s  can be caused by the
s p e c u l a t i v e  demand o f  w h o l e s a l e r s  and r e t a i l e r s  r a t h e r  than 
r e f l e c t i n g  consumer demand and Pym Corn ish  goes so f a r  as t o  a d j u s t  
the  f i g u r e s  f o r  w i t h d r a w a l s  t o  a l l o w  f o r  t h i s  b e f o r e  u s in g  them 
t o  d e v e l o p  a f o r e c a s t .  The Repo r t  o f  the  Commiss ioners  o f  Customs 
and E x c i s e  f o r  the y e a r  ended March 31st  1969 r e f e r s  t o  t h i s  
d i f f i c u l t y  as f o l l o w s :
. . t h e r e  i s  sc ope  f o r  c o n s i d e r a b l e  s h o r t - t e r m  
f l u c t u a t i o n  i n  the  l e v e l  o f  d u t y - p a i d  s t o c k s  o f  
w i ne ,  and a c ompar i s on  o f  one f i n a n c i a l  y e a r  w i t h  
the ne x t  may no t  r e v e a l  the  u n d e r l y i n g  t r e n d .  . .
The t r e n d  i n  r e c e n t  y e a r s  i s  shown more c l e a r l y  
i n  the f i g u r e s  f o r  c a l e n d a r  y e a r s .  . . "
In  the p r e s e n t  s tudy  no e f f o r t  was made to  a d j u s t  the  p u b l i s h e d  
da ta  but  t h i s  s t a t e m e n t  by the  Customs and E x c i s e  a u t h o r i t i e s  
does make s ometh ing  o f  a case  f o r  u s in g  data  f o r  c a l e n d a r  y e a r s .  
The da t a  f o r  w i t h d r a w a l s  a r e  a v a i l a b l e  bo th  on a c a l e n d a r  y e a r  and 
on a f i n a n c i a l  y e a r  b a s i s  i n  Customs and E x c i s e  r e p o r t s  but  i n  the 
c a l e n d a r  y e a r  s e r i e s  no d i s t i n c t i o n  i s  made b e tween  l i g h t  and 
heavy  w ine  u n t i l  1957 w h i l e  f o r  f i n a n c i a l  y e a r s  t h i s  i n f o r m a t i o n  
i s  a v a i l a b l e  s i n c e  1945.  S i n c e  annual  d e t a i l s  o f  p e r s o n a l  
d i s p o s a b l e  income a r e  g i v e n  i n  c a l e n d a r  y e a r  terms the  p r a c t i c e  
was ad op t ed  i n  c a l c u l a t i o n s  o f  u s i n g  c a l e n d a r  y e a r  da t a  f o r  wine  
w i t h d r a w a l s  i n  o r d e r  t o  match the  two s e t s  o f  d a t a .  The d i f f e r i n g  
t ime p e r i o d s  used i n  the  r e g r e s s i o n s  r e f e r r e d  t o  i n  T ab l e  43 
may be a ccoun t ed  f o r  by the  a v a i l a b i l i t y  o f  r e l e v a n t  da t a .
In o r d e r  to  a b s t r a c t  the i n f l u e n c e  o f  a t ime t r e n d  on consumpt ion 
an a t t e m p t  was made t o  a n a l y s e  the  d a t a  i n  the  form o f  f i r s t  
d i f f e r e n c e s  j u s t  as S t one  d i d  i n  the  work r e f e r r e d  t o  abov e .  A 
f u r t h e r  su p p o r t  f o r  t h i s  method i s  t o  be found i n  the  work o f  
Schupack (73 )  who used the  same da t a  as Stone  t o  d e t e rm in e  which 
t ypes  o f  demand f u n c t i o n  t ende d  t o  be the  b e s t  p r e d i c t o r s .  Of  
the f u n c t i o n s  wh ich  t o ok  an e conomi c  f orm r a t h e r  than b e i n g  p u r e l y  
e x t r a p o l a t i o n s  those  i n  the  f orm o f  f i r s t  d i f f e r e n c e s  p e r f o r m e d  
b e s t ,  t h a t  i s  t o  s ay  the  p r e d i c t i o n s  d e r i v e d  f rom them p r o v ed  t o  
be c l o s e s t  t o  the a c t u a l  v a l u e s  i n  a l a r g e  number o f  c a s e s .
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T a b l e  43 p r o v i d e s  a gu id e  t o  the  r e s u l t s  o b t a i n e d  i n  t h i s  p a r t  
o f  the s tu d y .  B e f o r e  e xam in in g  i t  i n  d e t a i l ,  ho we ve r ,  i t  may be 
a d v i s a b l e  t o  e x p l a i n  two o f  the  s t a t i s t i c a l  c r i t e r i a  commonly 
employed  i n  d e a l i n g  w i t h  da t a  o f  t h i s  k in d .
4 . 5 . 1 .  S i g n i f i c a n c e  o f  the  R e g r e s s i o n  C o - e f f i c i e n t s
Underneath  each o f  the c o - e f f i c i e n t s  i n  Ta b l e  43 i s  p r i n t e d  i t s  
s t a n da rd  e r r o r  wh i ch i s  a measure o f  the  d i s p e r s i o n  o f  the d i f f e r e n t  
v a l u e s  t aken  by the  c o - e f f i c i e n t  i m p l i e d  by d i f f e r e n t  annual  
o b s e r v a t i o n s .  In e f f e c t  the c o - e f f i c i e n t  which i s  p r i n t e d  i s  a 
mean v a l u e  o b t a i n e d  f rom a sampl e ,  e v e r y  annual  o b s e r v a t i o n  b e i n g  
one u n i t  i n  the s ampl e .  I f  the  s t a n d a rd  e r r o r  i s  a l a r g e  r e l a t i v e  
t o  the v a l u e  o f  the c o - e f f i c i e n t  t h i s  i n d i c a t e s  t h a t  no r e l a t i o n s h i p  
has been found be tween  the  d ependen t  v a r i a b l e  and the  e x p l a n a t o r y  
v a r i a b l e  t o  wh i ch the  c o - e f f i c i e n t  r e f e r s .
The p r o c e s s  o f  " t e s t i n g  the  s i g n i f i c a n c e "  o f  the  c o - e f f i c i e n t s  i s  
d e a l t  w i t h  i n  s t a t i s t i c a l  t e x t b o o k s  such as Draper  and Smith ( 7 4 ) .  
Some i d e a  however  o f  d e s i r e d  r e l a t i o n s h i p  b e tween  a p a r am e t e r  and 
i t s  s t a n d a rd  e r r o r  may be g a i n e d  f rom the  f a c t  t h a t  f o r  a r e g r e s s i o n  
based  on 25 o b s e r v a t i o n s  and w i t h  one i n dependen t  v a r i a b l e ,  such 
as 1 and 2 i n  T ab l e  43 ,  the  c o - e f f i c i e n t  has t o  be j u s t  o v e r  t w i c e  
as l a r g e  as i t s  s t a n da rd  e r r o r  b e f o r e  i t  can be a c c e p t e d  t h a t  t h e r e  
i s  a. r e l a t i o n s h i p  b e tween  the  two v a r i a b l e s .
4 . 5 . 2  T e s t  f o r  A u t o - c o r r e l a t i o n :
A u t o - c o r r e l a t i o n  i s  the  s t a t e  where  s u c c e s s i v e  o b s e r v a t i o n s  are  
dependen t  on each o t h e r .  I t s  e f f e c t s  a re  d e a l t  w i t h  a t  l e n g t h  
i n  e c o n o m e t r i c  l i t e r a t u r e  b u t ,  b r o a d l y  s p e a k in g ,  i t  i n d i c a t e s  t h a t  
t h e r e  i s  some s y s t e m a t i c  i n f l u e n c e  on the dependent  v a r i a b l e  which 
i s  no t  e x p l a i n e d  by the  mode l  and t h a t ,  t h e r e f o r e ,  the  model  i s  
i n a d a q u a t e .  The Durb in-Wa tson  t e s t  i s  the  method most w i d e l y  
emp loyed  o f  t e s t i n g  f o r  t h i s  c o n d i t i o n  and i n v o l v e s  compar ing  the
4 • 5 R e s u l t s  o f  Demand S tu d y
lyTAfelLE 43
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SUMMARY OF REGRESSION CALCULATIONS -  LIGHT WINE
FUNCTION
* 1. Y =
f 2. ; Y =
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- 2996.6 + 1.2011 X-, 
(742.3) (.0383)
6404.00 + .0060 x2 
(687,49) (.0003)
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? = - 474.76 + .8612 x ] + .0018 x 
(1277.44) ( .1499) ( .0008)
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(694.234) (.5614)
= 934.491 + .0014 Ax.
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(366.206) (.0011)
= 249.825 + .6077Ax1 + .0015Ax2 
(720.040) ( .5512) ( .0011)
7. Yt = 2743.12 + .00205 xOJ. + .6771 Y►
;8v.: K-og Yl = - .3547 + .00012 x3
I .  Iqog Yl  = .7559 + .0570t
fhere1
t X
x
Yi'
2t t-1
(875.27) ( .00081) ( .1353)
( .0542) (.000004)
(.0150) (.00221)
TIME PERIOD 0
1946 - 70 .995
1946 - 70 .991
1946 - 70 .996
1946 - 70 .420
1946 - 70 .437
1946 - 70 .468
1946 - 70 .996
1957 - 71 -.999
(Omitting 1962,
1965, 1969 +1970)
.999
k3 
f t  f 
A
Annual withdrawals from bond o f  a l l  imported wine. 
Personal disposable income in current terms
Annual Expenditure on the advert is ing o f  wine
Annual withdrawals from bond o f  imported l i gh t  wine
Personal disposable income in real terms
Time (1957 takes the.value 1 , 1958 takes .2 e t c . )  
F i rs t  d i f f erence between annual f i gures.
DURBIN WATSON 
S T A T IS T IC
1.08
.88
1.18
2.12
2.21
2.23
1.92
.99
1.26
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Durb in-Watson s t a t i s t i c  d e r i v e d  f o r  a p a r t i c u l a r  r e g r e s s i o n  
e q u a t i o n  w i t h  a p u b l i s h e d  t a b l e  o f  v a l u e s ,  such as t h a t  f ound i n  
Champernowne ( 5 0 ) .  The p r o b l em  a f f e c t i n g  some o f  the  e q u a t i o n s  
i n  t a b l e  43 , f o r  example  1,2 and 3, i s  t h a t  the  v a l u e  o f  t h i s  
s t a t i s t i c  i s  l o w e r  than the l o w e r  l i m i t  o f  the  p u b l i s h e d  s t a t i s t i c s  
a r e s u l t  wh i ch  i n d i c a t e s  p o s i t i v e  a u t o c o r r e l a t i o n .  A u t o - c o r r e l a t i o n  
i s  a p e r e n n i a l  p rob l em  when r e g r e s s i o n  da t a  are  i n  the  form o f  
ec onomi c  t i m e - s e r i e s  and the  method most  f r e q u e n t l y  employed  to  
t r a n s f o r m  the  da t a  i n  o r d e r  t o  a v o i d  i t  i s  the  t a k i n g  o f  f i r s t
d i f f e r e n c e s  as i n  e q u a t i o n s  4,5  and 6 .
4 . 5 . 3  S u i t a b i l i t y  o f  the  e q u a t i o n s  f o r  f o r e c a s t i n g
2The f i r s t  t h r e e  f u n c t i o n s  a r e  c h a r a c t e r i s e d  by a v e r y  h i gh  R and
the  p r e s e n c e  o f  a u t o c o r r e l a t i o n .  These  two f a c t o r s  a r e  i n t e r - r e l a t e d  
2
s i n c e  the  R i s  c l e a r l y  p r oduced  by the  f a c t  t h a t  the t h r e e  s e r i e s
income,  a d v e r t i s i n g  e x p e n d i t u r e  and w ine  consumpt ion have been a l l
g r o w i ng  o v e r  the  t ime p e r i o d  s t u d i e d  r a t h e r  than b e i n g  s o l e l y  the
r e s u l t  o f  a c a s ua l  r e l a t i o n s h i p  b e tween  the f i r s t  two and the
l a t t e r .  Th i s  s imu l t ane ou s  g r owth  o v e r  t ime  i s  a l s o  r e v e a l e d  i n  
?
the  h i g h  R ( . 9 7 2 )  o b t a i n e d  be tween  n a t i o n a l  income and a d v e r t i s i n g  
e x p e n d i t u r e  on wine  f o r  the  same p e r i o d .  Th i s  l a s t  appears  t o  be 
a measure o f  a s s o c i a t i o n  r a t h e r  than c a u s a t i o n  s i n c e  th e r e  i s  no 
d i r e c t  r e a so n  why the  l e v e l  o f  a d v e r t i s i n g  e x p e n d i t u r e '  shou ld  be
i n f l u e n c e d  by th a t  o f  n a t i o n a l  i ncome.
The i n t e r p r e t a t i o n  o f  the c o r r e l a t i o n  b e tween  consumpt ion and 
a d v e r t i s i n g  e x p e n d i t u r e  i s  d i f f i c u l t  b ecause  i t  i s  p o s s i b l e  t o  v i e w  
a d v e r t i s i n g  as b e i n g  a f u n c t i o n  o f  s a l e s  as w e l l  as v i c e  v e r s a .
Where companies  d e t e rm in e  the  s i z e  o f  t h e i r  a d v e r t i s i n g  budge t  on 
what  K o t l e r  r e f e r s  t o  as the  np e r c e n t a g e - o £ - s a l e s  method " ,  which 
means a l l o c a t i n g  a f i x e d  p e r c e n t a g e  o f  one y e a r ' s  s a l e s  r evenue  
t o  the f o l l o w i n g  y e a r ’ s a d v e r t i s i n g ,  then the a d v e r t i s i n g  e x p e n d i ­
tu r e  w i l l  depend on the p a s t  l e v e l  o f  s a l e s .  As K o t l e r  s u g g e s t s  
t h i s  i s  an i l l o g i c a l  way o f  s e t t i n g  the  a d v e r t i s i n g  bud ge t  but  t h e r e  
i s  some e v i d e n c e  t h a t  t h i s  i s  what  has happened i n  the  wine  
marke t .  A l o o k  a t  F i g u r e  4 i n d i c a t e s  t h a t  the  wine  market  s lumped
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i n  1 9 6 5  a n d  1 9 6 9 ,  a s  a  r e s u l t  o f  d u t y  i n c r e a s e s  a n d  i n  t h e  t w o  
s u b s e q u e n t  y e a r s  o f  1 9 6 6  a n d  1 9 7 0  a s  T a b l e  4 4  i n d i c a t e s ,  t h e r e  
w e r e  f a l l s  i n  t h e  t o t a l  a d v e r t i s i n g  a l l o c a t i o n .  B e c a u s e  o f  t h e  
d i f f i c u l t y  o f  i n t e r p r e t a t i o n  i n  t h e  c a s e  o f  t h i s  v a r i a b l e  i t  w a s  
d e c i d e d  n o t  t o  i n c l u d e  i t  i n  a  f o r e c a s t i n g  e q u a t i o n .  M o r e o v e r  
s i n c e  t h e  s u m  o f  a d v e r t i s i n g  e x p e n d i t u r e s  o n  t h e  p r o d u c t  w i n e  i s  
t h e  r e s u l t  o f  d e c i s i o n s  b y  t h e  m a n y  c o m m e r c i a l  c o n c e r n s  i n  t h e  
m a r k e t  t h i s  v a r i a b l e  w o u l d  b e  p a r t i c u l a r l y  d i f f i c u l t  t o  f o r e c a s t  
i t s e l f  a s  w o u i d  b e  n e c e s s a r y  i f  i t  w e r e  t o  b e  i n c l u d e d  i n  a  m o d e l  
f o r  t h e  f o r e c a s t i n g  o f  c o n s u m p t i o n .
E q u a t i o n  7 ,  w h i c h  i n c l u d e s  a d v e r t i s i n g  e x p e n d i t u r e  a n d  t h e  l a g g e d  
v a l u e  o f  t h e  d e p e n d e n t  v a r i a b l e ,  w i n e  c o n s u m p t i o n ,  p r o d u c e d  v e r y  
g o o d  s t a t i s t i c a l  r e s u l t s .  T h e  R  i s  g o o d ,  a s  i s  t h e  D u r b i n - W a t s o n  
s t a t i s t i c ,  w h i l e  t h e  c o - e f f i c i e n t s  a r e  s i g n i f i c a n t  i n  t e r m s  o f  
t h e i r  r e l a t i o n s h i p  w i t h  t h e i r  s t a n d a r d  e r r o r .  T h i s  f u n c t i o n  i s  
b a s e d  o n  o n e  w h i c h  P a l d a  u s e d  i n  h i s  s t u d y  o f  d e m a n d  f o r  t h e  L y d i a  
P i n k h a m  C o m p o u n d  a n d  t h e r e  i s  a  c o n n e c t i o n  b e t w e e n  t h i s  p r o d u c t  
a n d  w i n e  i n  t h a t  t h e  C o m p o u n d  h a d  a  s i g n i f i c a n t  a l c o h o l  c o n t e n t .
T h i s  m o d e l  d o e s  n o t  r e a l l y  f a l l  i n t o  t h e  c l a s s  o f  e x p l a n a t o r y  
m o d e l s ,  h o w e v e r ,  s i n c e  i t  r e l a t e s  c o n s u m p t i o n  i n  o n e  p e r i o d  t o  
c o n s u m p t i o n  i n  t h e  p r e v i o u s  p e r i o d  w h i c h  r e s u l t s  i n  a  g o o d  
c o r r e l a t i o n  b u t  s a y s  v e r y  l i t t l e  a b o u t  w h a t  d e t e r m i n e s  t h e  l e v e l  
o f  c o n s u m p t i o n .  S i n c e  t h i s  m o d e l ,  d e s p i t e  i t s  a p p a r e n t l y  g o o d  
p e r f o r m a n c e ,  c o n s i s t s  o f  a n  a u t o - r e g r e s s i v e  m e c h a n i s m  r a t h e r  t h a n  
a n  e x p l a n a t i o n  i t  w a s  d e c i d e d  t o  c o n t i n u e  t o  s e a r c h  f o r  a n  
e x p l a n a t o r y  m o d e l .
E q u a t i o n s  4 , 5  a n d  6  r e p r e s e n t  t h e  a t t e m p t  t o  a v o i d  a u t o c o r r e l a t i o n
b y  t r a n s f o r m i n g  t h e  d a t a  i n t o  f i r s t  d i f f e r e n c e s .  T h e  f a c t  t h a t  2
t h e  R  ' s ,  d r o p  r e l a t i v e l y  s h a r p l y  w h e n  t h e  d a t a  i s  t r a n s f o r m e d  i n  
t h i s  w a y  i n d i c a t e s  t h a t  t h e  h i g h  d e g r e e  o f  a s s o c i a t i o n  o b s e r v e d  
b e t w e e n  w i n e  c o n s u m p t i o n  a n d  t h e  t w o  c a n d i d a t e  e x p l a n a t o r y  v a r i a b l e s  
w a s  t h e  r e s u l t  o f  a n  u p w a r d  t r e n d  i n  a l l  t h r e e  v a r i a b l e s .  E v e n
w h e n  i n c o m e  a n d  a d v e r t i s i n g  e x p e n d i t u r e  a r e  b o t h  i n c l u d e d  i n  t h e2'
r e g r e s s i o n  e q u a t i o n ,  m  e q u a t i o n  6 ,  t h e  R  d o e s  n o t  i n c r e a s e
T A B L E  4 4
T o t a l  A n n u a l  A d v e r t i s i n g  E x p e n d i t u r e  o n  W i n e
Y e a r E x p e n d i t u r e  ( £ ’ s )
1 9 6 0 2 , 7 1 0 , 6 5 4
1 9 6 1 3 , 0 5 4 , 8 0 5
1 9 6 2 3 , 0 9 1 , 1 3 3
1 9 6 3 3 , 1 1 3 , 8 6 1
1 9 6 4 3 , 4 2 0 , 3 3 1
1 9 6 5 3 , 2 8 6 , 7 4 3 *
1 9 6 6 3 , 1 5 6 , 2 9 2 *
1 9 6 7 3 , 5 3 8 , 5 1 9
1 9 6 8 4 , 4 2 7 , 9 2 9
1 9 6 9 4 , 9 0 0 , 9 8 4
1 9 7 0 4 , 5 1 3 , 2 9 4 *
N o t e s :  *  s i g n i f i e s  a  f a l l  i n  e x p e n d i t u r e  
o n  t h e  p r e v i o u s  y e a r
S o u r c e : 6 9
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s i g n i f i c a n t l y .  E x a m i n a t i o n  o f  t h e  s t a n d a r d  e r r o r s  i n  a l l  t h r e e  
e q u a t i o n s  i n d i c a t e s  t h a t  t h e  c o - e f f i c i e n t s  o f  t h e  i n d e p e n d e n t  
v a r i a b l e  a r e  i n  n o  c a s e  s i g n i f i c a n t .  T h i s  m e a n s  t h a t  t h e r e  i s  
n o  s t a t i s t i c a l  e v i d e n c e  f r o m  t h o s e  t h r e e  e q u a t i o n s  t h a t  t h e r e  i s  
a n y  r e l a t i o n s h i p  w h a t s o e v e r  b e t w e e n  w i n e  c o n s u m p t i o n  a n d  t h e  
i n d e p e n d e n t  v a r i a b l e s  a l t h o u g h  t h e r e  m a y  b e  s t r d n g  i n t u i t i v e  o r  
l o g i c a l  e v i d e n c e .  T h e  p a r t i a l  R  o f  . 0 7 5  o b t a i n e d  b e t w e e n  w i n e  
c o n s u m p t i o n  a n d  n a t i o n a l  i n c o m e  w i t h  t h e  e f f e c t  o f  t i m e  b e i n g  
c o n t r o l l e d  u n d e r l i n e s  t h e  d i f f i c u l t y  o f  e s t a b l i s h i n g  a  r e l a t i o n ­
s h i p  b e t w e e n  i n c o m e  a n d  w i n e  c o n s u m p t i o n  a n d  s u g g e s t s  t h a t  b o t h  
a r e  i n f l u e n c e d  b y  o t h e r ,  u n s p e c i f i e d  f a c t o r s  w h i c h  c h a n g e  o v e r  
t i m e  .
A n  e x a m i n a t i o n  o f  a  s i m p l e  g r a p h  s h o w i n g  t h e  h i s t o r i c a l  t r e n d  o f  
w i n e  c o n s u m p t i o n  ( F . 4 )  s h o w s  t h a t  p r i c e  v a r i a t i o n  a s  a  r e s u l t  o f  
d u t y  c h a n g e s  i s  a n  i m p o r t a n t  f a c t o r  i n  e x p l a i n i n g  v a r i a t i o n s  i n  
w i n e  c o n s u m p t i o n .  T h e  t w o  y e a r s  i n  w h i c h  c o n s u m p t i o n  f e l l  i n  t h e  
l a s t  1 0  y e a r s ,  1 9 6 5  a n d  1 9 6 9 ,  w e r e  y e a r s  i n  w h i c h  h e a v y  d u t y  
i n c r e a s e s  o c c u r r e d  w i t h  t h e  A p r i l  b u d g e t .  T h e  f i n a l  t w o  
e q u a t i o n s  i n  T a b l e  4 3  , 8  a n d  9 ,  r e p r e s e n t  a n  a t t e m p t  t o  d e d u c e  a  
g e n e r a l  t r e n d  i n  c o n s u m p t i o n ,  i n c o r p o r a t i n g  t h i s  f i n d i n g  ,  b y  
o m i t t i n g  f r o m  t h e  r e g r e s s i o n  t h o s e  y e a r s  w h e n  c o n s u m p t i o n  w a s  
c l e a r l y  a f f e c t e d  b y  d u t y  c h a n g e s .  W h i c h  y e a r s  t o  o m i t  m u s t  b e  
t o  s o m e  e x t e n t  a  m a t t e r  o f  j u d g e m e n t  a n d  t h i s  d e c i s i o n  w a s  m a d e  
b y  e x c l u d i n g  t h e  y e a r s  w h e n  c o n s u m p t i o n  w a s  c l e a r l y  d e p r e s s e d  f r o m  
i t s  p r e v i o u s  l e v e l  a s  a  r e s u l t  o f  a  d u t y  c h a n g e  a n d  a l s o  t h e  y e a r  
i m m e d i a t e l y  a f t e r w a r d s  i n  c a s e s  w h e r e  t h i s  l e v e l  a p p e a r e d  t o  b e  
l o w e r  t h a n  t h e  t r e n d  w o u l d  s u g g e s t .  T h i s  p r o c e d u r e  r e s u l t e d  i n  
t h e  e x c l u s i o n  o f  t h e  y e a r s  1 9 6 2 ,  1 9 6 5 ,  1 9 6 9  a n d  1 9 7 0  f r o m  t h e  
r e g r e s s i o n  a s  i s  i n d i c a t e d  i n  t h e  t i m e  p e r i o d  s e c t i o n  o f  T a b l e  4 3 .  
I n  b o t h  e q u a t i o n s  8  a n d  9  t h e  l o g  o f  c o n s u m p t i o n  w a s  u s e d  a s  t h e  
d e p e n d e n t  v a r i a b l e  s i n c e  t h i s  t r a n s f o r m a t i o n  t e n d e d  t o  r e d u c e  t h e  
s e r i e s  t o  a  s t r a i g h t  l i n e  a n d  s i m p l e  r e g r e s s i o n s  o f  t h e  t y p e  u s e d  
h e r e  c a n  o n l y  e x p r e s s  r e l a t i o n s h i p s  i n  l i n e a r  t e r m s .
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Fig. 7 Regression of Light Wine Consumption against
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E v e n  o m i t t i n g  t h e  y e a r s  i n  w h i c h  d u t y  i n c r e a s e s  o c c u r r e d  d o e s  
n o t  a p p e a r  t o  h a v e  e r a d i c a t e d  t h e i r  i n f l u e n c e  f r o m  t h e  s e r i e s .  
T h e  o b s e r v a t i o n s  s h o w n  o n  F i g u r e  7  s u g g e s t  t h a t  g r o w t h  i n  
c o n s u m p t i o n  m a y  b e  a p p r o x i m a t e d  b y  a  s t r a i g h t  l i n e  b e t w e e n  
1 9 5 9  a n d  1 9 6 4  a n d  t h e n  b e t w e e n  1 9 6 6  a n d  1 9 7 2 ,  t h e  b r e a k  i n  t h e  
s e r i e s  b e i n g  d u e  t o  t h e  l a r g e  d u t y  i n c r e a s e  o f  1 9 6 5 .  T h e  t i m e  
t r e n d  o f  e q u a t i o n  9  i s  s h o w n  o n  t h e  s a m e  g r a p h  a n d  s i n c e  t h i s  
c a n  o n l y  t a k e  t h e  f o r m  o f  a  s t r a i g h t  l i n e  t h e  e f f e c t  i s  a s  
f o l l o w s :
Figure 8 Actual and Forecast Values of Light Wine Consumption 
over Time
T I M E
F o r  t h i s  r e a s o n  t h e  m o s t  p r e c i s e  w a y  t o  e s t i m a t e  a  t i m e  i r e i u t  
w o u l d  a p p e a r  t o  b e  b y  l o o k i n g  a t  t h e  s l o p e  c o e f f i c i e n t s  s u g g e s t e d  
b y  t h e  d a t a  f o r  1 9 5 9 - 6 4  a n d  1 9 6 6 - 7 2  s e p a r a t e l y .
A n  a t t e m p t  w a s  m a d e  t o  d e d u c e  a  r e l a t i o n s h i p  b e t w e e n  l i g h t  w i n e  
c o n s u m p t i o n  a n d  r e a l  p e r s o n a l  d i s p o s a b l e  i n c o m e  u s i n g  t h e  d a t a  i n  
t h e  f o r m  o f  e q u a t i o n  9 .  T h i s  w a s  e q u a t i o n  8  a s  d e p i c t e d  i n  
F i g u r e  9  .  T h e  r e l a t i o n s h i p  d e p i c t e d  b y  t h i s  e q u a t i o n  f i t s  t h e
o b s e r v a t i o n s  v e r y  w e l l  u p  t o  1 9 6 7  b u t  t h e  f i g u r e s  f o r  1 9 6 8 ,  1 9 7 1  
a n d  1 9 7 2  a r e  w e l l  a b o v e  t h e  c a l c u l a t e d  s l o p e .  T h e  1 9 6 9  a n d  1 9 7 0  
l e v e l s  a r e  b a c k  n e a r  t h e  l i n e  b u t  t h e s e  w e r e ,  o f  c o u r s e ,  d e p r e s s e d  
b y  t h e  1 9 6 9  d u t y  i n c r e a s e  a n d  t h e i r  v a l u e s ,  l i k e  t h a t  o f  1 9 7 2 ,  w e r e  
n o t  i n c l u d e d  i n  t h e  c a l c u l a t i o n .  T h e  1 9 7 2  c o n s u m p t i o n  d a t a  w e r e  
o m i t t e d  f r o m  a n y  o f  t h e  r e g r e s s i o n s  s i n c e  i t  w a s  i n t e n d e d  t o  c o m p a r e  
t h e  v a l u e  f o r  t h a t  y e a r  p r e d i c t e d  b y  t h e  e q u a t i o n s  w i t h  t h e  a c t u a l  
l e v e l  o f  w i n e  c o n s u m p t i o n .  T h e  f a c t  t h a t  t h e  h y p o t h e s i s e d  r e l a t i o n ­
s h i p  b e t w e e n  i n c o m e  a n d  c o n s u m p t i o n  w a s  f a i l i n g  t o  e x p l a i n  t h e  l e v e l  
o f  c o n s u m p t i o n  o f  t h e  m o s t  r e c e n t  y e a r s  e f f e c t i v e l y  r u l e d  o u t  t h i s  
e q u a t i o n  f o r  p r e d i c t i v e  p u r p o s e s .  T h i s  r e s u l t  r e i n f o r c e d  t h e  f i n d i n g s  
a l r e a d y  r e f e r r e d  t o  w h i c h  s u g g e s t e d  t h a t  a n y  r e l a t i o n s h i p  b e t w e e n  
n a t i o n a l  i n c o m e  a n d  w i n e  c o n s u m p t i o n  w a s  u n p r o v e n .  I t  s h o u l d  b e  
s t r e s s e d  t h a t  t h i s  r e s u l t  d o e s  n o t  p r o v e  t h a t  i n c o m e  h a s  n o  
i n f l u e n c e  o n  c o n s u m p t i o n  a n d  t h e r e  a r e  s t r o n g  l o g i c a l  g r o u n d s  f o r  
b e l i e v i n g  t h a t  s u c h  a  r e l a t i o n s h i p  d o e s  i n  f a c t  e x i s t  a l t h o u g h  i t  
i s  n o t  e x e m p l i f i e d  b y  t h e  p r e s e n t  d a t a .  O t h e r  m e a s u r e s  o f  n a t i o n a l  
p r o s p e r i t y  o r  o f  t h e  i n c o m e s  o f  s o c i a l  g r o u p s  m o s t  l i k e l y  t o  b e  
r e g u l a r  d r i n k e r s  o f  w i n e  m a y  W e l l  r e l a t e  m o r e  s i g n i f i c a n t l y  w i t h  
w i n e  c o n s u m p t i o n .
A s  d i s c u s s e d  i n  s e c t i o n  4 . 4 . 1  i t  w a s  i n t e n d e d  t o  t e s t  w h e t h e r  t h e  
p r i c e  o f  l i g h t  w i n e  a n d  t h e  p r i c e  o f  c o m p e t i n g  d r i n k s ,  b e e r  a n d  
s c o t c h ,  a p p e a r e d  t o  h a v e  a n y  i n f l u e n c e  o n  w i n e  c o n s u m p t i o n .  T h e  
m e t h o d  a d o p t e d  f o r  t h i s  p u r p o s e  w a s  t o  o b t a i n  p a i n w i s e  c o r r e l a t i o n  
c o - e f f i c i e n t s  b e t w e e n  t h e s e  v a r i a b l e s  a n d  a l s o  l i g h t  w i n e  c o n s u m p t i o n  
a n d  p e r s o n a l  d i s p o s a b l e  i n c o m e  u s i n g  t i m e  s e r i e s  d a t a  f o r  t h e  y e a r s  
1 9 5 7  t o  1 9 7 2  i n c l u s i v e .  S u c h  a  p r o c e d u r e  w a s  f a c i l i t a t e d  b y  t h e  
a v a i l a b i l i t y  a t  t h e  U n i v e r s i t y  o f  S u r r e y  o f  t h e  S . P . S . S .  s t a t i s t i c a l
Table 45
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MATRIX OF CORRELATION COEFFICIENTS
Y X1 X2 X 3 X4
L i g h t  w in e  c o n s u m p t io n Y 1
R e a l P e r s o n a l  D is p o s a b le  I n ­
come X1 0 . 9 5 1
P r i c e  In d e x  f o r  L i g h t  w in e X2 0 . 5 1 . 0 . 5 5 1
P r ic e  In d e x  f o r  B e e r
X 3
oi>0o Oo 7 6 0 . 4 9 1
P r ic e  In d e x  f o r  S c o tc h  W h is k y
X4
- 0 . 6 7  -- 0 . 4 6 - 0 . 4 3 - 0 . 1 6 1
D u ty  l e v e l  In d e x
X5 0 . 9 1
0 . 8 7 0 . 7 8 0 o 6 9 - 0 . 7 1
T a b le  4 6
F IR S T  DIFFERENCES : M ATRIX OF CORRELATION C O EFFIC IEN T '
Y X1 X2 X 3 X4
L i g h t  w in e  c o n s u m p t io n Y 1
R e a l P e r s o n a l  D is p o s a b le  I n ­
come X1 - 0 . 1 2 1
P r i c e  I n d e x  f o r  L i g h t  w in e X2 0 . 1 6 0 . 2 5 1
P r ic e  In d e x  f o r  B e e r
x 3
COCM«01 0 . 3 9 - 0 . 1 7 I
P r ic e  In d e x  f o r  S c o tc h  W h is k y
X4
0 . 3 4 0 . 0 3 0 . 4 6 Oo 2 3 1
D u ty  l e v e l  In d e x
X 5 - 0 . 0 6 - 0 . 0 6 0.12 0 . 4 1 0 ® 6 2
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4 
2
100
8
6 
4
2
10 
8
6
, 4
Real Personal Disposable Income, £ ’000, 000, 000's
2
1
1972
Regression of Light Wine Consumption and Real . • 
Personal Disposable Income: 1957 - 1971
The Equation:
Log W  =  -0. 355 + 0. 0001162 x 
( 0. 054 ) (0. 000040) 
R 2=  0. 99
Where:
W  =  Light Wine Consumption 
x —  Real Personal Disposable 
Income
K E Y
© Annual data employed 
in calculation
a Annual data omitted 
from calculation
0 Annual data published 
subsequent to 
calculation
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p a c k a g e  o f  c o m p u t e r  p r o g r a m s  ( 7 5 ) *  T h e  c a l c u l a t i o n s  o n  S . P . S . S . ,  
h o w e v e r ,  w e r e  i n t e n d e d  a s  a  s c r e e n i n g  s t a g e  f o r  c a n d i d a t e  v a r i a b l e s  
i n  a  l a t e r  m o d e l  s i n c e  t h i s  p a c k a g e  d i d  n o t  y i e l d  a  D u r b i n  W a t s o n  
s t a t i s t i c  w h i c h  i t  w o u l d  e v e n t u a l l y  h a v e  b e e n  e s s e n t i a l  t o  o b t a i n .  
T h e  r e s u l t s  o f  t h e s e  t w o  s e t s  o f  c a l c u l a t i o n s ,  t h e  l a t t e r  b e i n g  
i n  t e r m s  o f  f i r s t  d i f f e r e n c e s ,  a r e  g i v e n  i n  T a b l e s  4 5  a n d  4 6  
I t  s h o u l d  b e  n o t e d  t h a t  t h e s e  r e s u l t s  a r e  i n  t e r m s  o f  R  r a t h e r  
t h a n  R ^ .
I n  i n t e r p r e t i n g  e m p i r i c a l  d e m a n d  f u n c t i o n s  i t  i s  i m p o r t a n t  t o  
a s s e s s  t h e  e c o n o m i c  i m p l i c a t i o n s  o f  t h e  c o e f f i c i e n t s  t h e y  e n t a i l  
a s  w e l l  a s  a p p l y i n g  s t a t i s t i c a l  c r i t e r i a .  T h u s  i f  i t  w a s  f o u n d  
t h a t  t h e  r e g r e s s i o n  c o e f f i c i e n t  o n  i n c o m e  w i t h  r e s p e c t  t o  w i n e  
c o n s u m p t i o n  w a s  n e g a t i v e ,  w h i c h  w o u l d  m e a n  t h a t  c o n s u m e r s  b o u g h t  
l e s s  w i n e  a s  t h e i r  i n c o m e s  i n c r e a s e d ,  t h e  r e s e a r c h e r  w o u l d  b e  
v e r y  s u s p i c i o u s  o f  t h e  f u n c t i o n  h o w e v e r  r e s p e c t a b l e  i t  w a s  
s t a t i s t i c a l l y .  S i m i l a r l y  i t  i s  t o  b e  e x p e c t e d  t h a t  t h e  c o n s u m p ­
t i o n  o f  a  g o o d  v a r i e s  i n  i n v e r s e  p r o p o r t i o n  w i t h  i t s  o w n  p r i c e  
a n d  . i n  d i r e c t  p r o p o r t i o n  w i t h  t h e  p r i c e  o f  c o m p e t i n g  g o o d s .
T h e  i m p o r t a n c e  o f  e x a m i n i n g  r e g r e s s i o n  e q u a t i o n s  i n  t e r m s  o f  
e c o n o m i c  t h e o r y  i s  w e l l  s u p p o r t e d  i n  t h e  l i t e r a t u r e .  R o b i n s o n  
a n d  P a l d a  b o t h  s t r e s s  i t s  i m p o r t a n c e  a n d  W o i d  ( 7 6 )  g o e s  a s  f a r  
a s  t o  s a y :
" .  .  .  i n  r e g r e s s i o n  a n a l y s i s  o f  n o n - e x p e r i m e n t a l  d a t a
t h e  f o r m a l  t e s t s  o f  s i g n i f i c a n c e ,  h o w e v e r  r e f i n e d ,  
c a r r y  l i t t l e  w e i g h t  a s  c o m p a r e d  w i t h  t h e  n o n - f o r m a l  
a n d  n o n - q u a n t i t a t i v e  s i g n i f i c a n c e  t h a t  i s  e m b o d i e d  i n  
r e s u l t s  d e r i v e d  f r o m  i n d e p e n d e n t  s o u r c e s .  .  . "
A n  e x a m i n a t i o n  o f  t h e  c o r r e l a t i o n  c o e f f i c i e n t s  d e t a i l e d  i n  T a b l e  4 5  
r e v e a l s  t h a t  t h e  c o e f f i c i e n t s  f o r  t h e  p r i c e  o f  w i n e ,  t h e  p r i c e  
o f  s c o t c h  w h i s k y  a n d  t h e  l e v e l  o f  d u t y  a l l  h a v e  t h e  r e v e r s e  s i g n  
t o  t h a t  w h i c h  e c o n o m i c  t h e o r y  w o u l d  p r e d i c t .  F o r  e x a m p l e  t h e  R  
o f  . 9 0 9  f o r  t h e  l e v e l  o f  d u t y  i m p l i e s  t h a t  c o n s u m p t i o n  h a s  b e e n  
r i s i n g  a s  t h e  l e v e l  o f  d u t y  h a s  r i s e n .  O v e r  t h e  w h o l e  p e r i o d  
s t u d i e d  ( 1 9 5 7  t o  1 9 7 2 )  i t  i s  t r u e  t h a t  b o t h  c o n s u m p t i o n  a n d  d u t y
l e v e l s  h a v e  r i s e n  a l t h o u g h  t h e r e  i s  n o  c a u s a l  r e l a t i o n s h i p  b e t w e e n  
t h e  t w o .  T h e  l o n g - t e r m  s u c c e s s i o n  o f  u p w a r d  s h i f t s  i n  d e m a n d  h a s  
o u t w e i g h e d  t h e  s h o r t - t e r m  e f f e c t  o f  d u t y  i n c r e a s e s  i n  c u t t i n g  
d e m a n d .  T h e  s a m e  e f f e c t  e x p l a i n s  t h e  R ’ s  f o r  t h e  w i n e  p r i c e  a n d  
t h e  w h i s k y  p r i c e .  T h e  r e a s o n  t h a t  t h e  R  f o r  t h e  p r i c e  o f  w h i s k y  
i s  n e g a t i v e  i s  t h a t  t h e  r e a l  p r i c e  o f  t h i s  s p i r i t  h a s  b e e n  s t e a d i l y  
f a l l i n g  o v e r  t h e  p e r i o d  b e i n g  s t u d i e d  w h i l e  t h e  c o n s u m p t i o n  o f  w i n e  
h a s  r i s e n .  A t  t h i s  s t a g e  t h e  f a c t  t h a t  t h e r e  w a s  a  r e l a t i v e l y  
s t r o n g  a n d  p o s i t i v e  R  b e t w e e n  w i n e  c o n s u m p t i o n  a n d  t h e  p r i c e  o f  
b e e r  w a s  e n c o u r a g i n g .
T h e  e x e r c i s e  w i t h  t h e  d a t a  t r a n s f o r m e d  i n t o  f i r s t  d i f f e r e n c e s  
p r o d u c e d  m o r e  r e a s o n a b l e  c o e f f i c i e n t s  i n  t h e  c a s e  o f  d u t y  a n d  t h e  
p r i c e  o f  s c o t c h  b u t  t h e  o t h e r  c o e f f i c i e n t s  d i d  n o t  b e c o m e  m o r e  
m e a n i n g f u l .  I n  f a c t  t h e  c o r r e l a t i o n  b e t w e e n  w i n e  c o n s u m p t i o n  
a n d  t h e  p r i c e  o f  b e e r  b e c a m e  n e g a t i v e  w h i c h  m e a n t  t h a t  t h e  
r e l a t i o n s h i p  c e a s e d  t o  m a k e  e c o n o m i c  s e n s e .  T h e  l a c k  o f  a  s i g n i f i ­
c a n t  p o s i t i v e  c o r r e l a t i o n  b e t w e e n  t h e  i n c o m e  v a r i a b l e  a n d  w i n e  
c o n s u m p t i o n  i n  t h i s  a n a l y s i s  c o m p a r e d  w i t h  t h e  R  o f  . 4 2 0  r e c o r d e d  
f o r  t h e  s i m i l a r  e q u a t i o n  4  o f  T a b l e  4 3  m a y  b e  a c c o u n t e d  f o r  b y  
t h e  f a c t  t h a t  i n  e q u a t i o n  4  i n c o m e  w a s  e x p r e s s e d  i n  c u r r e n t  s t e r l i n g  
t e r m s  w h i l e  i n  t h e  S . P . S . S .  c a l c u l a t i o n s  i t  h a d  b e e n  a d j u s t e d  t o  
t a k e  a c c o u n t  o f  i n f l a t i o n ,  t h a t  i s  t o  s a y  i t  w a s  i n  " r e a l "  t e r m s .  
T h e r e  i s  a  s u g g e s t i o n ,  t h e n ,  i n  t h i s  a n a l y s i s  t h a t  t h e r e  i s  a  
p o s i t i v e  r e l a t i o n s h i p  b e t w e e n  t h e  p r i c e  o f  s c o t c h  w h i s k y  a n d  t h e  
c o n s u m p t i o n  o f  w i n e  b u t  e v e n  h e r e  i t  w o u l d  b e  w r o n g  t o  s a y  t h e  
c a s e  w a s  p r o v e d .
C o n c l u s i o n s
T h e r e  a r e  g o o d  r e a s o n s ,  a s  s u g g e s t e d  i n  s e c t i o n  4 . 2  a b o v e ,  f o r  
a t t e m p t i n g  t o  b a s e  d e m a n d  f o r e c a s t s  o n  p r o v e n  e c o n o m i c  
r e l a t i o n s h i p s  r a t h e r  t h a n  o n  a  m e c h a n i c a l  e x t r a p o l a t i o n .  T h e  
a b o v e  r e s u l t s ,  h o w e v e r ,  i n d i c a t e  n o  r e l a t i o n s h i p  b e t w e e n  w i n e  
c o n s u m p t i o n  a n d  a n y  i n d e p e n d e n t  v a r i a b l e  w h i c h  i s  b o t h  s t a t i s t i c a l l y  
v a l i d  a n d  s e r v e s  t o  e x p l a i n  t h e  g r o w t h  i n  t h i s  m a r k e t  i n  r e c e n t
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y e a r s  .  V a r i a b l e s  s u c h  a s  f o r e i g n  t r a v e l ,  t h e  l e v e l  o f  p r o s p e r i t y  
a n d  t h e  a m o u n t  o f  a d v e r t i s i n g  o f  t h e  p r o d u c t  c e r t a i n l y  c o n t r i b u t e  
t o  t h i s  g r o w t h  b u t  s o  f a r  n o  s u i t a b l e  f o r e c a s t i n g  e q u a t i o n  h a s  
b e e n  d e r i v e d  f r o m  m a n i p u l a t i n g  t h e m .  I t  w o u l d  a p p e a r  t h a t  t h e  
l i g h t  w i n e  m a r k e t  i n  t h e  U . K .  i s  e x p a n d i n g  b e c a u s e  o f  c h a n g i n g  
t a s t e s  a n d  t h a t  t h i s  e x p a n s i o n  i s  p r o c e e d i n g  a t  a  r e l a t i v e l y  
r e g u l a r  p a c e .  T h e  p r e c i s e  n a t u r e  o f  t h e  c h a n g e  i n  t a s t e s  w h i c h  
a c c o u n t s  f o r  t h e  i n c r e a s e d  p o p u l a r i t y  o f  w i n e  c a n n o t  b e  q u a n t i ­
f i e d  u s i n g  e x i s t i n g  t e c h n i q u e s  b u t  i t  s e e m s  p l a u s i b l e  t o  a s s u m e  
t h a t  t h e  c o n s u m p t i o n  o f  l i g h t  w i n e  a t  l e a s t ,  w h i c h  i s  t h e  b u l k  
o f  i m p o r t e d  w i n e ,  w i l l  c o n t i n u e  t o  g r o w  f o r  s o m e  t i m e  a t  a  r a t e  
w h i c h  m a y  b e  e s t i m a t e d  b y  t h e  t i m e  t r e n d  t o  r e c e n t  y e a r s .  T h e  
d e g r e e  t o  w h i c h  o n e  c a n  m e a s u r e  t h e  s p r e a d  o f  w i n e - d r i n k i n g  a s  a  
p r a c t i c e  a m o n g  t h e  U . K .  p o p u l a t i o n  i s  d e a l t  w i t h  e l s e w h e r e  i n  
t h i s  r e p o r t  b u t  t h e r e  a r e  g o o d  g r o u n d s  f o r  b e l i e v i n g  t h a t  o v e r a l l  
p e r  c a p i t a  w i n e  c o n s u m p t i o n  i n  t h e  U . K .  w i l l  b e  r i s i n g  f o r  s o m e  
y e a r s  .
A  c o m p a r i s o n  o f  l i q u o r  c o n s u m p t i o n  i n  d i f f e r e n t  E u r o p e a n  c o u n t r i e s  
a s  d e s c r i b e d  i n  t h e  D u t c h  " H d e v e e l  a l c o h o l d h o u d e n d e .  .  . "  ( 7 7 )  
r e v e a l s  t h a t  p e r  c a p i t a  c o n s u m p t i o n  o f  w i n e  i n  t h e  U . K .  i s  l o w  
r e l a t i v e  t o  o t h e r  c o m p a r a b l e  E u r o p e a n  c o u n t r i e s .  M o r e o v e r  t h e s e  
f i g u r e s ,  d e t a i l e d  i n  T a b l e  4 7  ,  s h o w  t h a t  t h e  l e v e l  o f  c o n s u m p t i o n  
h a s  r i s e n  s t e a d i l y  s i n c e  1 9 5 3  w i t h  t h e  e x c e p t i o n  o f  t h e  y e a r s ,
1 9 6 5  a n d  1 9 6 9 .  A s  w a s  d i s c u s s e d  i n  t h e  t i m e - s e r i e s  a n a l y s i s  a b o v e  
t h e s e  w e r e  t h e  y e a r s  i n  w h i c h  p a r t i c u l a r l y  h e a v y  d u t y  i n c r e a s e s  
o c c u r r e d .
A l l  t h e  t i m e  s e r i e s  d a t a  a v a i l a b l e  s h o w s  a  s t e a d y  u p w a r d  t r e n d  i n  
t h e  c o n s u m p t i o n  o f  b o t h  l i g h t  a n d  h e a v y  w i n e s ,  a l t h o u g h  t h i s  
m o v e m e n t  i s  m o r e  m a r k e d  i n  t h e  c a s e  o f  t h e  f o r m e r .  W h e n  t o t a l  
a n n u a l  c o n s u m p t i o n  i s  r e l a t e d  t o  t h e  n u m b e r  o f  p e o p l e  i n  t h e  
p o p u l a t i o n  t h i s  u p w a r d  t r e n d  s t i l l  r e m a i n s ,  a s  i s  i l l u s t r a t e d  i n  
T a b l e  4 7  .  T h i s  t a b l e  a l s o  p r o v i d e s  a n  i n t e r n a t i o n a l  c o m p a r i s o n  
o f  t r e n d s  i n  t a b l e  w i n e  c o n s u m p t i o n  i n  t h e  E . E . C .  c o u n t r i e s  a n d  
t h e  U . S .  i n  r e c e n t  y e a r s .  I t  i s  c l e a r  t h a t  t h e  c o n s u m p t i o n  i n  
t h i s  c o u n t r y  i s  t h e  l o w e s t  o f  a n y  c o u n t r y  i n  t h e  c o m m u n i t y  w i t h
~ 2 3 7-
t/i
; LJ-I::i; I—
! CZi2
;<£
11
Q.xco
or
u jCu
Zo
CO
oo
rtxt-
, ,__ x L x l tx ) r t ON 00 10 CO LO
CO x L x L XL XL LO f— LO LND 0 XL ON
ZD r o CO CO c o CO CO (O CO XL XL x L
O '
<C r t CO CD CXI x L CD X L x L 1— CO ,—
s O CO x L CO 00 0 CU x L x L 1— CD2 : • • • • 0 • • ■» » 0
LU CO CO CO 00 CO x L x L x L x L LO LO
Q
r - ‘
LU CU CO r t CD cu . LO LO 06 CD CD ■ 0
DC c n 1— r— cxi X L LO CO r t LO LO fd1—1 • • • • ■ • 0 • 0 • ■ .
LU 0 1— 1— cr
CD
DC
ZD
CO c o r t CO 0 c n ■— c n c o CD O 02 : • • ■ 0 • • • * e « 0
LU 1— Cxi X L c u O O X L CO LO CXI r t
X CO CO CO x L X L c o CO CO CO CO CO
ZD
_ J
CO0
2
< C !_1 CO XL r t O 00 LO 0 LO CD CXi LO
DC c o c o x L LO 00 CO LO 1— cxi CD 1—
LU • • • • • 0 0 0 ■ « O 0
DC1 1— c u CXI CXI c u CO CO x L x L <3- LO
LU2
S
CD1—1 CO LO 0 CD Cxi c u r t LO CD r—* c n
CD • • • 0 ■0 0 • 0 •
r t r t 00 00 r t CD 1— CD CD p—■ CM CO
LU (—— p— 1— j——
CD
LU
O c n 1— c o 0 O 0 O O2 • 0 • • a • • O
«= t CO LO CO LO LO CD LO CO LO CXI CXI
DC CU CXI CXI CU CU CVJ . 1— 1—
U _ r— 1—
’ > - LO LO r t O XL 0 OO r t CXI CXI LO
J • • • • 0 0 • • 0 0 0
■=c 01 CD CD c n LO 1--- r— CD x L LO x L1— • 0 O 0 0 O 1— r— O 1— 1 ■— I---1—1 1--- r— 1— 1—
■ > -
z c  ■
< c 00 CXI 0 X L CD 00 LO LO CO CD ON1—  2 : • • • • • . - •
CO DC 0 CXI x L LO 00 LO LO LO LO LO LO
LU LU 
3 =  CD
<— ■ 1—
• C\J cxi LO r t LO CD LO LO 1— LO 00
LO 00 00 O CO r— OO LO . CD r t 00
• • • • • • • • • 0 a 0
. CD t .... 1— CU CU CXI CXI CU CXI CXI CXI
rtrt
cu
o
s~13O
CO
o
CO
CT)
LOCD
S~fd
CU
> )
ucrrd
cr
</)
curto
CD 1— CXI CO X L LO LO r t 0 0 cn O
LO LO LO LO LO LO LO LO LO LO r t
ON ON CD ON ON CD ON ON CD ON ON
1— 1 1 r— 1—  * <— 1— 1— 1— 1— * 1—
Co
ns
um
pt
io
n,
 
mi
ll
io
ns
 
of 
ga
ll
on
s
-238-
E
Fig. 10 Regression for 4 Selected Years of Light Wine 
Consumption against Time 
* —  —  ^
4 -
The Equation:
Log W  =  1. 170 + 0.0792 t 
(0.165) (0.0060)
R 2=  0. 99
Where:
W  =  Light Wine Consumption 
t =  Time
t h e  e x c e p t i o n  o f  E i r e ,  W h i l e  i t  i s  n o t  s u r p r i s i n g  t h a t  p e r  c a p i t a  
w i n e  c o n s u m p t i o n  i s  m u c h  l o w e r  i n  t h e  U . K .  t h a n  i n  t h e  m a j o r  w i n e  
p r o d u c i n g  c o u n t r i e s ,  s u c h  a s  F r a n c e  a n d  I t a l y ,  t h e r e  a p p e a r s  t o  
b e  n o  r e a s o n  w h y  t h e  U . K .  f i g u r e  s h o u l d  n o t  i n  t i m e  r e a c h  t h e  l e v e l  
o f  c o u n t r i e s  s u c h  a s  t h e  N e t h e r l a n d s  a n d  D e n m a r k .  T h e  U . S .  
p r o v i d e s  a n o t h e r  e x a m p l e  o f  a  c o u n t r y  w i t h  a  h i g h e r  l e v e l  o f  w i n e  
d r i n k i n g  t h a n  o u r  o w n  a n d  w h i l e  t h i s  c o m p a r i s o n  m a y  b e  c r i t i c i s e d  
o n  t h e  g r o u n d s  t h a t  t h e  U . S .  i s  a  p r o d u c i n g  c o u n t r y  i t  i s  n o n e t h e l e s  
t r u e  t h a t  i n  m a n y  p r o d u c t  a r e a s  t h e  B r i t i s h  c o n s u m e r  h a s ,  a f t e r  a  
t i m e  l a g  f o l l o w e d  t h e  p a t t e r n  s e t  b y  t h e  A m e r i c a n .
T h e  s t e a d y  l e v e l  o f  g r o w t h  i n  w i n e  s a l e s  i n  t h e  U . K .  t o g e t h e r  w i t h  
t h e  d e g r e e  t o  w h i c h  c o n s u m p t i o n  s t i l l  l a g s  b e h i n d  t h a t  o f  c o m p a r ­
a b l e  E u r o p e a n  c o u n t r i e s  c o n s t i t u t e  t w o  r e a s o n s  f o r  h y p o t h e s i s i n g  
t h a t  g r o w t h  w i l l  c o n t i n u e  f o r  s e v e r a l  y e a r s  t o  b e  a  f e a t u r e  o f
t h i s  m a r k e t .  I t  w a s  d e c i d e d ,  t h e r e f o r e ,  t o  f o r e c a s t  t h e  f u t u r e
l e v e l s  o f  d e m a n d  i n  t h e  t a b l e  w i n e  a n d  f o r t i f i e d  w i n e  m a r k e t  b y  
s i m p l e  e x t r a p o l a t i o n  a l t h o u g h  f r o m  a  m e t h o d o l o g i c a l  p o i n t  o f  v i e w ,  
a s  w a s  p o i n t e d  o u t  i n  s e c t i o n  4 . 2 ,  t h i s  i s  n o t  t h e  i d e a l  w a y  t o  
f o r e c a s t .  T h e s e  t w o  f o r e c a s t s  a r e  m a d e  u n d e r  a  " c e t e r i s  p a r i b u s "  
a s s u m p t i o n  a s  a n y  s i m p l e  e x t r a p o l a t i o n  m u s t  b e .  I n  P a r t  5  t h e r e  
i s  a  d i s c u s s i o n  o f  e x t e r n a l  f a c t o r s  w h i c h  m a y  a f f e c t  t h e  d e m a n d  
f o r  w i n e  i n  c a t e r i n g  e s t a b l i s h m e n t s  a n d  c a u s e  a  m o d i f i c a t i o n  o f  
t h e  f o r e c a s t  p r o v i d e d  b y  a r i t h m e t i c  m e a n s .
A n  e x a m i n a t i o n  o f  t h e  s i m p l e  t i m e  s e r i e s  o f  c o n s u m p t i o n  o f  l i g h t  
w i n e  s h o w n  i n  F i g u r e  4  w o u l d  i n d i c a t e  t h a t  d e m a n d  r o s e  s t e a d i l y  
b e t w e e n  1 9 6 6  a n d  1 9 6 8  a n d  b e t w e e n  1 9 7 0  a n d  1 9 7 2  w h i l e  i n  t h e  y e a r s
1 9 6 9  a n d  1 9 7 0  i t  w a s  w e l l  b e l o w  t h e  t r e n d .  T h i s  d r o p / i n  d e m a n d
w a s  d u e ,  a s  s u g g e s t e d  a b o v e ,  t o  d u t y  a n d  h e n c e  p r i c e  i n c r e a s e s .
W h e n  t h e  c o n s u m p t i o n  l e v e l s  f o r  t h e  f o u r  y e a r s  1 9 6 7 ,  1 9 6 8 ,  1 9 7 1  
a n d  1 9 7 2  a r e  p l o t t e d  o n  s e m i - l o g  g r a p h  p a p e r  ( F 1 0 )  t h e y  t a k e  t h e  
f o r m  o f  a  s t r a i g h t  l i n e  a n d  t h e r e f o r e  t h e  t r e n d  o f  c o n u m p t i o n  o v e r  
t i m e  m a y  b e  r e p r e s e n t e d  b y  a  l i n e a r  e q u a t i o n  o f  t h e  f o r m .
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L o g  Y  =  a  +  b T
w h e r e :
Y  =  l i g h t  w i n e  c o n s u m p t i o n
T  -  t i m e
I t  w a s  d e c i d e d  t o  u s e  t h e  t r e n d  t h u s  c a l c u l a t e d  t o  f o r e c a s t  t h e  
f u t u r e  g r o w t h  o f  l i g h t  w i n e  c o n s u m p t i o n ,  t h o u g h ,  a s  w a s  s u g g e s t e d  
a b o v e ,  t h i s  t r e n d  m u s t  b e  e x a m i n e d  i n  t h e  l i g h t  o f  p o s s i b l e  
c h a n g e s  i n  t h e  u n d e r l y i n g  s u p p l y  p a r a m e t e r s  a r i s i n g  p o s s i b l y  f r o m  
l e g a l  o r  p o l i t i c a l  c h a n g e s .
T h e  f a c t  t h a t  t h e  r e l a t i o n s h i p  i s  i n  l o g  l i n e a r  f o r m  i m p l i e s  t h a t  
t h e  p e r c e n t a g e  r a t e  o f  g r o w t h  p e r  a n n u m  i s  c o n s t a n t  a n d  t h e  r a t e  
o f  g r o w t h  i m p l i e d  b y  t h e s e  f o u r  a n n u a l  f i g u r e s  i s  2 0 %  p . a .  S u c h  
a  f o r e c a s t  c a n n o t  a p p l y  f o r  e v e r  b e c a u s e  i t  w o u l d  s u g g e s t  t h e  U . K .  
m a r k e t  e x p a n d i n g  t o  i n f i n i t y  b u t  i t  m a y  r e a s o n a b l y  b e  a p p l i e d  t o  
t h e  i m m e d i a t e  f u t u r e .  S o m e  i d e a  o f  t h e  a p p r o x i m a t e  t i m e  p e r i o d  
t o  w h i c h  t h i s  r a t e  o f  g r o w t h  s h o u l d  b e  a p p l i e d  m a y  b e  g l e a n e d  
f r o m  a  s t u d y  o f  t h e  p e r  c a p i t a  w i n e  c o n s u m p t i o n  i n  t h e  d i f f e r e n t  
c o u n t r i e s  s h o w n  i n  T a b l e  4 7  ,  W h i l e  w i n e  c o n s u m p t i o n  i n  t h e  U . K .  
c a n n o t  b e  e x p e c t e d  t o  g r o W  t o  t h e  F r e n c h  o f  I t a l i a n  l e v e l s / t h e r e  
a p p e a r s  t o  b e  n o  r e a s o n  w h y  U . K .  i n h a b i t a n t s  s h o u l d  n o t  e v e n t u a l l y  
d r i n k  a s  m u c h  a s  t h e  D a n e s  a n d  i t  i s  i n t e r e s t i n g  t o  n o t e  t h a t  i f  
t h e  g r o w t h  r a t e  o f  2 0 , $  i s  m a i n t a i n e d ,  a s  a n t i c i p a t e d ,  t h e  U . K .  
w i l l  h a v e  p a s s e d  t h e  1 9 7 0  l e v e l  o f  D a n i s h  p e r  c a p i t a  c o n s u m p t i o n  
b y  1 9 7 7 .  T h e r e  i s  l i t t l e  d o u b t  t h a t  s u c h  g r o w t h  w i l l ,  i n  f a c t  
b e  a c h i e v e d  i n  t h e  n e x t  4  y e a r s  a n d  b y  t h e  s a m e  l o g i c  p e r  c a p i t a  
c o n s u m p t i o n  i n  t h e  U . K .  w i l l  h a v e  p a s s e d  t h e  1 9 7 0  B e l g i a n  f i g u r e  
b y  1 9 8 2  a n d  t h e  G e r m a n  b y  1 9 8 3 .  T o  e x t e n d  p r e d i c t i o n  b y  t h i s  
g r o w t h  r a t e  b e y o n d  1 9 8 3  w o u l d  s e e m  d a n g e r o u s ,  h o w e v e r ,  s i n c e , a s  
t h e  s e r i e s  o n  G e r m a n  c o n s u m p t i o n  i n d i c a t e s  g r o w t h  i n  t h i s  m a r k e t  
s h o u l d  n o t  b e  e x p e c t e d  t o  l a s t  f o r  e v e r .  I n  f a c t  p e r  c a p i t a  
c o n s u m p t i o n  i n  t h a t  c o u n t r y ,  a s  t h e  t a b l e  i n d i c a t e s ,  r o s e  b y  
o n l y  a p p r o x i m a t e l y  1 0 %  o v e r  t h e  w h o l e  p e r i o d  1 9 6 3 - 1 9 7 0 .  I f  t h e  
m a r k e t  f o r  w i n e  i n  c a t e r i n g  e s t a b l i s h m e n t s  c o n t i n u e s  t o  a c c o u n t  
f o r  t h e  s a m e  p r o p o r t i o n  o f  t h e  t o t a l  c o n s u m p t i o n  a s  i t  d o e s  
c u r r e n t l y ,  w h i c h  a p p e a r s  t o  b e  i n  t h e  r e g i o n  o f  2 5 % ,  t h e n  i t  i s
T A B L E  4 8
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SUMMARY OF REGRESSION CALCULATIONS -  HEAVY WINE
FUNCTION (TIME PERIOD 1957 -  1971) Du rb in  Watson 
S t a t i s t i c
1. Y„ = 6 . 5 6 8  + . 4 9 1 t
( 0 . 3 3 4 )  ( 0 . 0 3 7 )
2. Yw = 1 1 .4 5 2  + 0 . 4 2 5 t  -  7 . 8 6 8  P
n ( 2 . 2 2 6 )  ( 0 . 0 4 3 7 )  ( 3 . 5 5 5 )
3.  Yh = 0 . 2 7 8  -  0 . 3 1 3  P
n ( 4 . 1 8 5 )  ( 7 . 5 1 5 )
4 .  Yh « -  7 . 5 9 4  + - 0 . 0 0 1 4 1  X
( 1 . 2 1 2 )  ( 0 . 0 0 0 0 9 4 )
5. Yh = -  4 . 5 4 7  + 0 . 1 0 8 t  + 0 .0 011  x
( 6 . 1 4 5 )  ( 0 . 2 1 4 )  ( 0 . 0 0 0 6 )
6 .  A Y , ,  = 0 . 0 3 0 6  + 0 . 0 0 1 5 8  A x'H
( 0 . 4 3 3 1 )  ( 0 . 0 0 1 1 8 )
'1
7. AY , ,  = -  0 . 0 7 0 4  + 0 . 0 0 1 5 6 A  x-, -  6 . 8 0 2 A P  
( 0 . 4 3 7 )  ( 0 . 0 0 1 1 6 )  1 ( 5 . 9 9 2 )
H
.997
.998
.982
.998
,998
450
508
1 .5 0
1 .9 0
0 . 4 8 8
1.641
1 .6 9
1 .7 9 5
1.868
Where:
Y|_j = Heavy wine  consumption  
t  = Time
x-j = Real  P . D . Y .
P « P r i c e
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h i g h l y  p r o b a b l e  t h a t  t h i s  m a r k e t  w i l l  g r o w  a t  a  c o m p o u n d  r a t e  
o f  2 0 %  p e r  a n n u m  f o r  t h e  n e x t  f i v e  y e a r s  a n d  p r o b a b l e ,  t h o u g h  
t o  a  l e s s e r  d e g r e e ,  t h a t  i t  w i l l  m a i n t a i n  t h e  s a m e  r a t e  f o r  a  f u r t h e r  
f i v e  y e a r s .  T h i s  f o r e c a s t  a p p l i e s  t o  l i g h t  w i n e s  w h i c h ,  a s  t h e  
r e s u l t s  o f  t h e  p o s t a l  s u r v e y  i n d i c a t e ,  f o r m  t h e  g r e a t  b u l k  o f  w i n e s  
s o l d  i n  h o t e l s  a n d  r e s t a u r a n t s .  T h e  l i k e l i h o o d  o f  t h i s  p r o p o r t i o n  
r e m a i n i n g  t h e  s a m e  i s  d i s c u s s e d  i n  P a r t  5 .
A t t e m p t s  t o  a p p l y  c l a s s i c a l  e c o n o m e t r i c  m e t h o d s  t o  t h e  h e a v y  w i n e  
m a r k e t  p r o v e d  n o  m o r e  s u c c e s s f u l ,  a s  T a b l e  4 8  i n d i c a t e s ,  t h a n  i n  
t h e  c a s e  o f  t h e  l i g h t  w i n e  m a r k e t .  T h e  f a m i l i a r  p a t t e r n  o c c u r r e d  
w h e r e b y  e q u a t i o n s  n o t  b a s e d  o n  e x t r a p o l a t i o n  s u f f e r e d  f r o m  a u t o ­
c o r r e l a t i o n  w h i l e  a t t e m p t s  t o  a v o i d  t h i s  p r o b l e m  b y  t r a n s f o r m i n g  
t h e  d a t a  i n t o  f i r s t  d i f f e r e n c e s  f o u n d e r e d  b e c a u s e  a n y  s t a t i s t i c a l  
s i g n i f i c a n c e  e x h i b i t e d  b y  t h e  r e g r e s s i o n  c o - e f f i c i e n t s  d i s a p p e a r e d  
w h e n  t h i s  w a s  d o n e .  A  s i m p l e  e x t r a p o l a t i o n  w a s  t h e r e f o r e  a d o p t e d  
b a s e d  o n  t h e  m o s t  r e c e n t  f o u r  y e a r s  d a t a .  P r e v i o u s  t o  t h e s e  f o u r  
y e a r s  t h i s  m a r k e t  h a d  e x h i b i t e d  a  f a l l  i n  s a l e s  w h i c h  w a s  a l m o s t  
c e r t a i n l y  a  r e s u l t  o f  r e c e n t  d u t y  i n c r e a s e s .  T h e  e x t r a p o l a t i o n ,  
s h o w n  i n  F i g u r e  1 1  ,  i m p l i e s  t h a t  t h e  h e a v y  w i n e  s e c t o r  w i l l  g r o w  
s t e a d i l y  b u t  n o t  s o  r a p i d l y  a s  t h e  l i g h t  w i n e  m a r k e t .  T h e  t r e n d  
i n d i c a t e s  a  g r o w t h  i n  a b s o l u t e  t e r m s  o f  1 . 3 3  m i l l i o n  g a l l o n s  p e r  
a n n u m  w h i c h  n a t u r a l l y  i m p l i e s  a  f a l l i n g  g r o w t h  r a t e  i n  p e r c e n t a g e  
t e r m s .  T h i s  e x t r a p o l a t i o n  s u g g e s t s  t h a t  t h e  h e a v y  w i n e  m a r k e t  
w i l l  g r o w  b y  a b o u t  4 0 %  b e t w e e n  1 9 7 3  a n d  1 9 7 8  b u t  i t  w o u l d  b e  
u n w i s e  t o  e x t e n d  i t  b e y o n d  t h i s  p e r i o d .  B e c a u s e  o f  t h e  h e t e r o g e n o u s  
n a t u r e  o f  t h e  h e a v y  w i n e  m a r k e t ,  w h i c h  e n c o m p a s s e s  s u c h  d i f f e r e n t  
i t e m s  a s  t h e  " a n i s "  b a s e d  a p e r i t i f s  a n d  v i n t a g e  p o r t ,  i t  i s  l i k e l y  
t h a t  e a c h  g r o u p ,  o r  e v e n  b r a n d ,  o f  h e a v y  w i n e s  m a y  g r o w  a t  a  r a t e  
d i f f e r e n t  f r o m  t h a t  q u o t e d  a b o v e .  O n e  c o m m e r c i a l  g r o u p ,  f o r  e x a m p l e ,  
h a s  f o r e c a s t  a n  a n n u a l  g r o w t h  r a t e  o f  1 5 %  f o r  s h e r r y  s a l e s  o v e r  
t h e  n e x t  f i v e  y e a r s  ( 7 8 ) .
T h e s e  e x t r a p o l a t i o n s  s u g g e s t  t h a t  t h e  m a r k e t  f o r  t a b l e  w i n e s  w i l l  
b e  g r o w i n g  m u c h  m o r e  r a p i d l y  t h a n  t h e  m a r k e t  f o r  f o r t i f i e d  w i n e s  
o v e r  t h e  n e x t  f e w  y e a r s .  T h e  A r t h u r  D .  L i t t l e  o r g a n i s a t i o n  i n  
t h e i r  r e p o r t  f o r  t h e  P o r t u g u e s e  e x p o r t  b o a r d  s u p p o r t  t h i s  v i e w
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Fig. 11 Regression for 4 years Heavy Wine Consumption 
against Time
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The Equation:
H  =  10.45 + 1. 33 t
(0.350) (0.128)
. /  X R 2=  0. 99 |
Where: !
H  =  Heavy Wine
" Consumption j
t =  Time I
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although in their study this conclusion was reached by a s t u d y  of 
demand elasticities in the conventional economic fashion. Their 
view of the differing demand functions for light and heavy wines 
is expressed in the following extract:
"The relatively high income elasticity for table 
wines also reflects the fact that in the U.K. wine 
drinking at meal times is relatively more of a 
luxury than the consumption of fortified wines.
Hence table wine is more of a discretionary product, 
and increases in income have a significant effect 
on the consumption pattern. . ."
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I n  P a r t  4 ,  a  f o r e c a s t  w a s  m a d e  o f  t h e  p r o b a b l e  g r o w t h  o f  t h e  
m a r k e t s  f o r  l i g h t  a n d  h e a v y  w i n e s  o v e r  t h e  n e x t  5  a n d  1 0  y e a r s .
T h e  p u r p o s e  o f  t h e  p r e s e n t  c h a p t e r  i s  t w o f o l d .  F i r s t l y  i t  i s  
i n t e n d e d  t o  d i s c u s s  w h e t h e r  t h e  m a r k e t  f o r  w i n e  i n  c a t e r i n g  
e s t a b l i s h m e n t s  w i l l  g r o w  a t  t h e  s a m e  r a t e  a s  t h e  t o t a l  w i n e  
m a r k e t  a n d  s e c o n d l y  t o  e x a m i n e  t h e  l i k e l i h o o d  o f  c h a n g e s  
o c c u r r i n g  i n  u n d e r l y i n g  f a c t o r s  t h a t  m a y  c a u s e  t h e  f o r e c a s t  t o  
b e  r e v i s e d .
5 . 1  F u t u r e  D e m a n d  f o r  w i n e  w i t h  M e a l s  O u t
I n  C h a p t e r  4  i t  w a s  s t a t e d  t h a t  t h e  t o t a l  m a r k e t  f o r  t a b l e  w i n e  
w a s  e x p e c t e d  t o  e x p a n d  b y  s o m e  2 0 %  p e r  a n n u m  o v e r  t h e  n e x t  5  
y e a r s .  T h e  q u e s t i o n  a r i s e s  w h e t h e r  t h e  d e m a n d  f o r  w i n e  i n  c a t e r i n g  
o u t l e t s  w i l l  e x p a n d  a t  t h e  s a m e  r a t e  o r  s o m e  l o w e r  o n e .  T o  s o m e  
e x t e n t  t h i s  q u e s t i o n  m a y  b e  a n s w e r e d  b y  a  f o r e c a s t  o f  t h e  g r o w t h  
o f  t h e  d e m a n d  f o r  e a t i n g  o u t  a s s u m i n g  t h a t  t h e  s e c t o r  o f  t h e  e a t i n g -  
o u t  m a r k e t  i n  w h i c h  w i n e  i s  s o l d  w i l l  e x p a n d  a t  t h e  s a m e  r a t e  a s  
t h e  w h o l e  m a r k e t .  A l t e r n a t i v e l y  t h e  d e m a n d  f o r  w i n e  i n  c a t e r i n g  
m a y  g r o w  ( i t  s e e m s  h i g h l y  u n l i k e l y  t o  f a l l )  b e c a u s e  c o n s u m e r s  
c o n s u m e  m o r e  w i n e  i n  c a t e r i n g  o u t l e t s  a l t h o u g h  t h e  e a t i n g - o u t  
m a r k e t  a s  a  w h o l e  d o e s  n o t  g r o w .  A  t h i r d  a r e a  t o  b e  i n v e s t i g a t e d  
i s  t h e  d e g r e e  t o  w h i c h  t h e  d e m a n d  f o r  w i n e  w i l l  r i s e  b e c a u s e  t h e  
n u m b e r  o f  o u t l e t s  p r o v i d i n g  i t  r i s e s .  E x p a n s i o n  i n  t h i s  l a s t  w a y  
d e p e n d s  o n  t h e  r a t e  a t  w h i c h  u n l i c e n s e d  c a t e r i n g  o u t l e t s  b e c o m e  
l i c e n s e d ,  t h e  r a t e  a t  w h i c h  n e w  l i c e n s e d  o u t l e t s  o p e n  a n d  t h e  
l i k e l i h o o d  o f  a n y  c h a n g e s  i n  l i c e n s i n g  l a w  w h i c h  m a y  a l t e r  t h e s e  
t w o  r a t e s .  T h i s  q u e s t i o n  o f  t h e  f u t u r e  n u m b e r  o f  l i c e n s e d  o u t l e t s  
i s  d e a l t  w i t h  i n  a  s e p a r a t e  s e c t i o n  a n d  i t  i s  i n t e n d e d  h e r e  t o  
d i s c u s s  h o w  c h a n g e s  i n  t h e  t o t a l  c a t e r i n g  m a r k e t  m a y  a f f e c t  t h i s  
s e c t o r  o f  w i n e  s a l e s .
A  b a s i c  p r o b l e m  s u r r o u n d i n g  d i s c u s s i o n  o f  t h e  m a r k e t  f o r  h o t e l  
a n d  c a t e r i n g  s e r v i c e s  i s  t h a t  t h i s  h a s  s o  o f t e n  b e e n  c o n s i d e r e d  
a  u n i f i e d  i n d u s t r y  o f f e r i n g  a  h o m o g e n e o u s  p r o d u c t  w h e r e a s ,  a s  i s
P A R T  5 T H E  G E N E R A L  F O R E C A S T
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.  .  i t  c o m p r i s e s  m a n y  h i g h l y  d i f f e r e n t  s e c t o r s ,  
a l l  u n d e r g o i n g  c h a n g e  a t  d i f f e r e n t  r a t e s  a n d  t o  
d i f f e r e n t  e x t e n t s .  .  .  "
E v e n  w i t h i n  t h e  e a t i n g - o u t  m a r k e t ,  a s  o p p o s e d  t o  t h e  a c c o m m o d a t i o n  
m a r k e t ,  t h e r e  a r e  g r e a t  d i f f e r e n c e s  b e t w e e n  o u t l e t s  a c c o r d i n g  t o  
w h a t  t h e y  p r o v i d e  a n d  w h a t  t h e y  c h a r g e .  T h a t  s e c t o r  o f  t h e  
c a t e r i n g  m a r k e t  w h e r e  w i n e  i s  c u r r e n t l y  s o l d  i s  t h e  u p p e r  e n d  i n  
t e r m s  o f  t h e  a v e r a g e  s p e n d i n g  p o w e r  o f  c o n s u m e r s  a n d  s o  e s t i m a t e s  
o f  t o t a l  m a r k e t  g r o w t h  a r e  n o t  i m m e d i a t e l y  r e l a v e n t  t o  t h e  w i n e  
m a r k e t  u n l e s s  t h e  h e r o i c  a s s u m p t i o n  i s  m a d e  t h a t  a l l  s e c t o r s  w i l l  
g r o w  a t  t h e  s a m e  r a t e .  I t  i s  u n f o r t u n a t e ,  t h e r e f o r e ,  t h a t  t h e  
m a j o r  w o r k  o n  t h e  f u t u r e  d e m a n d  f o r  m e a l s  o u t ,  B r y n  J o n e s '  " F o o d  
S e r v i c e s  i n  B r i t a i n  1 9 7 0 - 1 9 8 0 " ,  s h o u l d  h a v e  d e a l t  w i t h  t h e  m a r k e t  
a s  b e i n g  h o m o g e n e o u s .  S u c h  a n  a p p r o a c h  f o l l o w e d  n a t u r a l l y  f r o m  
t h e  m a i n  s o u r c e  o f  d a t a  e m p l o y e d  i n  t h a t  p r o j e c t ,  t h e  D e p a r t m e n t  
o f  E m p l o y m e n t ' s  s e r i e s  o f  F a m i l y  E x p e n d i t u r e  S u r v e y  r e p o r t s  ( 9 ) .  
T h i s  s o u r c e  e x c l u d e s  e x p e n d i t u r e  o n  e a t i n g  o u t  b y  o v e r s e a s  
v i s i t o r s  a n d  b u s i n e s s m e n  w h i c h  m e a n s  t h a t  c o n c l u s i o n s  o n  t h e s e  t w o  
a r e a s  a r e ,  o f  n e c e s s i t y ,  r a t h e r  t e n t a t i v e .  T h e s e  t w o  a r e a s  o f  
d e m a n d  f o r  e a t i n g  o u t  a r e  t h o u g h t  t o  a c c o u n t  f o r  r o u g h l y  1 5 %  o f  
t h e  t o t a l  m a r k e t  w i t h  b u s i n e s s  e x p e n d i t u r e  a l o n e  a c c o u n t i n g  f o r  
a r o u n d  1 0 % .  T h e  b u s i n e s s  s e c t o r  i s  o f  p a r t i c u l a r  i m p o r t a n c e  f o r  
t h e  w i n e  m a r k e t  s i n c e  i t  a p p e a r s  t o  a c c o u n t  f o r  s o m e t h i n g  l i k e  
4 0 %  o f  t h e  w i n e  s o l d  t h r o u g h  c a t e r i n g  o u t l e t s .
B e a r i n g  i n  m i n d  t h e s e  d r a w b a c k s  t o  t h e  d a t a  i t  i s  i n s t r u c t i v e  t o  
s e e  h o w  t h e  e a t i n g  o u t  m a r k e t  i s  e x p e c t e d  t o  g r o w  w h e n  v i e w e d  a s  
a  w h o l e  b u t  e x c l u d i n g  b u s i n e s s  a n d  t o u r i s t  d e m a n d .  T h e  F a m i l y  
E x p e n d i t u r e  d a t a . a r e  i n  t h e  f o r m  o f  e x p e n d i t u r e  f i g u r e s  f o r  
h o u s e h o l d s  i n  c u r r e n t  s t e r l i n g  t e r m s .  T h i s ,  o f  i t s e l f ,  l e a d s  t o  
a m b i g u i t y  i n  f o r e c a s t  l e v e l s  o f  e x p e n d i t u r e  o n  e a t i n g  o u t  u n l e s s  
s o m e  a t t e n t i o n  i s  p a i d  t o  f u t u r e  p r i c e  c h a n g e s  s i n c e  a n  i n c r e a s e  
i n  e x p e n d i t u r e  o v e r  t i m e  m a y  b e  t h e  r e s u l t  o f  p r i c e  - c h a n g e s  
r a t h e r  t h a n  a  g r o w t h  o f  d e m a n d .  S i n c e  B r y n  J o n e s ’  r e p o r t  w a s
s a i d  i n  t h e  E . I . U .  R e p o r t  ( 7 9 ) :
p r o d u c e d  m o r e  i n f o r m a t i o n  o n  t h e  p r i c e  c h a n g e s  o f  f o o d  s e r v i c e s  
h a s  b e c o m e  a v a i l a b l e  i n  t h e  s h a p e  o f  t h e  p r i c e  i n d e x  f o r  m e a l s  
o u t  w h i c h  i s  c o m p i l e d  b y  t h e  D e p a r t m e n t  o f  E m p l o y m e n t  a n d  w h i c h  
s i n c e  1 9 6 8  h a s  b e e n  b a s e d  o n  a  s u r v e y  o f  a c t u a l  p r i c e s  c h a r g e d .
I n  h i s  f i n a l  f o r e c a s t s  B r y n  J o n e s  e m p l o y e d  b o t h  s i m p l e  e x t r a ­
p o l a t i o n  a n d  e m p i r i c a l  d e m a n d  f u n c t i o n s ,  t h e  f o r e c a s t s  m a d e  i n  
t h e  c a s e  o f  t h e  l a t t e r  m e t h o d  d i f f e r i n g  a c c o r d i n g  t o  t h e  g r o w t h  
r a t e  o f  n a t i o n a l  i n c o m e  i n  t h e  U . K .  w h i c h  i s  e x p e c t e d  t o  p r e v a i l .  
I f  a  r a t e  o f  g r o w t h  o f  r e a l  i n c o m e  o f  2 %  p e r  a n n u m  i s  a s s u m e d ,  
w h i c h  i s  n o t  u n l i k e l y ,  t h e n  t h e  f o r e c a s t s  d e r i v e d  f r o m  t h e  t w o  
m e t h o d s  a r e  v i r t u a l l y  i d e n t i c a l .  U s i n g  a  c r u d e  p r i c e  i n d e x  
B r y n  J o n e s  c a l c u l a t e d  t h a t  e x p e n d i t u r e  i n  r e a l  t e r m s  o n  m e a l s  
o u t  w o u l d  r i s e  b y  2 %  p e r  a n n u m  b e t w e e n  1 9 6 7  a n d  1 9 8 0 .  I n  f a c t  
t h e  d e m a n d  f o r  m e a l s  o u t  i n  t e r m s  o f  q u a n t i t y  i s  u n  l i k e l y  t o  
g r o w  b y  t h i s  p r o p o r t i o n  b e c a u s e  t h e  a u t h o r  w a s  n a t u r a l l y  u n a w a r e  
o f  t h e  r e c e n t  r a p i d  r i s e  i n  f o o d  p r i c e s  a n d  p a r t i c u l a r l y  t h e  
p r i c e  o f  m e a l s  o u t  w h i c h  w a s  t o  o c c u r  s u b s e q u e n t  t o  1 9 6 7 .
T a b l e  4 9  s h o w s  h o w  e x p e n d i t u r e  o n  m e a l s  a w a y  f r o m  h o m e  i n  t h e  
t e r m s  o f  t h e  F a m i l y  E x p e n d i t u r e  S u r v e y  h a s  r i s e n  s i n c e  1 9 5 7 .
W h e n  t h e  e x p e n d i t u r e  f i g u r e s  a r e  d e f l a t e d  f o r  t h e  y e a r s  1 9 6 8 - 1 9 7 1  
b y  t h e  p r i c e  i n d i c e s  q u o t e d  i n  T a b l e  3 8  t h e  a p p a r e n t  g r o w t h  a l l  
b u t  d i s a p p e a r s .  T h i s  c a l c u l a t i o n  s u g g e s t s  t h a t ,  i n  1 9 6 8  p r i c e s ,  
a v e r a g e  e x p e n d i t u r e  o n  m e a l s  a w a y  f r o m  h o m e  p e r  h o u s e h o l d  r o s e  
f r o m . 1 4 . 5 9 s  t o  1 5 . 2 0 s ,  a  g r o w t h  o f  4 . 1 8 %  i n  3  y e a r s  o r  j u s t  o v e r  
1 %  p e r  a n n u m .  T h e  v e r y  f a c t  t h a t  e x p e n d i t u r e  o n  t h i s  p r o d u c t  h a s  
i n c r e a s e d  i n  s p i t e  o f  r e l a t i v e l y  s e v e r e  p r i c e  i n f l a t i o n  m i g h t  
s u g g e s t  t h a t  m a r k e t  e x p a n s i o n  w i l l  o c c u r  s h o u l d  t h e  d e g r e e  o f  
i n f l a t i o n  s l o w  d o w n  b u t  a s  B r y n  J o n e s  p u t s  i t :
" .  .  . i t  w o u l d  n o t  b e  t o o  i m p l a u s i b l e  t o  p r o p o s e  
t h a t  i n  t h e  f u t u r e ,  t h e  p r i c e s  o f  m e a l s  a w a y  f r o m  
h o m e  m a y  w e l l  r i s e  f a s t e r  t h a n  p r i c e s  i n  g e n e r a l .  .  . "
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M e a l s  a w a y  f r o m  h o m e  h a v e  b e e n  d e s c r i b e d  a s  a  " q u i c k  g r o w t h "  
s e c t o r  o f  t h e  e c o n o m y  ( 1 5 )  o n  t h e  g r o u n d s  t h a t  i t  i s  a  m a r k e t  
w h i c h  h a s  i n c r e a s e d  i t s  s h a r e  o f  t o t a l  h o u s e h o l d  e x p e n d i t u r e  a s  
t h i s  i s  i n d i c a t e d  b y  t h e  F a m i l y  E x p e n d i t u r e  S u r v e y .  A s  T a b l e  4 9  
i n d i c a t e s  t h i s  r e s u l t  i s  t r u e  b u t  t h e  i n c r e a s e  h a s  b e e n  l e s s  
t h a n  d r a m a t i c ,  t h e  r i s e  b e t w e e n  1 9 5 9 - 6 1  a n d  1 9 6 9 - 7 1  b e i n g  f r o m  
2 . 8 %  t o  3 . 1 %  o f  t o t a l  h o u s e h o l d  e x p e n d i t u r e .  I t  i s  c l e a r  t h a t  
s i g n i f i c a n t  g r o w t h  i n  w i n e  s a l e s  c a n n o t  b e  d e d u c e d  f r o m  s u r v e y  
d a t a  w h i c h  t r e a t s  m e a l s  o u t  a s  a  h o m o g e n e o u s  c o m m o d i t y .  B r y n  
J o n e s  d o e s  a r g u e  t h a t  e v e n t u a l l y  t h e  m a r k e t  f o r  m e a l s  o u t  w i l l  
e x h i b i t  r a p i d  e x p a n s i o n  b u t  s t a t e s  t h a t  t h i s  i s  u n l i k e l y  t o  t a k e  
p l a c e  b e f o r e  1 9 8 0  a n d  c o n c e d e s  t h a t  u n t i l  t h e n  g r o w t h  i s  l i k e l y  
t o  b e  c i r c u m s p e c t .
A s  t o  t h e  t w o  s u b - s e c t o r s  o f  t h e  c a t e r i n g  m a r k e t  w h i c h  a r e  n o t  
c o v e r e d  b y  t h e  F a m i l y  E x p e n d i t u r e  S u r v e y  D a t a ,  t h e  b u s i n e s s  a n d  
t o u r i s m  s e c t o r s ,  t h e s e  a r e  a r e a s  o n  w h i c h  n o  h a r d  d a t a - i s  a v a i l a b l e .  
T h e  d e m a n d  f o r  m e a l s  o u t  f r o m  t h e  b u s i n e s s  s e c t o r  s h o w s  n o  s i g n  o f  
r a p i d  g r o w t h  a t  t h e  m o m e n t  a l t h o u g h  t h e  r i s i n g  d e m a n d  f o r  c o n f e r e n c e s  
w h i c h  a r e  m a i n l y  o f  a  b u s i n e s s  n a t u r e  s h o u l d  m e a n  t h a t  t h e  m a r k e t  
f o r  m e a l s  g e n e r a t e d  b y  t h i s  a c t i v i t y  w i l l  g r o w  f a s t e r  t h a n  o v e r a l l  
b u s i n e s s  d e m a n d .  C o n f e r e n c e  d e m a n d  w o u l d  l a r g e l y  b e n e f i t  t h e  H o t e l  
r a t h e r  t h a n  t h e  r e s t a u r a n t  s i d e  o f  t h e  i n d u s t r y  a n d  t h e r e  i s  
e v i d e n c e  f r o m  S i r  G e o r g e  Y o u n g ’ s  s t u d y  ( 8 0 )  t h a t  t h e  d e m a n d  f o r  
h o t e l  f a c i l i t i e s  w i l l  i n  a n y  c a s e  e x p a n d  m o r e  r a p i d l y  t h a n  t h e  
d e m a n d  f o r  c a t e r i n g  i n  g e n e r a l .  I t  i s  b e l i e v e d  t h a t  o v e r s e a s  
v i s i t o r s  t o  t h i s  c o u n t r y  a c c o u n t  f o r  a r o u n d  5 %  o f  t h e  t o t a l  
m a r k e t  f o r  m e a l s  a n d  s i n c e  t o u r i s m  t o  t h e  U . K .  i s  e x p e c t e d  b y  t h e  
B . T . A .  t o  i n c r e a s e  b y  1 0 . 5 %  p e r  a n n u m  i n  t h e  y e a r s  u p  t o  1 9 8 0  ( 8 1 )  
t h i s  s e c t o r  s h o u l d  b e c o m e  i n c r e a s i n g l y  i m p o r t a n t .  I n  v i e w  o f  t h e  
s p e c i f i c  g e o g r a p h i c a l  i n t e r e s t s  o f  m o s t  t o u r i s t s ,  h o w e v e r ,  i t  i s  
l i k e l y  t h a t  t h e  e f f e c t  o f  t o u r i s m  o n  t h e  d e m a n d  f o r  e a t i n g  o u t  w i l l  
b e  f e l t  i n  c e r t a i n  a r e a s  a n d  p a r t i c u l a r l y  i n  L o n d o n .
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T h e  d e m a n d  f o r  a c c o m m o d a t i o n  i n  l i c e n s e d  h o t e l s  a p p e a r s  t o  s h o w  
m u c h  h e a l t h i e r  s i g n s  o f  g r o w t h  t h a n  d o e s  t h e  t o t a l  e a t i n g  o u t  m a r k e t .  
S i r  G e o r g e  Y o u n g ' s  s t u d y ,  w h i c h  i s  t h e  w i d e l y  a c c e p t e d  f o r e c a s t  i n  
t h i s  f i e l d ,  s t a t e d  t h a t  t h e  d e m a n d  f o r  a c c o m m o d a t i o n  i n  l i c e n s e d  
h o t e l s  w o u l d  i n c r e a s e  b y  1 2 8 %  b e t w e e n  1 9 6 7  a n d  1 9 8 0  w h i c h ,  i f  t h i s  
g r o w t h  o c c u r r e d  i n  a  r e g u l a r  f a s h i o n ^  s u g g e s t s  a n  a n n u a l  g r o w t h  r a t e  
o f  j u s t  u n d e r  7 % .  I f  t h e  f l o w  o f  t r a v e l l e r s  d o e s  e x p a n d  i n  t h i s  
w a y  a n d  t h e y  c h o o s e  t o  d i n e  i n  t h e i r  h o t e l s  t h e n  t h e  d e m a n d  f o r  
m e a l s  i n  h o t e l  r e s t a u r a n t s  a n d  t h e  a s s o c i a t e d  d e m a n d  f o r  w i n e  s h o u l d  
i n c r e a s e  b y  a b o u t  t h i s  a m o u n t .  S i n c e  h o t e l  g u e s t s  d o  n o t  t y p i c a l l y  
e a t  a l l  t h e i r  m e a l s  i n  t h e i r  h o t e l  t h o s e  l i c e n s e d  r e s t a u r a n t s  
l o c a t e d  i n  a r e a s  w h i c h  r e c e i v e  a  h i g h  p r o p o r t i o n  o f  t o u r i s t s  a n d  
o v e r s e a s  b u s i n e s s m e n ,  n o t a b l y  L o n d o n ,  s h o u l d  s e e  a  r i s e  i n  t h e i r  
s a l e s  a s  w e l l .  A l t h o u g h  t h e  n u m b e r  o f  l i c e n s e d  h o t e l s  i n  G r e a t  
B r i t a i n  i s  s m a l l  r e l a t i v e  t o  t h e  t o t a l  n u m b e r  o f  r e s t a u r a n t s  i t  i s  
g r e a t e r  t h a n  t h e  n u m b e r  o f  l i c e n s e d  r e s t a u r a n t s  a n d  t h e s e  a r e  t h e  
o n l y  o n e s  t h r o u g h  w h i c h  w i n e  c a n  c u r r e n t l y  b e  s o l d .  T h e  p o s t a l  
s u r v e y  u n d e r t a k e n  a s  p a r t  o f  t h e  p r e s e n t  s t u d y  i n d i c a t e d ,  m o r e o v e r ,  
t h a t  i n  t e r m s  o f  w i n e  s a l e s  t o  t h e  c a t e r i n g  m a r k e t  h o t e l  o u t l e t s  
a r e  e q u a l l y  a s  i m p o r t a n t  a s  r e s t a u r a n t s  a n d  s o  t h e  i n c r e a s e  i n  
b u s i n e s s  p r e d i c t e d  f o r  l i c e n s e d  h o t e l s  i n  t h e  y e a r s  t o  1 9 8 0  i s  o f  
c o n s i d e r a b l e  s i g n i f i c a n c e  f o r  t h e  w i n e  t r a d e .
T h e r e  i s  n o  e v i d e n c e  t h a t  t h e  m a r k e t  f o r  m e a l s  o u t  w i l l  e x p a n d  
s i g n i f i c a n t l y  i n  t h e  p e r i o d  1 9 7 3 - 1 9 8 0  w i t h  t h e  e x c e p t i o n  o f  t h e  d e m a n d  
g e n e r a t e d  b y  t h e  a c c o m m o d a t i o n  s e c t o r  p a r t  o f  w h i c h  w i l l  s t e m  f r o m  
c o n f e r e n c e  t r a d e .  T h e  m a r k e t  f o r  w i n e  i n  c a t e r i n g  o u t l e t s  c o u l d  
e x p a n d  d e s p i t e  t h i s ,  h o w e v e r ,  i f  m o r e  c o n s u m e r s  o f  m e a l s  o u t  i n  
l i c e n s e d  o u t l e t s  c h o s e  t o  o r d e r  w i n e .  T h e r e  i s  e v e r y  r e a s o n  t o  
s u p p o s e  t h a t  t h i s  w i l l  h a p p e n  s i n c e  a s  c o n s u m e r s  b e c o m e  u s e d  t o  
d r i n k i n g  w i n e  a t  h o m e ,  w h i c h  i s  w h a t  r e c e n t  a n n u a l  s a l e s  f i g u r e s  
s u g g e s t  i s  h a p p e n i n g ,  t h e  p r o b a b i l i t y  t h a t  t h e y  w i l l  o r d e r  i t  i n  
a  r e s t a u r a n t  i n c r e a s e s .  I t  a p p e a r s  t h a t  t h e  p r e s e n t  g r o w t h  i n  w i n e  
s a l e s  i s  l e d  b y  t h e  t a k e - a w a y  m a r k e t  a n d  t h a t  t h i s  i n  t u r n  m u s t  
e n c o u r a g e  c o n s u m p t i o n  i n  t h e  c a t e r i n g  m a r k e t .  T o  p u t  a  p r e c i s e  
f i g u r e  o n  t h e  i n c r e a s e  i n  w i n e  c o n s u m p t i o n  i n  t h e  c a t e r i n g  m a r k e t  
a r i s i n g  f r o m  t h i s  e f f e c t  i s  i m p o s s i b l e .  T h e r e  i s  n o  r e a s o n  t o
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suppose, however, that growth from this cause will be as great 
as the 20% rate of growth envisaged for the whole table wine 
market.
The unit cost of a meal with wine in a licensed hotel or restaurant 
is of a different order to the cost of a cheap bottle of wine for 
consumption at home. Because existing wine drinkers appear to be 
drinking more frequently and new drinkers are emerging there is no 
reason to suppose that members of either group are likely to 
expand significantly their consumption of relatively expensive 
meals out. Similarly the increase in demand coming from diners 
ordering wine who have not previously done so is likely to be 
gradual, particularly where such people are at all cost conscious 
as to the cost of their meal. A description of the behaviour of 
the restaurant consumer with regard to matters such as price 
sensitivity at the different levels of eating out is unfortunately 
beyond the scope of the present study. The area where the 
consumption of wine with food in "on licensed" outlets is more 
likely to expand would appear to be where a glass, carafe or 
bottle of wine can be purchased with a snack thus keeping the 
overall cost low. Such an outlet may take the form of a wine bar, 
continental cafe, or, in appropriate catchment areas, a public 
house and can be incorporated into an establishment which is 
basically a restaurant or hotel.
5 . 2 T . r e n d s  i n  L i c e n s i n g
The purpose of this section is to assess the likelihood that the 
demand for wine in catering outlets will change in volume as a 
result of changes in in the population of licensed catering outlets 
This subject falls naturally into two areas, firstly a study of 
existing trends in the numbers of these outlets and secondly whethe 
the parameters of liquor licensing in Great Britain on which these 
trends are based are likely to change. Table 13 provides an 
outline of recent changes in the different types of licences held.
Restaurants normally seek restaurant licences since these are 
adequate for the trade for which a restaurateur caters and are 
easier to obtain than a full on-licence. It may be concluded, 
therefore, that the rate of increase in the holders of restaurant 
licences represents the growth rate of licensed restaurants. There 
is no licence category which fulfills the same function for hotels. 
The residential licence cannot be interpreted as necessarily 
representing a licensed catering establishment since many outlets 
seeking this licence are hotels desiring to offer bar facilities 
to their guests rather than intending to serve drinks with meals. 
This latter intention is covered by the combined Residential and 
Restaurant Licence. The Scottish system has resulted in a slightly 
different pattern of licensing in which the Restricted Hotel 
Certificate corresponds broadly to the Residential Licence in 
England and Wales while the Restaurant Certificate is parallel 
to the Restaurant Licence. The establishments with a Scottish 
Hotel Certificate do not always correspond to hotels in the 
accepted sense since in many cases their sales mix resembles that 
of a public house.
Neither the Residential nor the combined licences seem appropriate 
for a hotel which is to operate what has traditionally been the 
full range of hotel services. In the case of both these licences 
the licensee is able to serve alcoholic drinks only to customers 
who are residents or the private friends of residents or are taking
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a  f u l l  m e a l  o n  t h e  p r e m i s e s .  A  r e g u l a r  b a r  t r a d e  s e e m s  u n l i k e l y  
t o  d e v e l o p  u n d e r  s u c h  c o n d i t i o n s .  F o r  t h i s  r e a s o n  m a n y  n e w  
h o t e l s  s e e k  a  f u l l  o n - l i c e n c e  a n d  n e i t h e r  t h e  R e s i d e n t i a l  n o r  t h e  
c o m b i n e d  l i c e n c e  c a n  b e  t a k e n  a s  i n d i c a t i n g  t h e  g r o w t h  i n  h o t e l  
n u m b e r s .
T h e  n u m b e r  o f  l i c e n s e d  r e s t a u r a n t s  s t i l l  a p p e a r s  t o  b e  g r o w i n g  
s t e a d i l y  a l t h o u g h ,  u n d e r s t a n d a b l y ,  n o t  a s  f a s t  i n  p e r c e n t a g e  t e r m s  
a s  w h e n  t h e  P a r t  I V  l i c e n c e s  w e r e  f i r s t  a v a i l a b l e  i n  1 9 6 2 .
B e t w e e n  1 9 6 6  a n d  1 9 7 0  l i c e n s e d  r e s t a u r a n t  n u m b e r s  w e r e  g r o w i n g  a t  
1 1 %  o r  1 2 %  p e r  a n n u m  b u t  b e t w e e n  1 9 7 0  a n d  1 9 7 1  t h e  r a t e  d r o p p e d  
t o  1 0 % .  I n  a b s o l u t e  t e r m s  t h e  i n c r e a s e s  i n  1 9 7 0  a n d  1 9 7 1  w e r e  
v e r y  s i m i l a r .  I t  w o u l d  s e e m  a d v i s a b l e ,  t h e r e f o r e ,  t o  a s s u m e  a  
c o n s t a n t  a b s o l u t e  a n n u a l  i n c r e a s e  i n  n u m b e r s  r a t h e r  t h a n  a  
c o n s t a n t  p e r c e n t a g e  g r o w t h  r a t e .  A s s u m i n g  t h a t  a p p r o x i m a t e l y  6 5 0  
n e w  r e s t a u r a n t  l i c e n c e s  a r e  g r a n t e d  e a c h  y e a r ,  w h i c h  i s  a  
c o n s e r v a t i v e  e s t i m a t e ,  t h e  n u m b e r  o f  o u t l e t s  w i t h  a  r e s t a u r a n t  
l i c e n c e  w i l l  h a v e  r i s e n  t o  9 7 0 0  b y  1 9 7 5 ,  a  r i s e  o f  3 7 %  o n  1 9 7 1 .
I f  t h e  s a m e  g r o w t h  p e r s i s t e d  t o  1 9 8 0  t h e  n u m b e r  o f  o u t l e t s  w o u l d  
b e  1 2 , 9 5 0 ,  a n  i n c r e a s e  o f  8 2 % .  I t  w o u l d  b e  u n w i s e  t o  a s s u m e  t h a t  
t h i s  g r o w t h  i n  t h e  n u m b e r  o f  o u t l e t s  i n d i c a t e s  a  r i s e  o f  t h e  s a m e  
m a g n i t u d e  i n  s a l e s  o f  w i n e  t h r o u g h  c a t e r i n g  o u t l e t s  s i n c e  t h e  n e w l y  
l i c e n s e d  r e s t a u r a n t s  a r e  l i k e l y  t o  b e  l i g h t  r a t h e r  t h a n  h e a v y  u s e r s  
o f  w i n e .  A  n e w l y  o p e n e d  r e s t a u r a n t  w i l l  t a k e  t i m e  t o  b u i l d  u p  i t s  
s a l e s  o f  b o t h  f o o d  a n d  d r i n k  w h i l e  a n  e x i s t i n g  r e s t a u r a n t  w h i c h  
h a s  n o t  s e e n  f i t  t o  o b t a i n  a  l i c e n c e  p r e v i o u s l y  i s  u n l i k e l y  t o  
b e  o f f e r i n g  t h e  l e v e l  o f  c u i s i n e  a n d  s e r v i c e  w h i c h  a r e  a s s o c i a t e d  
w i t h  h i g h  w i n e  s a l e s .  A  m o r e  r e a s o n a b l e  e s t i m a t e  w o u l d  b e  t h a t  
s a l e s  o f  w i n e  t h r o u g h  r e s t a u r a n t s  w i l l  i n c r e a s e  a t  a b o u t  h a l f  t h e  
r a t e  a t  w h i c h  n e w  r e s t a u r a n t  l i c e n c e s  a r e  o b t a i n e d .
T h e  g r o w t h  i n  l i c e n s e d  r e s t a u r a n t  n u m b e r s  i n  S c o t l a n d  h a s  b e e n  e q u a l l y  
r a p i d  w i t h  p e r c e n t a g e  i n c r e a s e s  i n  t h e  l a s t  t h r e e  y e a r s  o f  1 2 % ,
1 7 %  a n d  1 3 % .  T h e  r e s t a u r a n t  p o p u l a t i o n  i n  S c o t l a n d  h a s  g r o w n  
f r o m  a  m u c h  l o w e r  b a s e  s i n c e  1 9 6 2  h o w e v e r  a n d  e v e n  i n  1 9 7 1  w a s  
o n l y  a b o u t  6 %  o f  t h e  f i g u r e  f o r  E n g l a n d  a n d  W a l e s .  A p p r o x i m a t e l y  
9 . 8 %  o f  t h e  p o p u l a t i o n  o f  G r e a t  B r i t a i n  r e s i d e  i n  S c o t l a n d  w h i l e  
t h a t  c o u n t r y  h a d  i n  1 9 7 1  o n l y  4 0 6  l i c e n s e d  r e s t a u r a n t s  a s  o p p o s e d
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t o  t h e  7 1 0 0  i n  E n g l a n d  a n d  W a l e s .  T h i s  d i s p a r i t y  s u g g e s t s  t h a t  
a t  s o m e  t i m e  i n  t h e  f u t u r e  t h e r e  i s  l i k e l y  t o  b e  e x t e n s i v e  g r o w t h  
i n  S c o t l a n d  o f  o u t l e t s  w h e r e  e a t i n g - o u t  a s  a  l e i s u r e  a c t i v i t y  
c a n  b e  p u r s u e d .
T h e  q u e s t i o n  o f  c h a n g e s  i n  t h e  l i c e n s i n g  l a w ,  a s  i t  h a s  r u n  s i n c e  
1 9 6 4 , w h i c h  w o u l d  r e s u l t  i n  g r e a t e r  n u m b e r s  o f  l i c e n s e d  c a t e r i n g  
o u t l e t s  w a s  f i r s t  r a i s e d  i n  t h e  M o n o p o l i e s  C o m m i s s i o n  R e p o r t  o n  
B e e r  ( 1 9 ) .  T h e  C o m m i s s i o n  r e c o m m e n d e d  a  r e l a x a t i o n  o f  l i c e n s i n g  
w h i c h  w o u l d  e n c o u r a g e  t h e  g r o w t h  o f  l i q u o r  w h o l e s a l e r s  a n d  r e t a i l e r s  
f r e e  f r o m  t h e  t i e d  h o u s e  s y s t e m .  O n e  r e s u l t  o f  t h e  p r o p o s e d  
r e l a x a t i o n  w o u l d ,  i t  s u g g e s t s ,  b e  t h e  s e t t i n g  u p  o f  n e w  c a t e r i n g  
p r e m i s e s  a n d  t h e  s a l e  o f  d r i n k s  i n  e x i s t i n g  c a t e r i n g  o u t l e t s  w h i c h  
c a n n o t  c u r r e n t l y  h o l d  l i c e n c e s .  T h e  R e p o r t  i m p l i e s  t h a t  t h e r e  i s  
a  n e e d  f o r  n e w  k i n d s  o f  o u t l e t s  s e l l i n g  a l c o h o l i c  b e v e r a g e s  w h i c h  
w o u l d  o f f e r  f o o d  a n d  t e a  a n d  c o f f e e  a n d  w h i c h  w o u l d  b e  s u i t a b l e  
f o r  f a m i l i e s  i n  t h a t  c h i l d r e n  w o u l d  h a v e  a c c e s s  t o  t h e  l i c e n s e d  
a r e a s .  S u c h  o u t l e t s  w o u l d  r e s e m b l e  t h e  c o n t i n e n t a l  c a f e  r a t h e r  
t h a n  t h e  E n g l i s h  p u b  a l t h o u g h  t h e r e  i s  n o  l i k e l i h o o d  t h a t  t h e  l a t t e r  
i n s t i t u t i o n  w i l l  d i s a p p e a r .  U n d e r  t h e  p r e s e n t  l a w  i t  i s  r e l a t i v e l y  
e a s y  f o r  a  c a t e r e r  t o  o b t a i n  a  P a r t  I V  l i c e n c e  p r o v i d e d  h e  f u l f i l s  
c e r t a i n  c o n d i t i o n s  s p e c i f i e d  i n  t h e  1 9 6 4  A c t .  P r o v i d e d  t h e s e  
c o n d i t i o n s  a r e  m e t  t h e  l i c e n s i n g  j u s t i c e s  m u s t  g r a n t  t h e  l i c e n c e  
b u t  i n  t h e  c a s e  o f  a  f u l l  o n - l i c e n c e  t h e y  h a v e  c o n s i d e r a b l y  m o r e  
d i s c r e t i o n  a s  t o  t h e  g r a n t i n g  o f  l i c e n c e s  a n d  f u l l  o n - l i c e n c e s  a r e  
t h e r e f o r e  r e l a t i v e l y  d i f f i c u l t  t o  o b t a i n .  P a r t  I V  l i c e n c e s  h a v e  
n o t  b e e n  a v a i l a b l e  t o  a l l  t y p e s  o f  c a t e r i n g  e s t a b l i s h m e n t s ,  h o w e v e r ,  
t h e  c o n d i t i o n s  i n c l u d e  t h e  f o l l o w i n g  r e q u i r e m e n t s :  t h a t  t h e
p r e m i s e s  w i l l  n o t  b e  h a b i t u a l l y  u s e d  b y  p e r s o n s  u n d e r  t h e  a g e  o f  
1 8 ;  t h a t  i n t o x i c a t i n g  l i q u o r  w i l l  n o t  b e  a v a i l a b l e  b y  s e l f - s e r v i c e ;  
t h a t  t h e  f o o d  s o l d  s h o u l d  c o n s i s t  o f  a  h i g h  p e r c e n t a g e  o f  m a i n  
m e a l s  r a t h e r  t h a n  s n a c k s ;  t h a t  i n t o x i c a t i n g  l i q u o r  w i l l  o n l y  b e  
s o l d  f o r  c o n s u m p t i o n  a s  a n c i l l a r y  t o  a  m e a l .  T h e s e  c o n d i t i o n s ,  
t o g e t h e r  w i t h  t h e  d i f f i c u l t y  o f  o b t a i n i n g  t h e  a l t e r n a t i v e  f u l l  
o n - l i c e n c e ,  h a v e  m e a n t  t h a t  u p  t i l l  t h e  p r e s e n t  t h e r e  h a s  n o  
p o s s i b i l i t y  o f  d e v e l o p m e n t  o f  c a f e - s t y l e  o u t l e t s  o n  a  l a r g e  s c a l e .  
T h o s e  c a t e r i n g  o u t l e t s  w h i c h  h a v e  b e e n  a b l e  t o  g a i n  l i c e n c e s  h a v e
tended to be those serving main meals and maintaining waiter or 
waitress service.
Subsequent to the Monopolies Commission Report the Errol Committee 
on liquor licensing was set up to review the liquor licensing laws 
in England and Wales, the same function being fulfilled by the 
Clayson Committee in the case of Scottish licensing law. The Erro 
Committee has published a detailed report (52) and while it does 
not follow that all its recommendations will be carried out this 
report gives a good guide to the form the law will take in England 
and Wales. There has been no haste to incorporate the Committee’s 
recommendations in a new licensing law but by 1975 a new law will 
almost certainly be in existence. The Committee’s recommendations 
as they will affect the catering trade may be summed up as follows
1. That the licensing justices’discretion as to the 
granting of all licences should be reduced to 
the level that prevails currently in the case of 
Part IV Licences.
2. That there should be only one kind of on-1icence,the 
division between Part IV and other licences being 
abolished.
3. That the restrictions on licences relating to the 
provision of full meals should be abolished but 
that licensing justices could take this matter 
into consideration when considering whether an 
establishment fulfilled the broad general require­
ments .
The overall outcome of these recommendations would undoubtedly be, 
in the words of the Committee:
” . . . to encourage new forms of catering and the 
greater availability of bar facilities in non-public 
house outlets . . . "
- 2 5 6 -
Clearly, then, the cafe-style establishment is likely to form an 
important sector of the on-trade by the late 1970's. Because of 
the high food element in the sales mix of such establishments and 
because of the Continental associations that such outlets would 
have in the mind of the consumer it seems likely that they will 
have higher sales, of table wine than public houses have at the 
present time. The Errol Committee's recommendations would 
apparently result in geographical variations in the way the condi­
tions for obtaining a licence were interpreted and in the matter 
of restrictions on the sale of liquor in particular premises.
Their report states that one result of the proposed licensing 
system would be to:
. . allow the justices more flexibility in the 
restrictions they might wish to impose in particular 
cases. . ."
Since one of their main recommendations is that the justices' 
present absolute discretion as to the granting of licences should 
be curtailed this seems to suggest a dichotomy in the overall policy 
If the justices have extensive freedom as to the restrictions they 
impose they can, it would appear, severely limit the usefulness of 
a licence to a prospective licensee. In any case the development 
of new types of on-licensed established will probably occur at 
different rates in different parts of Great Britain. Largely 
because of the more serious nature of the problem of alcoholism in 
Scotland it seems unlikely that the Clayson Committee will 
recommend measures which could result in the large-scale extension 
of liquor licensing to different types of premises.
The problem naturally arises of estimating the quantitative effect 
that these new licensed catering outlets will have on the overall 
demand for wine. In quantitative terms it seems unlikely that they 
will become buyers in the fine wine market. Failing any reliable 
estimate of the rate at which licences will in the future be issued 
to catering outlets which would not previously have been eligible 
for them an indication may be gained from the numbers in which 
Part IV restaurant licences have been taken up in the period since
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1961. This is indicated in Table 13 . The effect of the proposed
change in the licensing laws then would be that concurrent with 
projected growth in the number of licensed restaurants, using this 
term in its current legal sense, there will occur the development 
of licensed catering outlets other than licensed restaurants but 
which will follow their growth pattern. The growth of these new 
types of outlets will probably have a significant effect on the on- 
trade market for wine in the late 1970's but should eventually 
have a much greater effect as we approach the stage where the majority 
of Britain’s catering outlets are licensed.
/
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All previous discussion of likely future developments in the table 
wine market have been based on two implicit assumptions: that the 
price of wine does not change in relation to the price of other 
consumption goods and that the level of economic prosperity in 
Great Britain does not show any sharp declines but rather continues 
to increase at about the same rate as it has done in recent years.
The projection of economic trends is dealt with in the following 
section while attention is given here to future price movements.
There are two sets of factors to consider in relation to future 
wine prices: one economic and the other political. The economic 
factors are those which affect the producer price of wine such as 
the level of international demand and the price of agricultural 
labour in wine-producing countries. The political factors include 
restrictions on trade, such as tariffs, taxation policy and exchange 
rate movements. Clearly Britain’s membership of the E.E.C. will 
influence these political factors which explains why this area has 
received so much attention in the trade press in recent months.
Both areas are complex and will be discussed here only where it is 
felt that they have implications for the future of the market for 
wine in catering outlets. They are both dealt with more fully, 
particularly the political area, in Pym Cornish's "The Economic.
Effects of Entry into the E.E.C. on the Wine Trade in the U.K."( 3).
Producer prices of wines imported into the U.K. from the E.E.C. 
spem bound to rise over the next decade and perhaps longer since 
one of the aims of the Common Agricultural Policy is to increase 
the return to the agricultural proprietor. The prices of non - 
E.E.C. wines will in general rise whether their producer prices 
do or not because of the basically protectionist nature of the 
E.E.C. The price of fine wines, which only represent a small 
section of the total wine market, is likely to increase steadily 
in the face of rising world demand. If current growth rates persist 
in the future Britain's prosperity relative to that of other 
countries will decline steadily and it seems likely that the consumers
5 . 3  T h e  F u t u r e  S u p p l y  o f  W i n e
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T A B L E  5 0
P r i c e  b r e a k d o w n  o f  a  b o t t l e  o f  " p o p u l a r "  t a b l e  w i n e ,  l a t e  1 9 7 0
R e t a i l  p r i c e  o f  b o t t l e  o f  w i n e :  6 0 p
o f  w h i c h :
D u t y  2  7 p
B o t t l i n g ,  f r e i g h t ,  i n s u r a n c e  a n d
c l e a r i n g  c h a r g e s  9 p
I n t e r n a l  d i s t r i b u t i o n ,  s a l e s  a n d  
p r o m o t i o n a l  c o s t s  a n d  t r a d e
p r o f i t  m a r g i n s  1 4 p
V a l . u e  o f  w i n e  l O p
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in these countries will be in a better position to pay the prices 
commanded by fine wines than will the British consumer.
Historically the duty element has formed a very important element 
of the price of wine in this country and particularly, because of 
the specific nature of the tax, of the price of cheap wines.
Table 42 shows the significance of the duty level. Because of 
the introduction of V.A.T., which is an ad valorem tax> as an 
important element in the total tax on wines, the price differential 
between cheap and dear wines has increased recently and fine wines 
have ceased to be the "bargains" which they used to be for British 
consumers. It is, moreover, most improbable that internal duties 
on wines will rise in real terms in the future as we are now 
members of a customs union with major wine producers, who would not 
take kindly to such action. Although the producer prices of all 
wines are likely to rise, therefore, the countervailing effects of 
reductions in duty should mean that the cheaper wines continue to 
sell at about their current sterling values, subject to exchange 
rate fluctuations. Assuming that inflation continues at a signi­
ficant rate this would mean that the real price of cheap wines to 
the consumer in the U.K. should fall steadily, a factor contributing 
to the growth in the total light wine market which has been predicted 
above. There is no evidence that the same phenomenon will occur in 
the case of better wines such as the French A.C. wines, the Italian
D.O.C. wines and the German Qualitaetswein. This is not seen as 
a hindrance to market growth however, since new consumers are likely 
to start off by buying the cheaper wines while the consumers of 
fine wines will not necessarily be deterred by higher prices, if 
only because the latter will continue to come from the more affluent 
classes of society. The champagne market in recent years indicates 
that the demand for a wine does not necessarily fall as its real 
price rises.
Because of its ad valorem nature, one effect of the imposition of 
V.A.T. on meals out, including alcoholic beverages, is to exacerbate 
the price differentials between wine purchased to drink at home and 
wine to be consumed in a restaurant. Since V.A.T. is levied on the 
price at which wine is sold in a restaurant it aggravates the effect
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of a high mark-up. This phenomenon has not gone unnoticed among 
writers on wine sales and a widely expressed opinion is that 
because of it wine sales in the on-trade will lag behind those 
through off-licensed outlets in terms of growth. It was stated 
above, in section 5.1 that wine sales through existing catering 
outlets are not expected to rise as fast as they are in total.
The suggested expansion of licensed catering outlets, however,will 
do much to counter this lower level of growth.
The following extract from "The Economic Effects of Entry into the 
E.E.C. . . ." appears to be a fair assessment of the situation:
". . . The development of wine consumption in restaurants 
depends greatly on the pricing policy adopted. If 
restaurants are prepared to offer carafe wines at moderate 
prices, consumption with meals should increase rapidly 
despite V.A.T. On the other hand if a high mark-up policy 
is generally adopted for all wines served with meals the 
growth of consumption is likely to be concentrated in 
off-licence sales. . ,"
This statement is in agreement with the policy recommendation made 
in Chapter 3, that if consumers can purchase a basic wine cheaply
in relation to the cost of food when eating-out this will encourage
the growth of wine sales in this sector. The recommendation was 
not made with direct reference to V.A.T. but the imposition of this 
tax does reinforce it. The phrase "carafe" in the above extract 
should not be considered as referring only to wine served in carafes 
but rather to the cheapest wine served however it is presented.
It has long been a feeling among some members of the wine trade that
a lowering in the typical restaurant mark-up would be desirable in 
that it would stimulate wine sales. The analysis of catering costs 
in Chapter 2, suggests that for a licensed restaurant operation with 
a high proportion of wine sales to remain viable it would, in general, 
have to raise its food prices if it lowered its drink prices. This
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c a n  h a r d l y  b e  c o n s i d e r e d  a n  a t t r a c t i v e  p r o p o s i t i o n  t o  t h e  c a t e r e r .
I t  i s  p o s s i b l e  t h a t  l i c e n s e d  c a t e r i n g  o u t l e t s  w i t h  a  s m a l l  p e r c e n t a g e  
o f  d r i n k  s a l e s ,  w h i c h  t e n d  t o  b e  t h e  c h e a p e r  o u t l e t s ,  c o u l d  b e  
p e r s u a d e d  t o  l o w e r  t h e i r  m a r k - u p  o n  w i n e s  i n  t h e  h o p e  t h a t  i n c r e a s e d  
s a l e s  w o u l d  r e s u l t  i n  a n  o v e r a l l  i n c r e a s e  i n  p r o f i t .  T h e r e  i s  a  
s t r o n g  t r a d i t i o n  s u r r o u n d i n g  t h e  5 0 %  g r o s s  m a r g i n  o n  w i n e s  i n  t h e  
c a t e r i n g  t r a d e ,  h o w e v e r ,  w h i c h  w o u l d  m a k e  s u c h  p e r s u a s i o n  a  v e r y  
d i f f i c u l t  t a s k .  I t  i s  i n t e r e s t i n g ,  i n  t h i s  c o n t e x t  t o  n o t e  t h a t  
s o m e  o r i e n t a l  r e s t a u r a n t s  v i s i t e d  i n  t h e  c o u r s e  o f  t h e  p r e s e n t  s t u d y ,  
c h a r g e d  a  l o w e r  t h a n  a v e r a g e  m a r k - u p  o n  t h e i r  w i n e s  w h i c h  w o u l d  s e e m  
t o  r e f l e c t  t h e  f a c t - t h a t  t h e y  a r e  s o m e  w a y  r e m o v e d  f r o m  t h e  t r a d i t i o n  
o f  B r i t i s h  c a t e r i n g .
T h e  . H o t e l  a n d  C a t e r i n g  I n d u s t r y  i s  s t i l l  r e l a t i v e l y  h e t e r o g e n e o u s  
i n  t e r m s  o f  o w n e r s h i p .  T h e  M a n p o w e r  S t u d i e s  r e p o r t  o n  C a t e r i n g  
( 2 4 )  q u o t e s  t h e  H . C . I . T . B .  r e g i s t e r s  a s  s h o w i n g  t h a t  o n l y  4 0 %  o f  
r e s t a u r a n t s  e m p l o y i n g  5  o r  m o r e  s t a f f  w e r e  o w n e d  b y  m u l t i - u n i t  
c o m p a n i e s  w h i l e  i n  t h e  c o m p a n i o n  r e p o r t  o n  h o t e l s  ( 4 9 )  i t  i s  s t a t e d ,  
o n  t h e  b a s i s  o f  a  s a m p l e  s u r v e y ,  t h a t  o n l y  8 . 5 %  o f  a l l  h o t e l s  w i t h  
5  o r  m o r e  b e d r o o m s  a r e  g r o u p  o w n e d .  B e c a u s e  o f  t h i s  c h a r a c t e r i s t i c  
o f  t h e  i n d u s t r y  i t  s e e m s  u n l i k e l y  t h a t  a n  a t t i t u d e  c h a n g e  o n  a  
m a t t e r  s u c h  a s  m a r g i n s  c o u l d  b e  e f f e c t e d  o n l y  v e r y  g r a d u a l l y ,  
e s p e c i a l l y  i n  v i e w  o f  t h e  p r e s e n t  u n a n i m i t y  o f  o p i n i o n  o n  t h e  
s u b j e c t  a m o n g  c a t e r e r s .
T h e r e  a r e  s t r o n g  c o m m e r c i a l  l i n k s  b e t w e e n  s e v e r a l  w i n e  t r a d i n g  
o r g a n i s a t i o n s  a n d  t h e  H o t e l  a n d  C a t e r i n g  I n d u s t r y .  T h e  l a r g e  
b r e w e r i e s  a l m o s t  a l l  h a v e  t h e i r  o w n  w i n e  s u b s i d i a r i e s  w h i l e  t h e y  
a r e  a l s o  i m p o r t a n t  a s  o w n e r s  o f  h o t e l s ,  a n d ,  t o  a  l e s s e r  e x t e n t ,  
r e s t a u r a n t s .  I f  o p e r a t i n g  o n  a  l o w e t - t h a n - a v e r a g e  m a r g i n  f o r  w i n e  
i n  t h e  c h e a p e r  c a t e r i n g  e s t a b l i s h m e n t s  i s  a  g o o d  i d e a ,  a s  i s  
s u g g e s t e d  h e r e ,  t h e n  t h e s e  o r g a n i s a t i o n s  a p p e a r  t o  b e  i n  a  g o o d  
p o s i t i o n  t o  a d o p t  t h e  r o l e  o f  i n n o v a t o r s  i n  t h i s  m a t t e r  t h r o u g h  
s o m e  o f  t h e i r  o w n  o u t l e t s .
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5 . 4  G r o w t h  o f  H o l i d a y s  A b r o a d
I t  w a s  s u g g e s t e d  i n  P a r t  I V  t h a t  t h e  g r o w t h  i n  h o l i d a y s  t a k e n  b y  
U . K .  r e s i d e n t s  i n  w i n e - p r o d u c i n g  c o u n t r i e s  w a s  a  c o n t r i b u t o r y  
f a c t o r  t o  t h e  g r o w t h  o f  w i n e  s a l e s  i n  t h e  U . K .  S i n c e  t h i s  t r a f f i c  
i s  l i k e l y  t o  c o n t i n u e  t o  g r o w  i n  t h e  f u t u r e  i t  c o n s t i t u t e s  a  f u r t h e r  
r e a s o n  f o r  b e l i e v i n g  t h a t  t h e  t o t a l  d e m a n d  f o r  w i n e s  w i l l  a l s o  
i n c r e a s e ,  a s  h a s  b e e n  s u g g e s t e d  h e r e .  N o  s p e c i f i c  f o r e c a s t  h a s  
b e e n  l o c a t e d  r e l a t i n g  t o  t h e  f u t u r e  d e m a n d  f o r  h o l i d a y s  i n  p a r t i c u l a r  
c o u n t r i e s  b u t  a  r e l i a b l e  f o r e c a s t  (  8 2 )  f o r  t o t a l  l e i s u r e  t r i p s  t o  
t h e  E u r o p e a n  C o n t i n e n t  s u g g e s t s  t h a t  t h i s  s e c t o r  w i l l  e x p a n d  b y  
b e t w e e n  7  a n d  9 %  p e r  a n n u m  i n  t h e  p e r i o d  t i l l  1 9 8 0 .
5 . 5  S u m m a r y
T h e  d e m a n d  f o r  w i n e  i n  c a t e r i n g  o u t l e t s  i s  n o t  e x p e c t e d  t o  e x p a n d  
a s  r a p i d l y  a s  t h e  t o t a l  w i n e  m a r k e t  o v e r  t h e  n e x t  f i v e  y e a r s .  T h i s  
p r e d i c t i o n  i s  b a s e d  o n  t w o  f a c t o r s :  f i r s t l y  t h a t  t h e  m a r k e t  f o r
m e a l s  o u t  a s  a  w h o l e  i s  u n l i k e l y  t o  e x p a n d  r a p i d l y  b e f o r e  1 9 8 0  ( 2 %  
p e r  a n n u m  i n  r e a l  t e r m s  i s  s u g g e s t e d )  a n d  s e c o n d l y  t h a t  t h e  p r i c e  
o f  w i n e  i n  c a t e r i n g  o u t l e t s  w i l l  r e m a i n  d e a r  r e l a t i v e  t o  t h e  p r i c e  
o f  w i n e  i n  o f f - l i c e n c e s  a n d  t o  t h e  p r i c e  o f  m o s t  m e a l s  o u t .
T h e  h o t e l  s e c t o r ,  w h i c h  a l r e a d y  a c c o u n t s  f o r  a b o u t  h a l f  t h e  w i n e  
s o l d  t h r o u g h  t h e s e  o u t l e t s  i s  e x p e c t e d  t o  s h o w  m o r e  r a p i d  g r o w t h  
t h a n  t h e  r e s t a u r a n t  s e c t o r  i n  v i e w  o f  t h e  p r e d i c t e d  g r o w t h  i n  
d e m a n d  f o r  a c c o m m o d a t i o n  ( A p p r o x i m a t e l y  1 %  p e r  a n n u m  i n  t h e  p e r i o d  
u p  t o  1 9 8 0 ) (  8 0 ) ;  T h e  s a m e  a p p l i e s  t o  l i c e n s e d  r e s t a u r a n t s  w h i c h  
a r e  i n  a r e a s  l i k e l y  t o  b e n e f i t  f r o m  t h e  p r e d i c t e d  i n c r e a s e  i n  
t o u r i s m  t o  t h i s  c o u n t r y .  T h e  i n c r e a s e  i n  t o u r i s t  t r a f f i c  i s  
e x p e c t e d  t o  b e  i n  t h e  r e g i o n  o f  1 0 %  p e r  a n n u m  u p  t o  1 9 8 0  ( 8 1 )  b u t  
i t  m u s t  b e  b o r n e  i n  m i n d  t h a t  o v e r s e a s  v i s i t o r s  c u r r e n t l y  a c c o u n t  
f o r  o n l y  5 %  o f  t h e  t o t a l  m a r k e t  f o r  m e a l s  o u t .
F u r t h e r  i n c r e a s e s  i n  t h e  d e m a n d  f o r  w i n e  w i t h  m e a l s  o u t  w i l l  c o m e  
f r o m  t h e  e x p a n s i o n  o f  l i c e n s e d  c a t e r i n g  o u t l e t s .  I t  i s  a n t i c i p a t e d  
t h a t  t h e  n u m b e r  o f  l i c e n s e d  r e s t a u r a n t s  w i l l  h a v e  r i s e n  t o  a r o u n d  
1 2 , 0 0 0  b y  1 9 8 0  ,  a n  i n c r e a s e  o f  8 0 %  o n  t h e  1 9 7 1  t o t a l .  S a l e s  o f  
w i n e  t o  r e s t a u r a n t s  a r e  n o t  e x p e c t e d  t o  r i s e  t h i s  f a s t  h o w e v e r .
T h e  p r o p o s e d  r e l a x a t i o n  o f  t h e  l i c e n s i n g  l a w s  i n  r e l a t i o n  t o  c a t e r i n  
o u t l e t s  w i l l  r e s u l t  i n  t h e  g r o w t h  i n  n e w  t y p e s  o f  c a t e r i n g  o u t l e t s  
s e l l i n g  w i n e  b u t  t h e  d e m a n d  i n  i n d i v i d u a l  o u t l e t s  i s  u n l i k e l y ,  
i n i t i a l l y ,  t o  b e  l a r g e .
I n  t h e  l o n g  t e r m  t h e  o u t l o o k  f o r  t h i s  m a r k e t  i s  v e r y  g o o d .  R a p i d  
e x p a n s i o n  i n  t h e  d e m a n d  f o r  m e a l s  o u t  i s  e x p e c t e d  t o  c o m m e n c e  a t  
s o m e  t i m e  i n  t h e  1 9 8 0 ' s .  B y  t h a t  t i m e  t h e  p r i c e  o f  o r d i n a r y  t a b l e  
w i n e s  s h o u l d  m a k e  t h e m  c h e a p e r  i n  r e l a t i o n  t o  f o o d  t h a n  i s  t h e  c a s e  
a t  t h e  p r e s e n t  t i m e  w h i l e  t h e  g r o w t h  o f  w i n e  d r i n k i n g  a s  a  h a b i t  
i n  t h e  c o m m u n i t y  ( s u g g e s t e d  b y  t h e  g r o w t h  o f  t h e  o v e r a l l  m a r k e t )  i s  
l i k e l y  t o  e x t e n d  t h e  p r a c t i c e  o f  t a k i n g  w i n e  w i t h  m e a l s  o u t .
6 . 1  S u m m a r y  o f  F i n d i n g s
S i z e  o f  t h e  M a r k e t  f o r  t a b l e  w i n e  i n  C a t e r i n g  E s t a b l i s h m e n t s
P A R T  6  C O N C L U S I O N S
E s t i m a t e s  o f  t h e  p r o p o r t i o n  o f  t o t a l  s a l e s  o f  t a b l e  w i n e  g o i n g  
t h r o u g h  c a t e r i n g  e s t a b l i s h m e n t s  w e r e  f o u n d  t o  v a r y  b e t w e e n  1 7 %  
a n d  2 6 1 % .  T h e  l a t t e r  f i g u r e ,  a l t h o u g h  m o r e  r e l i a b l e ,  w a s  o b t a i n e d  
p r i o r  t o  t h e  r a p i d  g r o w t h  i n  t a b l e  w i n e  s a l e s  t h a t  h a s  o c c u r r e d  
i n  t h e  e a r l y  1 9 7 0 ’ s  a n d  i t  i s  b e l i e v e d  t h a t  t h i s  g r o w t h  h a s  
a f f e c t e d  t h e  t a k e - a w a y  m a r k e t  r a t h e r  t h a n  t h e  o n - t r a d e .  F o r  t h i s  
r e a s o n  2 6 1 %  i s  f e l t  t o  b e  t o o  h i g h  a n d  t h e  e v i d e n c e ,  i n c l u d i n g  
t h e  f i e l d  w o r k  o f  t h e  p r e s e n t  s t u d y ,  i n d i c a t e s  t h a t  a p p r o x i m a t e l y  
2 2 %  o f  t a b l e  w i n e  s a l e s  i n  t h e  f i n a n c i a l  y e a r  1 9 7 1 / 2  w e n t  t h r o u g h  
h o t e l s ,  r e s t a u r a n t s  a n d  l i c e n s e d  c l u b s .  I n  t e r m s  o f  v o l u m e  t h i s  
r e p r e s e n t s  6 . 4  m i l l i o n  g a l l o n s  o f  l i g h t  w i n e  i n c l u d i n g  s p a r k l i n g  
w i n e  f o r  t h a t  y e a r .  T h e  q u a n t i t y  o f  t a b l e  w i n e  s o l d  t o  l i c e n s e d  
c l u b s  a p p e a r s  t o  b e  s m a l l ,  b e t w e e n  1 %  a n d  2 % ,  a n d  i n  t h e  r e m a i n d e r  
o f  t h i s  m a r k e t  t h e  h o t e l  a n d  r e s t a u r a n t  s e c t o r s  a r e  b e l i e v e d  t o  b e  
o f  e q u a l  s i z e  i n  t e r m s  o f  t h e  v o l u m e  t h e y  t a k e .  W i t h  r e g a r d  t o  t h e  
v a l u e  o f  t h e  c a t e r i n g  m a r k e t  i t  i s  o f  g r e a t e r  i m p o r t a n c e  t o  t h e  
w i n e  t r a d e  t h a n  t h i s  s t a t i s t i c  o f  2 2 %  w o u l d  s u g g e s t  s i n c e  c a t e r i n g  
o u t l e t s  t e n d  t o  t a k e  a  r e l a t i v e l y  h i g h  p r o p o r t i o n  o f  f i n e  w i n e s .
T h e  P a t t e r n  o f  C o n s u m p t i o n
T h e  m a r k e t  f o r  m e a l s  o u t  i s  n o t  a  h o m o g e n e o u s  o n e  a n d  t h e  b e h a v i o u r  
o f  c o n s u m e r s  v a r i e s  a c c o r d i n g  t o  w h e t h e r  t h e  m e a l  i s  c o n s u m e d  w h i l e  
t h e y  a r e  a t  w o r k  o r  w h e n  t h e y  a r e  e a t i n g  o u t  a s  a  l e i s u r e  a c t i v i t y .  
B e h a v i o u r  w i t h  r e g a r d  t o  t h e  c o n s u m p t i o n  o f  w i n e  a l s o  v a r i e s  
a c c o r d i n g  t o  t h e  a m o u n t  t h e y  s p e n d  o n  t h e  t o t a l  m e a l  i n  t h a t  t h e  
m o r e  t h e y  a r e  p r e p a r e d  t o  s p e n d  t h e  m o r e  l i k e l y  i t  i s  t h a t  t h e y  
w i l l  o r d e r  w i n e .  T h e  f a c t  t h a t  w i n e  i s  s o l d  t o  p e o p l e . w h o  a r e  
e a t i n g  o u t  f o r  p l e a s u r e  i s  b o r n e  o u t  b y  t h e  r e s u l t s  o f  t h e  p o s t a l  
s u r v e y  d e s c r i b e d  i n  P a r t  3 .  I t  a p p e a r s  t h a t  i n  8 8 %  o f  l i c e n s e d
h o t e l s  a n d  9 3 %  o f  l i c e n s e d  r e s t a u r a n t s  w i n e  i s  c o n s u m e d  b y  o n l y  a  
m i n o r i t y  o f  t h e  c u s t o m e r s  i n  t h e  l u n c h t i m e  p e r i o d .  T h e  p a r a l l e l  
p r o p o r t i o n s  f o r  t h e  e v e n i n g ,  h o w e v e r ,  w e r e  5 6 %  a n d  5 2 %  s h o w i n g  t h a t  
i t  i s  i n  t h e  e v e n i n g  t h a t  m o s t  w i n e  s a l e s  a r e  m a d e .
A  s t r o n g  p o s i t i v e  r e l a t i o n s h i p  w a s  o b s e r v e d  b e t w e e n  t h e  a v e r a g e  
a m o u n t  s p e n t  o n  a  m e a l  i n  a n  o u t l e t  a n d  i t s  w i n e  s a l e s .  T h e  o u t l e t s  
w h e r e  w i n e  s a l e s  f o r m e d  a  l a r g e  p a r t  o f  t o t a l  t u r n o v e r  ( 3 0 %  o r  m o r e )  
t e n d e d  t o  b e  t h e  e x p e n s i v e  o n e s  i n  t h a t  t h e  a v e r a g e  s p e n t  p e r  
c u s t o m e r  w a s  £ 3 . 0 0  o r  m o r e  ( 1 9 7 2  p r i c e s ) .  I n  b o t h  t h e  h o t e l  a n d  
r e s t a u r a n t  s e c t o r s  t h e  5 0 %  o f  o u t l e t s  w h i c h  s o l d  m o r e  t h a n  t h e  
m e d i a n  v o l u m e  o f  w i n e  a c c o u n t e d  f o r  a p p r o x i m a t e l y  9 0 %  o f  t o t a l  
s a l e s .  O u t l e t s  w i t h  h i g h  w i n e  s a l e s ,  t h e r e f o r e ,  a r e  v e r y  i m p o r t a n t  
i n  t e r m s  o f  t h e  s h a r e  o f  t h e  m a r k e t  t h e y  r e p r e s e n t  a n d  t h e s e  
o u t l e t s ,  a l l o w i n g  f o r  s i z e ,  t e n d  t o  b e  t h e  m o r e  e x p e n s i v e  o n e s .
T h e r e  i s  a  h e a v y  c o n c e n t r a t i o n  o f  h o t e l s  a n d  r e s t a u r a n t s  i n  L o n d o n .  
I t  a p p e a r s  t h a t  , i n  1 9 6 9  , 4 6 %  o f  t o t a l  t u r n o v e r  i n  a l l  r e s t a u r a n t s  
w a s  a c c o u n t e d  f o r  b y  o u t l e t s  i n  G r e a t e r  L o n d o n .  F o r  t h i s  r e a s o n  
w i n e  s a l e s  t h r o u g h  c a t e r i n g  o u t l e t s  t e n d  t o  b e  g r e a t e s t  i n  t h e  
L o n d o n  a r e a  a n d  i t  i s  p r o b a b l e  t h a t  5 0 %  o r  m o r e  o f  t o t a l  w i n e  s a l e s  
t h r o u g h  c a t e r i n g  o u t l e t s  a r e  m a d e  i n  G r e a t e r  L o n d o n . .  E l s e w h e r e  i n  
E n g l a n d  a n d  W a l e s  t h e  l e v e l  o f  s a l e s  s e e m e d  t o  v a r y  w i t h  t h e  c l a s s  
o f  e s t a b l i s h m e n t  r a t h e r  t h a n  w i t h  t h e  r e g i o n .  I n  S c o t l a n d ,  h o w e v e r ,  
t h e  p r a c t i c e  o f  t a k i n g  w i n e  w i t h  m e a l s  o u t  i s  m a r k e d l y  l e s s  
w i d e s p r e a d  t h a n  i n  t h e  r e s t  o f  G r e a t  B r i t a i n .
C o n s u m e r  C h a r a c t e r i s t i c s  a n d  A t t i t u d e s
C o n s u m p t i o n  o f  t a b l e  w i n e  a p p e a r s  t o  b e  c o n c e n t r a t e d  i n  a  s m a l l  
s e g m e n t  o f  t h e  c o m m u n i t y  w h o  a r e  n o r m a l l y  r e f e r r e d  t o  a s  " h e a v y  
u s e r s " .  D a t a  c o l l e c t e d  i n  1 9 7 0  i n d i c a t e d  t h a t  t h e  7 %  o f  t h e  
p o p u l a t i o n  w h o  c o n s u m e d  w i n e  a t  l e a s t  o n c e  a  w e e k  a c c o u n t e d  f o r  
7 5 %  o f  t o t a l  t a b l e  w i n e  s a l e s .  T h e s e  r e g u l a r  c o n s u m e r s  a r e  l i k e l y  
t o  b e l o n g  t o  t h e  u p p e r  o c c u p a t i o n a l  g r o u p s  ( A B ’ s )  a n d  t o  h a v e  b e e n  
e d u c a t e d  b e y o n d  t h e  a g e  o f  1 8  a l t h o u g h  t h e  c l a s s  c o n n e c t i o n  i s  t h e
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m o r e  i m p o r t a n t  o n e .  E v i d e n c e  f r o m  a  m o r e  r e c e n t  s t u d y  s u g g e s t s  
t h a t  t h e  c o n s u m e r  o f  w i n e  w i t h  m e a l s  o u t  i s  l i k e l y  t o  b e  o f  A  o r  
B  c l a s s ,  m a l e ,  a g e d  o v e r  3 5  a n d  t o  h a v e  b e e n  e d u c a t e d  b e y o n d  t h e  
a g e  o f  1 6 .
W i t h  t h e  e x c e p t i o n  o f  b u s i n e s s  e n t e r t a i n i n g ,  w h i c h  a p p e a r s  t o  
a c c o u n t  f o r  4 0 %  o f  t o t a l  w i n e  s a l e s  i n  c a t e r i n g  o u t l e t s ,  t h e  
o c c a s i o n s  w h e n  w i n e  i s  c o n s u m e d  i n  a  c a t e r i n g  o u t l e t  a r e  m a i n l y  
w h e n  p e o p l e  a r e  e a t i n g  o u t  f o r  p l e a s u r e  i n  t h e  e v e n i n g s .  I t  i s  
i m p o r t a n t  t h e r e f o r e  t o  i d e n t i f y  t h e  c h a r a c t e r i s t i c s  o f  t h e  
c o n s u m e r  o f  t h e s e  m e a l s  o u t  a n d  p a r t i c u l a r l y  o f  t h e  m o r e  e x p e n s i v e  
m e a l s  b e c a u s e  o f  t h e  a s s o c i a t i o n  b e t w e e n  t h e  c o s t  o f  a  m e a l  a n d  
t h e  l i k e l i h o o d  t h a t  w i n e  w i l l  b e  c o n s u m e d  w i t h  i t .  A s  f a r  a s  a g e  
i s  c o n c e r n e d  t h e  c o n s u m e r s  o f  m e a l s  o u t  c o m e  f r o m  a l l  a g e  g r o u p s  
b u t  a r e  m o r e  l i k e l y  t o  b e  u n d e r  3 0  o r  b e t w e e n  4 0  a n d  6 5 ,  t h e  l a t t e r  
g r o u p  b e i n g  o f  m o r e  i m p o r t a n c e .  I t  a p p e a r s  t h a t  t h e  p r e s e n c e  o f  
y o u n g  c h i l d r e n  a c t s  a s  a  d e t e r r e n t  t o  e a t i n g  o u t  i n  t h e  i n t e r v e n i n g  
y e a r s .  T h e  m o s t  i m p o r t a n t  f a c t o r  a s s o c i a t e d  w i t h  t h e  c o n s u m p t i o n  
o f  m e a l s  o u t  i s ,  h o w e v e r ,  i n c o m e .  C o n s u m e r s  l i v i n g  i n  h o u s e h o l d s  
w i t h  a  t o t a l  i n c o m e  o f  o v e r  £ 6 0  a  w e e k ,  i n  1 9 7 1  v a l u e s ,  s e e m ,  
p a r t i c u l a r l y ,  t o  f o r m  t h e  t a r g e t  m a r k e t  f o r  t h o s e  c a t e r i n g  o u t l e t s  
w h e r e  w i n e  i s  s o l d .
P e o p l e  w i t h  l o w e r  i n c o m e s  d o  d i n e  o u t  b u t  f o r  t h e m  t h e  m e a l  i s  
m o r e  l i k e l y  t o  b e  i n  t h e  n a t u r e  o f  a  s p e c i a l  e v e n t .  I t  i s  t h e s e  
c o n s u m e r s  w h o  a r e  l i k e l y  t o  b e  d e t e r r e d  b y  s u c h  f a c t o r s  a s  F r e n c h  
m e n u s  a n d  i m p o s i n g  w i n e  w a i t e r s .
T h e  g r e a t  m a j o r i t y  o f  c o n s u m e r s  a r e  v e r y  i g n o r a n t  o f  t h e  m e a n i n g s  
o f  t h e  d e s c r i p t i o n s  f o u n d  o n  w i n e  l i s t s .  T h r o u g h  f e a r  o f  d i s p l a y i n g  
i g n o r a n c e ,  t h e  " s p e c i a l  e v e n t "  n a t u r e  o f  t h e  m e a l  a n d  t h e  c o s t  
i n v o l v e d  s u c h  c o n s u m e r s  a t t e m p t  t o  m i n i m i s e  t h e  r i s k s  o f  c h o o s i n g  
w i n e  b y  s l e e t i n g  w i n e s  w i t h  f a m i l i a r  n a m e s .  T h e r e  i s  a  t e n d e n c y  
o n  t h e  p a r t  o f  p e o p l e  w h o  e a t  o u t  o n l y  r a r e l y  t o  s t i c k  t o  t h e  w e l l -  
k n o w n  b r a n d s  b u t  e v e n  t h o s e  w h o  a r e  m o r e  f r e q u e n t  c o n s u m e r s  t e n d  
t o  r e s t r i c t  t h e i r  c h o i c e  t o  w i n e s  w i t h  f a m i l i a r  g e n e r i c  n a m e s .
P e o p l e  f e e l  t h e y  s h o u l d  o r d e r  b e t t e r  w i n e s  i n  t h e  r e s t a u r a n t  
s i t u a t i o n  t h a n  t h e y  w o u l d  d r i n k  a t  h o m e .  A g a i n ,  t h i s  i s  b e c a u s e  
t h e y  w i s h  t o  c o n v e y  a  g o o d  i m p r e s s i o n  i n  a  s o c i a l  s i t u a t i o n  a n d  
b e c a u s e  t h e  c o n s u m p t i o n  o f  a  m e a l  o u t  w i t h  w i n e  i s  o f t e n  s o m e t h i n g  
o f  a  c e l e b r a t o r y  e v e n t  w h i c h  m u s t  b e  e n h a n c e d  i n  e v e r y  p o s s i b l e  w a y .  
T h e  f a c t  t h a t  w i n e  s a l e s  i n  c a t e r i n g  o u t l e t s  a r e  e x p a n d i n g  a t  t h e  
c h e a p e r  e n d  r a t h e r  t h a n  i n  t h e  c a s e  o f  f i n e  w i n e s  s u g g e s t s ,  h o w e v e r ,  
t h a t  w i n e  d r i n k i n g  i s  b e i n g  c o n s i d e r e d  a s  a  n o r m a l  a c t i v i t y  r a t h e r  
t h a n  a  s p e c i a l  e v e n t  b y  a  g r o w i n g  b o d y  o f  p e o p l e  e a t i n g  o u t .  T h e  
o l d  s a w  t h a t  t h e  c h e a p e s t  w i n e  o n  a  l i s t  d o e s  n o t  s e l l  a s  w e l l  a s  
t h e  s e c o n d  c h e a p e s t  i s  n o  l o n g e r  t r u e  i n  t h e  l e s s  e x p e n s i v e  
r e s t a u r a n t .  W h e r e  c o n s u m e r s  d o  a p p e a r  w i l l i n g  t o  t r y  u n f a m i l i a r  
w i n e s  i t  i s  i n  h i g h - s p e n d i n g - p o w e r  e s t a b l i s h m e n t s  w h i c h  a t t r a c t  a  
m o r e  k n o w l e d g e a b l e  c l i e n t e l e .
I t  i s  n o t  k n o w n  c o n c l u s i v e l y  w h y  s o m e  c o n s u m e r s  o r d e r  w i n e  w i t h  a  
m e a l  a n d  o t h e r s  d o  n o t .  T h e r e  i s  r e a s o n  t o  b e l i e v e ,  h o w e v e r ,  t h a t  
w h e r e  p e o p l e  d i n e  o u t  i n  t h e  m o r e  e x p e n s i v e  o u t l e t s  o r  w h e r e  t h e y  
a r e  i n d u l g i n g  i n  a  c e l e b r a t i o n  t h e y  f e e l  c o n s t r a i n e d  t o  o r d e r  w i n e  
b e c a u s e  i t  i s  s e e n  a s  a  n e c e s s a r y  p a r t  o f  t h e  m e a l  e x p e r i e n c e .
T h e  d i n e r  t e n d s  t o  o r d e r  w i n e  w h e n  h i s  m e a l  c o n s t i t u t e s  a  l e i s u r e  
a c t i v i t y .  T h e  c h e a p e r  e s t a b l i s h m e n t s  w i l l  c o n t a i n  a  h i g h  p r o p o r t i o n  
o f  c u s t o m e r s  w h o  a r e  e a t i n g  o u t  f o r  s u b s i s t e n c e  r a t h e r  t h a n  p l e a s u r e  
a n d  w h o ,  t h e r e f o r e ,  d o  n o t  f e e l  t h e  n e e d  t o  o r d e r  w i n e .  T h e  c o n s u m e r  
i s  m o r e  c o s t  c o n s c i o u s  w h e n  h e  i s  e a t i n g  o u t  o t h e r  t h a n  f o r  p l e a s u r e  
a n d ,  m o r e o v e r ,  a  b o t t l e  o f  w i n e  i s  g o i n g  t o  a p p e a r  m o r e  e x p e n s i v e  
i n  r e l a t i o n  t o  t h e  f o o d  i n  a  c h e a p  o u t l e t .  F o r  t h e  p u r p o s e s  o f  t h e  
p r e s e n t  d i s c u s s i o n  a  c h e a p  o u t l e t  r e f e r s  t o  o n e  w h e r e  t h e  a v e r a g e  
d i n e r  s p e n d s  a p p r o x i m a t e l y  £ 1 . 5 0  o r  l e s s  i n  1 9 7 2  p r i c e s .
T h e  M a r k - u p
T h e r e  i s  a  g e n e r a l  a c c e p t a n c e  o f  t h e  5 0 %  g r o s s  m a r g i n  o n  w i n e s  s o l d  
i n  c a t e r i n g  o u t l e t s .  I n  s o m e  h i g h  s p e n d i n g  p o w e r  e s t a b l i s h m e n t s  
a  h i g h e r  m a r k - u p  i s  e m p l o y e d  b u t  t h i s  p r a c t i c e  i s  n o t  u n i v e r s a l  a n d  
f o r  t h e  m o s t  p a r t  t h e  p r i c e  o f  a  p a r t i c u l a r  w i n e  t o  t h e  c u s t o m e r
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d o e s  n o t  v a r y  w i t h  t h e  s t a n d a r d  o f  t h e  o u t l e t .  F o r  t h i s  r e a s o n  
w i n e  a p p e a r s  m o r e  e x p e n s i v e  i n  r e l a t i o n  t o  f o o d  i n  a  c h e a p  
r e s t a u r a n t  t h a n  a  d e a r  o n e .
T h e  n e t  p r o f i t  o n  w i n e  s a l e s  i s  m u c h  h i g h e r  t h a n  t h a t  o n  f o o d  
a l t h o u g h  t h i s  f a c t  i s  n o t  a l w a y s  c o n c e d e d  b y  c a t e r e r s .  T h e y  a r e  
a w a r e ,  h o w e v e r , -  o f  t h e  g r e a t  i m p o r t a n c e  t h a t  w i n e  s a l e s  h a v e  f o r  
t h e  t o t a l  p r o f i t a b i l i t y  o f  t h e i r  b u s i n e s s .  I f  a  r e s t a u r a n t  m a k e s  
3 0 %  o f  i t s  t u r n o v e r  f r o m  d r i n k  s a l e s ,  a s  i s  q u i t e  n o r m a l  i n  a  g o o d -  
c l a s s  e s t a b l i s h m e n t ,  t h e n  a p p r o x i m a t e l y  6 5 %  o f  i t s  t o t a l  n e t  p r o f i t  
w i l l  c o m e  f r o m  t h i s  s o u r c e  a n d  a  v e r y  h i g h  p r o p o r t i o n  o f  t h e  d r i n k  
s o l d  i s  l i k e l y  t o  b e  w i n e .
W i n e s  s o l d  t h r o u g h  c a t e r i n g  o u t l e t s  c o s t  r o u g h l y  7 0 %  m o r e  t h a n  
c o m p a r a b l e  w i n e s  i n  o f f - l i c e n c e  p r e m i s e s .  T h e  f i n a l  c o n s u m e r  
d o e s  n o t  a p p e a r  t o  b e  a w a r e ,  h o w e v e r ,  o f  t h e  e x t e n t  o f  t h e  m a r k ­
u p .  W h e r e  t h i s  a c t s  a s  a  d e t e r r e n t  t o  p u r c h a s e  i t  i s  b e c a u s e  
w i n e  d r i n k i n g  i n  r e s t a u r a n t s  i s  s e e n  a s  a  c o s t l y  a c t i v i t y  r a t h e r  
t h a n  b e c a u s e  o f  a  d i r e c t  c o m p a r i s o n  w i t h  o f f - l i c e n c e  p r i c e s .
T y p e s  o f  W i n e  S o l d
C a t e r i n g  m a n a g e r s  t e n d  t o  b e  c o n s e r v a t i v e  i n  t h e  w i n e s  t h e y  l i s t  
a n d  t o  l i m i t  t h e i r  p u r c h a s i n g ,  w h e r e  p o s s i b l e ,  t o  w i n e s  w i t h  w e l l -  
k n o w n  g e n e r i c  o r  b r a n d  n a m e s .  T h e r e  a r e  v e r y  f e w  o f  t h e  l a t t e r  
a n d  o n l y  t w o  w h i c h  a r e  u n i v e r s a l .  I n  v i e w  o f  t h e  r i s i n g  p r i c e s  
o f  t h e  c l a s s i c  w i n e s  i t  i s  f e l t  t h a t  c a t e r e r s  s h o u l d  s h o w  g r e a t e r  
w i l l i n g n e s s  t o  l i s t  w i n e s  f r o m  a l l  t h e  p r o d u c i n g  a r e a s  w h e r e  t h e  
p r i c e  i s  r i g h t  i n  o r d e r  t o  p a r t i c i p a t e  i n  t h e  g r o w t h  o f  s a l e s  w h i c h  
i s  o c c u r r i n g  i n  t h e  o f f - l i c e n c e  t r a d e .
L e s s  p r e s t i g i o u s  w i n e s  a r e  s o l d  t h r o u g h  c a t e r i n g  o u t l e t s  b u t  v e r y  
o f t e n  t h i s  i s  a s  c a r a f e  w i n e s  a n d  t h e  p r e c i s e  n a t u r e  o f  c a r a f e  
w i n e s  i s  g e n e r a l l y  n o t  d e s c r i b e d .  T h e  f e e l i n g  o n  t h e  p a r t  o f  
c a t e r e r s  t h a t  w i n e s  s u i t a b l e  f o r  r e s t a u r a n t  s e r v i c e  s h o u l d  b e  b e t t e r  
t h a n  h u m b l e  " o r d i n a i r e s "  i s  e x e m p l i f i e d  i n  t h e  w a y  i n  w h i c h  c a r a f e
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wines are frequently not shown on any wine list but rather on the 
menu. It is felt that growth in this market is likely to be in 
the area of basic, unpretentious wines and that caterers should 
be prepared to promote these rather than always eniphasing the 
merits of fine wines. Once customers become regular wine drinkers 
many of them are likely to consume the better wines of their own 
volition.
Promotion of Wine Sales
Unit managers in general appeared hostile to the use of promotional 
devices such as tent cards. Promotional literature on the table 
appears to have a place where a manager is trying for the first 
time to persuade his customers to start drinking wine with their 
meals but even then the effect is short term. The only instances 
discovered where tent cards for wine had been successful in promoting 
sales was in the case of Beaujolais Nouveau at the time of year, 
Autumn, when it first becomes available. Since this product is 
accompanied annually be extensive news coverage it is impossible, 
moreover, to ascribe these sales successes solely to the point-of- 
sale device. It would appear that any impetus for promoting sales 
in hotels and restaurants must come from the wine trade itself.
Relations with Wine. Suppliers
People connected with the sale of wine are highly thought of by 
catering managers. The latter believe that they must be able to 
trust their suppliers and in doing business in this market a good 
company image is of great importance. Restaurateurs and hoteliers 
like to establish a personal relationship with the suppliers’ 
representatives and small wine merchants, even though these may 
be part of large groups, seem better suited to giving this personal 
to giving this personal attention which is required.
The major attribute which caterers appear to want in their wine 
suppliers is that they should be able to deliver regularly and rel 
ably. Particular importance is attached to suppliers taking order 
correctly by telephone and acting on them promptly. Where wine 
merchants have proved their ability to react rapidly to their 
customers’ needs, and especially where these needs constitute a 
crisis to the customer, then the latter tend to remain loyal to 
them.
This loyalty is one of the distinctive features of the market.
Once a hotelier or restaurateur has used a supplier for some time 
and has obtained good service he is unlikely to change. Failure 
in deliveries was the only common cause of a change in supplier.
The initial choice of supplier is affected by a number of other 
factors such as the prices charged, the availability of certain 
well-known brands or chateaux, the willingness of the supplier to 
print wine lists and the provision of various forms of.loan. Afte 
the question of delivery none of these factors is of paramount 
importance. Buyers for large groups are more interested in price 
minimisation while those who are attracted by the provision of 
loans are likely to be independents. The availability of brands 
which are not retailed in off-licences does not appear to be of 
great significance to the catering trade. In view of the fact 
that wines with good distribution in off-licence outlets also 
sell well in restaurants thelack of interest in this factor 
appears to be justified. Although no single one of the services 
provided by the supplier is of paramount importance any supplier 
who did not offer to print lists, stock cellars and so on would 
be limiting the number of outlets which were his potential market.
Forecast of Market Growth
It is anticipated that the consumption of table wine in Great 
Britain will continue to expand by approximately 20% per annum 
in the years 1973-1978. This forecast is made on the basis of 
extrapolation of present trends and it is felt that it would be
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f o o l h a r d y  t o  e x t e n d  i t s  r a n g e  b e y o n d  1 9 7 8  a l t h o u g h  t h e r e  i s  n o  
s u g g e s t i o n  t h a t  t h e  m a r k e t  w i l l  n o t  s h o w  g r o w t h  a f t e r  t h a t  t i m e .  
C o n s u m p t i o n  o f  h e a v y  w i n e s  a s  a  g r o u p  i s  e x p e c t e d  t o  e x p a n d  m o r e  
s l o w l y  a n d  t h e  g r o w t h  r a t e  f o r  t h e s e  s u g g e s t s  t h a t  i t  w i l l  r i s e  
b y  a p p r o x i m a t e l y  4 0 %  o v e r  t h e  s a m e  f i v e  y e a r  p e r i o d .  I n d i v i d u a l  
t y p e s  w i t h i n  t h e  h e a v y  w i n e  c a t e g o r y  m a y  s h o w  f a s t e r  g r o w t h  t h a n  
t h i s ,  h o w e v e r .
T h e r e  i s  n o  r e a s o n  t o  t h i n k  t h a t  t h e  m a r k e t  i n  c a t e r i n g  o u t l e t s  
w i l l  a u t o m a t i c a l l y  g r o w  a s  f a s t  a s  t o t a l  t a b l e  w i n e  c o n s u m p t i o n .
I t  i s  b e l i e v e d  t h a t  t h e  d e m a n d  f o r  m e a l s  o u t  w i l l  o n l y  g r o w  b y  s o m e  
2 %  p e r  a n n u m  o v e r  t h e  n e x t  f i v e  y e a r s  o n c e  a l l o w a n c e  h a s  b e e n  m a d e  
f o r  t h e  e f f e c t s  o f  i n f l a t i o n  w h i l e  t h e r e  i s  n o  i n d i c a t i o n  t h a t  
c o n s u m e r s  w i l l  c o m m e n c e  d r i n k i n g  w i n e  w i t h  m e a l s  o u t  w h i c h  a r e  t a k e n  
f o r  n e c e s s i t y  r a t h e r  t h a n  a s  a  l e i s u r e  a c t i v i t y .  S a l e s  t h r o u g h  h o t e l s  
a r e  e x p e c t e d  t o  r i s e  m o r e  r a p i d l y  t h a n  t h o s e  t h r o u g h  r e s t a u r a n t s ,  
o t h e r  t h a n  h o t e l  r e s t a u r a n t s ,  i n  v i e w  o f  t h e  w i d e l y - a c c e p t e d  
f o r e c a s t  t h a t  t h e  d e m a n d  f o r  a c c o m m o d a t i o n  w i l l  r i s e  b y  a b o u t  7 %  
p e r  a n n u m  i n  t h e  p e r i o d  u p  t o  1 9 8 0 .  T h e  m a r k e t  i n  r e s t a u r a n t s  m u s t  
a l s o  e x p a n d  i n  v i e w  o f  t h e  c o n t i n u i n g  g r o w t h  i n  t h e  n u m b e r  o f  
l i c e n s e d  r e s t a u r a n t s  a n d  s a l e s  t h r o u g h  a l l  c a t e r i n g  o u t l e t s  w i l l  
b e n e f i t  f r o m  t h e  r i s e  i n  o f f - l i c e n c e  s a l e s  i n  t h a t  a s  m o r e  c o n s u m e r s  
d r i n k  w i n e  a t  h o m e  s o  m o r e  o f  t h o s e  e a t i n g  o u t  w i l l  t h i n k  o f  o r d e r i n g  
i t .
A l t h o u g h  t h i s  m a r k e t  i s  n o t  e x p e c t e d  t o  e x p a n d  a s  r a p i d l y  a s  t h e  
o f f - l i c e n c e  s e c t i o n  o v e r  t h e  n e x t  f i v e  y e a r s  t h e  l o n g e r - t e r m  p r o s p e c t s  
a r e  v e r y  g o o d .  I t  i s  a n t i c i p a t e d  t h a t  e v e n t u a l l y  c h a n g e s  i n  l i c e n s i n g  
l a w  w i l l  o c c u r  w h i c h  w i l l  r e s u l t  i n  t h e  g r o w t h  o f  n e w  t y p e s  o f  
l i c e n s e d  c a t e r i n g  o u t l e t .  T h e  d e m a n d  f o r  m e a l s  o u t ,  m o r e o v e r ,  i s  
e x p e c t e d  t o  s h o w  r a p i d  g r o w t h  a t  s o m e  s t a g e  a f t e r  1 9 8 0 .
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6 . 2  R e c o m m e n d a t i o n s
T h e  o b j e c t i v e s  o f  t h i s  s t u d y  i n c l u d e d  s u g g e s t i n g  w a y s  i n  w h i c h  
p o s s i b l e  o b s t a c l e s  t o  m a r k e t  g r o w t h  c o u l d  b e  o v e r c o m e  a n d  m e t h o d s  
b y  w h i c h  w i n e  s a l e s  c o u l d  b e  i n c r e a s e d  i n  c a t e r i n g  o u t l e t s .  T h e  
d i f f e r e n c e  b e t w e e n  t h e  t w o  o b j e c t i v e s  l i e s  i n  t h e  t i m e - s p a n  t o  
w h i c h  t h e y  r e l a t e .  M e t h o d s  o f  i n c r e a s i n g  s a l e s  s h o u l d  h a v e  a n  
i m m e d i a t e  e f f e c t  w h i l e  w a y s  o f  o v e r c o m i n g  o b s t a c l e s  t o  g r o w t h  w i l l  
b e  o f  c o n c e r n  t o  t h o s e  w h o  a r e  p l a n n i n g  s o m e  y e a r s  a h e a d .
6 . 2 . 1  O b s t a c l e s  t o  M a r k e t  G r o w t h
A t  t h e  p r e s e n t  t i m e  w i n e  i s  c o n s u m e d  w i t h  m e a l s  o u t ,  o t h e r  t h a n  i n  
t h e  c o u r s e  o f  b u s i n e s s  e n t e r t a i n i n g ,  w h e n  t h e  m e a l  i s  r e g a r d e d  a s  
a  l e i s u r e  a c t i v i t y  r a t h e r  t h a n  a s  a  m e a n s  o f  s u b s i s t a n c e .  T h eI
c o n s u m e r  o f  a  m e a l  o u t  i s  f a r  m o r e  l i k e l y  t o  o r d e r  w i n e  i f  h e  i s  
p a y i n g  w e l l  a b o v e  t h e  m i n i m u m  p r i c e .  T o  s o m e  e x t e n t  t h i s  s e c o n d  
p h e n o m e n o n  i s  a  r e s u l t  o f  t h e  f i r s t  i n  t h a t  a  r e l a t i v e l y  e x p e n s i v e  
m e a l  i s  l i k e l y  t o  b e  t a k e n  f o r  e n t e r t a i n m e n t  r a t h e r  t h a n  f o r  
s u b s i s t e n c e .  I n  o u t l e t s  w i t h  a n  a v e r a g e  s p e n d i n g  p o w e r  o f  £ 2 . 0 0  
o r  m o r e  t h e  t y p i c a l  d i n e r  t e n d s  t o  r e g a r d  t h e  o r d e r i n g  o f  w i n e  a s  
p a r t  o f  a  t o t a l  p a c k a g e  w h i c h  h e  m u s t  p u r c h a s e  i n  o r d e r  t o  c o n f o r m  
t o  a c c e p t e d  b e h a v i o u r .  T h e  c o n s u m p t i o n  o f  w i n e  w i t h  m e a l s  o u t  
s t i l l  b e l o n g s ,  t o  a  l a r g e  e x t e n t ,  t o  w h a t  m a y  b e  t e r m e d  t h e  l u x u r y  
s e c t o r  o f  t h e  c a t e r i n g  m a r k e t  a n d  t h e  o r d e r i n g  o f  w i n e  i s  c e r t a i n l y  
n o t  s e e n  b y  t h e  c o n s u m e r  i n  t h e  c h e a p e r  o u t l e t  a s  a  n e c e s s a r y  
i n g r e d i e n t  o f  t h e  m e a l  e x p e r i e n c e .  B e f o r e  w i n e  s a l e s  c a n  e x p a n d  
i n  t h e  c h e a p e r  o u t l e t s ,  w h i c h * f o r m  t h e  g r e a t e r  p a r t  o f  t h e  m a r k e t  
i n  t e r m s  o f  n u m b e r s ,  t h i s  a t t i t u d e  m u s t  b e  c h a n g e d .  S i n c e  t h e  
p r i c e  o f  a  c h e a p  w i n e  d o e s  n o t  v a r y  w i d e l y  b e t w e e n  c a t e r i n g  o u t l e t s  
o f  d i f f e r e n t  c l a s s e s  i t  a p p e a r s  f a r  m o r e  e x p e n s i v e  i n  r e l a t i o n  
t o  t h e  f o o d  i n  a n  i n e x p e n s i v e  o u t l e t .  I n  g e n e r a l  c o n s u m e r s  d o  
n o t  w a n t  t o  s p e n d  m o r e  t h a n  a  f i x e d  n o t i o n a l  p r o p o r t i o n  o f  t h e i r  
t o t a l  o u t l a y  o n  d r i n k  a n d  t h i s  b e h a v i o u r  m i l i t a t e s  a g a i n s t  o r d e r i n g  
w i n e  w i t h  a  c h e a p  m e a l .  T o  o v e r c o m e  t h i s  b a r r i e r  t h e  p r i c e  o f  w i n e  
m u s t  b e  r e d u c e d  r e l a t i v e  t o  t h a t  o f  f o o d , a  p r o c e s s  w h i c h  s h o u l d ,
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to some extent, happen naturally as the price of basic wines is 
expected to remain stable over the next five years, owing to 
Britain’s entry into the E.E.C., while inflation will probably 
continue to affect most other goods.
It is recommended that the catering trade endeavours to keep the 
price of wines low in relation to food rather than attempting to 
make short-term gains by increasing their wine prices in step with 
other prices. Outlets do differ in the food and service they offer 
and in the prices they charge and there is a case for their 
employing different gross profit margins on wines. There is no 
reason why a high spending power establishment, which is likely to 
have good wine sales already, should lower its 50% margin but 
equally there is no reason why the less expensive establishment 
should not adopt a lower margin, possibly the 30% common in wine 
bars. The manager of the cheaper outlet is in a good postion to 
experiment with methods of increasing wine sales since these are 
not likely to be nearly as important to his operation in terms of 
their profit contribution as they would be in an expensive outlet. 
There is another justification for the principle of a differential 
mark-up across outlets which is that the cheaper outlets are likely 
to have lower labour costs and overheads in relation to turnover.
All classes of licensed catering outlets tend to take as their 
reference group in the matter of wine service the more prestigious 
establishments. The growth of wine sales would be aided if more 
caterers, and probably suppliers, were aware that customers differ 
according to the class of outlet and that the promotion of wine 
must be varied accordingly. While the paraphanalia of extensive 
wine lists, sommeliers and traditional service is quite in order 
in a restaurant where it is understood by the customer it may well 
be a hindrance to sales in a more humble one.
As prices of the more famous growths rise rapidly and with the appli 
cation of E.E.C. wine legislation to this country the catering trade 
needs to be prepared to depart from some traditional views on what 
wines it offers. In order to offer customers the opportunity of
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drinking wines as cheaply as possible caterers must be prepared to 
list and promote wines they had barely heard of ten years ago.
The view that wine suitable for ordering in a restaurant must be 
of a higher quality than that which would.ordinarily be consumed 
at home is held by caterers as well as consumers. It probably 
does a disservice to the promotion of wine drinking with meals out 
with its implication that the wine ordered should be expensive.
In view of the fact that meals out are in many cases the relatively 
simple fare which people eat at home there is an argument for 
promoting, in the right outlets, the wines which they are most 
likely to drink at home.
6.2.2 Ways of Increasing Wine Sales
There appear to be no golden rules for the promotion of wine 
sales within a unit. "Where an establishment has good wine sales 
it is primarily because it has a clientele many of whom regard 
wine drinking as an essential par.t of the meal experience. Certain
factors were observed, however, which do seem to encourage a high
proportion of customers to drink wine.
The attitude of the unit manager appears to be most important.
Where the manager himself has a more than superficial interest in 
wine this appears to communicate itself to his staff and customers 
possibly because he takes more than average pains to promote wine 
drinking. Therefore restaurants with particularly high sales of 
wine, areoften managed by men who are, themselves, enthusiastic 
about the subject. Where a wine waiter is employed every effort 
should be made to familiarise him with the drinks which he is 
expected to sell. Greater use could be made by the catering
industry of the short training courses which are available on wine
service in order to develop the wine waiter in his field and 
enable him to become the expert which he is supposed to be. It is
felt, moreover, that wine waiters are more likely to show
enthusiasm for the wines they sell when they are consulted as to
what should be purchased where this decision is taken at unit level.
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In outlets where all waiting staff are expected to take a wine 
order it is important to ensure that these staff are used to 
drinking wine themselves and regard as an enjoyable adjunct to a 
meal. Only when this is the case are they likely to communicate 
to customers the feeling that drinking wine is a natural accompani­
ment to eating out. It is a well-established rule that to sell an 
alcoholic beverage in a restaurant' it must be brought to the 
customer’s attention by asking the customer if he would like 
something to drink. This practice was recommended long before the 
present study but its usefulness in promoting sales still needs 
to be stressed.
Another way of bringing wine to the customer's attention which 
appears to increase sales is by visual display. It is a simple 
point but nonetheless true that the customer is more' likely to order 
wine when he sees evidence of this intriguing product around him.
One way of achieving a display is to incorporate wine bins in the 
restaurant decor and,quite apart from its effect on sales,this 
method may be used to keep red wines at their correct, room 
temperature. Alternatively it is possible to display interesting 
bottles in wall niches and some high-class outlets have displays 
of unusual items such as jeroboams.
Customers, particularly those not experienced in eating out, often 
require wine in a quantity other than a bottle or half bottle.
For this reason wine should be available by the glass and there 
may well be a need for a quantity between half bottle and bottle 
size. Carafes can be used to fill this gap and, indeed, this 
would appear to be the only legitimate use for this form of 
container. Where the carafe merely contains a decanted bottle 
there appears to be no reason why the wine should not be sold in 
its original bottle without this intermediary stage. There is, 
of course, a perfectly sound reason for decanting old red wines and 
vintage port but this practice is only carried out in a tiny 
minority of eating out occasions. Where a carafe is used the 
customer should be made aware of the quantity he is purchasing
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preferably in terms of the proportion of a full bottle which it
represents. The quantity of table wine served in a glass is 1thconventionally g- of a bottle. There appears to be a market, 
in some types of outlet, for a larger glass containing j of a 
bottle. There is already a precedent for selling wines in a 
choice of glasses in the case of sherry where the schooner has 
become a popular alternative to the glass.
Wine lists often appear needlessly elaborate, and hence expensive, 
in relation to the class of outlet using them. Moreover, where 
a caterer only sells from a list which is produced once or twice 
a year he looses flexibility in his buying. Just as it is usual 
to have "table d'hbte" and "a la carte" items on a menu so there 
should be a place in catering wine sales for the small parcel 
which a restaurateur can acquire made up of wines which cannot be 
supplied continuously. Illustrated wine lists with extensive 
descriptions of the different regions are pleasing to the eye and 
may add to the atmosphere of a restaurant but there is no evidence 
that, viewed in isolation, they sell more wine than a simple list, 
possibly part of a menu. By suggesting that wine is a complex 
subject they may actually deter the uninitiated consumer.
It is accepted practice in many restaurants to ask the customer 
whether he would like to see a wine list some time after he has 
taken his seat, often only after he has ordered from the menu. 
Prospective diners are often deterred by the difficulty of 
estimating the total cost of the meal and since this finding may 
be applied to wine as well as to the food element it is advisable 
to leave the wine list, possibly incorporated in the menu, on the 
table so that the customer can peruse it at leisure. In this way 
he can reassure himself about what may be an unfamiliar subject. 
Similarly there is no reason why the wines available in an 
establishment should not be listed outside in the same way that 
the menu is often displayed. This approach applies in particular 
to outlets which cater for a clientele, C and D consumers, who 
have not in the past been very significant in the market for meal's 
out with wine.
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The main area which remains to be studied in this field is the 
attitude of consumers to the ordering of wine with meals out. In 
the present study this subject has been approached through 
existing research material and by canvassing the opinions of 
hoteliers and restaurateurs. There remains a need to examine this 
area directly by such means as depth interviews, group discussions 
and attitude scaling devices.
The difficulties encountered in finding a sampling frame highlight 
the lack of a register of outlets in the hotel and catering industry. 
Such a register would be useful to a variety of organisations 
particularly were it to distinguish between the different classes 
of outlet and include characteristics such as whether or not they 
were licensed.
Catering outlets are heterogeneous in terms of the level of service 
and cuisine which they provide and, naturally, they charge widely 
differing prices. In the case of many products, of which wine is 
one, the requirements of the outlet vary with its class and it is 
believed that market research in this industry could often be 
improved were clearer distinctions made between the different classes 
of hotel and restaurant.
6 . 3 S u g g e s t i o n s  f o r  F u r t h e r  R e s e a r c h
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Published Work Relevant to the Present- Study
Several of the sources used were not widely available but were 
reports of research undertaken, or commissioned, for private 
purposes by a firm or research agency. It is intended here to 
deal only with literature which is freely available.
Haszonics, J.J. and Barratt, S.
Wine Merchandising
Ahrens Book Company, New York, 1963
This work is based on the personal experience of the two authors 
and their experience of restaurant wine sales rather than on a 
systematic study of outlets. It is, however, interspersed with 
references to the wine selling operation for successful U.S. 
restaurants. Approximately half the book is concerned with a 
description of the great wine-producing areas but even here there 
is a discussion of the different generic types in terms of their 
various appeals to the consumer. There are useful sectors on point- 
of-sale promotion and on wine buying although the latter was 
written in a North American context and is not directly relevant 
to Great Britain. There is a particularly good discussion of the 
role of the sommelier which contains useful recommendations for any 
restaurateur, in particular that the management should trust the 
sommelier and support him. As.the authors state:
"Where management is remote, the floor can and 
does become a restaurant jungle. . ."
A P P E N D I X  A
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The Economist Intelligence Unit 
U.K. Market for Table Wines 
Retail Business, November, 1971
I
The E.I.U. report is based on the study of secondary data and the 
gathering of information from experts in the wine trade. It is 
unlikely, therefore, that any sources were used in its compilation 
which were not available for the present study. The authors devote 
considerable attention to the structure of ownership of wine suppliers 
and in particular to the growth of retailing by supermarkets and 
to the increasing dominance of the breweries. They predicted, 
correctly, that table wine consumption was on the threshold of a 
resurgence in growth and said that this was a result of four factors;
(i) The growth of package tours '
(ii) The general increase in standards of living
(iii) The substitution of wine which is relatively
cheap for spirits which are relatively dear.
(iv) The growth in marketing of cheap branded wines 
and the availability of wine in supermarkets.
Like the present study the E.I.U. report does not deal with wines 
produced in the U.K. since, as its authors state:
. . the wines produced in the U.K. are drunk 
other than at the table. . .11
D e p a r t m e n t  o f  T r a d e  a n d  I n d u s t r y  
C a t e r i n g  T r a d e s  1 9 6 9 :  S t a t i s t i c a l  I n q u i r y
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H M S O  1 9 7 2
T h e  C a t e r i n g  T r a d e s  I n q u i r i e s  f o r m  o n e  o f  t h e  b a s i c  s o u r c e s  o f  
d a t a  o n  t h e  h o t e l  a n d  c a t e r i n g  i n d u s t r y .  T h e  i n q u i r y  i s  u n d e r t a k e n  
b y  m e a n s  o f  a  s a m p l e  s u r v e y  o f  4 6 , 0 0 0  q u e s t i o n n a i r e s  d i s p a t c h e d  
t o  a l l  t h e  m a j o r  t y p e s  o f  h o t e l  a n d  c a t e r i n g  o u t l e t  i n  G r e a t  B r i t a i n  
w i t h  t h e  e x c e p t i o n  o f  s m a l l  e s t a b l i s h m e n t s  o f f e r i n g  r e s i d e n t i a l  
a c c o m m o d a t i o n  a n d  c a t e r i n g  u n i t s  i n  r e t a i l  e s t a b l i s h m e n t s .
T h e  c o n s t r u c t i o n  o f  a  s a m p l i n g  f r a m e ,  w h i c h  n o r m a l l y  p r e s e n t s  a  
p r o b l e m  w h e n  d e a l i n g  w i t h  t h i s  i n d u s t r y ,  w a s  a c c o m p l i s h e d  b y  a s k i n g  
l o c a l  a u t h o r i t i e s  t o  p r o v i d e  l i s t s  o f  c a t e r i n g  e s t a b l i s h m e n t s  w i t h i n  
t h e i r  a r e a s .  T h e  l o c a l  a u t h o r i t i e s  w o u l d  n o r m a l l y  h a v e  s u c h  l i s t s  
a l r e a d y  e x t a n t  u n d e r  t h e  t e r m s  o f  t h e  F o o d  H y g i e n e  R e g u l a t i o n s  f o r  
1 9 5 9  ( S c o t l a n d )  a n d  1 9 6 0  ( E n g l a n d  a n d  W a l e s ) .  D e s p i t e  t h e  f a c t  
t h a t  r e s p o n s e  t o  t h e  q u e s t i o n n a i r e  w a s  a  s t a t u t o r y  o b l i g a t i o n  
e x c e p t  f o r  p u b l i c  h o u s e s  a n d  l i c e n s e d  c l u b s  t h e  r e p o r t  s t a t e s  t h a t :
" I n i t i a l  r e s p o n s e  w a s  s l u g g i s h .  .
T h e  m o s t  i m p o r t a n t  i n f o r m a t i o n  p r o v i d e d  b y  t h e  i n q u i r y  c o n s i s t s  
o f  e s t i m a t e s  o f  t h e  n u m b e r  a n d  t u r n o v e r  o f  o r g a n i s a t i o n s  i n  t h e  
d i f f e r e n t  s e c t i o n s  o f  t h e  i n d u s t r y .  T u r n o v e r  f i g u r e s  a r e  t h e n  
s u b d i v i d e d  i n t o  t o t a l s  f o r  t h e  m a j o r  c o m p o n e n t s  o f  t h e  s a l e s  m i x :  
m e a l s  a n d  r e f r e s h m e n t s ,  a l c o h o l i c  d r i n k ,  r e s i d e n t i a l  a c c o m m o d a t i o n  
a n d  c i g a r e t t e s  a n d  t o b a c c o .  N o  i n d i c a t i o n ,  h o w e v e r ,  i s  g i v e n  o f  
t h e  e r r o r  w h i c h  m u s t  a c c o m p a n y  e s t i m a t e s  b a s e d  o n  t h e  a n s w e r s  t o  
a  p o s t a l  q u e s t i o n n a i r e  d i s p a t c h e d  t o  a  f r a c t i o n  o f  t h e  r e l e v a n t  
p o p u l a t i o n .
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C e n t r e  f o r  H o t e l  a n d  C a t e r i n g  C o m p a r i s o n s  
R e p o r t  o n  t h e  I n t e r - H o t e l  C o m p a r i s o n  S u r v e y  1 9 7 0  
S c o t t i s h  H o t e l  S c h o o l ,  U n i v e r s i t y  o f  S t r a t h c l y d e ,  1 9 7 1
T h e  I n t e r - H o t e l  C o m p a r i s o n  S u r v e y  t a k e s  p l a c e  a n n u a l l y  a n d  t h e  
r e s u l t s  a r e  p r e s e n t e d  i n  r e p o r t s  s u c h  a s  t h i s  o n e  f o r  1 9 7 0 .  F o r  
t h i s  s u r v e y ,  t h e  m o s t  r e c e n t  a v a i l a b l e ,  o v e r  1 5 0  h o t e l i e r s  
c o m p l e t e d  q u e s t i o n n a i r e s  a l t h o u g h  t h e  C e n t r e  m a k e s  i t  c l e a r  t h a t  
t h i s  i s  n o t  a  s t a t i s t i c a l l y  r e p r e s e n t a t i v e  s a m p l e  o f  t h e  w h o l e  
i n d u s t r y .  •
T h e  s u r v e y  c o l l e c t s  d a t a  o n  y a r d s t i c k s  s u c h  a s  n e t  p r o f i t  a s  a  
p e r c e n t a g e  o f  t u r n o v e r  a n d  o n  d e s c r i p t i v e  f e a t u r e s  o f  h o t e l s  s u c h  
a s  t h e i r  s a l e s  m i x .  S i n c e  m a n y  o f  t h e  s t a t i s t i c s  p u b l i s h e d  h a v e  
b e e n  c o l l e c t e d  r e g u l a r l y  s i n c e  1 9 6 6  t h e  r e p o r t s  m a k e  i t  p o s s i b l e  
t o  i n d i c a t e  h o w  t h e s e  h a v e  c h a n g e d  o v e r  t i m e .
W h i l e  t h e  S u r v e y  p r o v i d e s  v e r y  u s e f u l  i n f o r m a t i o n  f o r  a n y o n e  
i n t e r e s t e d  i n  t h e  h o t e l  s e c t o r ,  i t s .  p r i m a r y  a i m ,  l i k e  i n t e r - u n i t  
c o m p a r i s o n s  i n  o t h e r  i n d u s t r i e s ,  i s  t o  p r o v i d e  i n f o r m a t i o n  t o  
h o t e l i e r s  s o  t h a t  t h e y  c a n  a s s e s s  t h e  p e r f o r m a n c e  o f  t h e i r  h o t e l s  
w i t h  o t h e r s  o f  a  c o m p a r a b l e  n a t u r e .
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N a t i o n a l  C a t e r i n g  I n q u i r y  
T h e  B r i t i s h  E a t i n g  O u t  
S m e t h u r s t s  F o o d s  L t d . ,  1 9 6 6
T h e  N a t i o n a l  C a t e r i n g  I n q u i r y ,  s p o n s o r e d  b y  S m e t h u r t s  F o o d s ,  w a s  
i n i t i a t e d  b e c a u s e  o f  t h e  b e l i e f  t h a t  t h e  c a t e r i n g  i n d u s t r y  w a s :
.  .  d e s p e r a t e l y  s h o r t  o f  t h e  k i n d  o f  i n f o r m a -  
t i o n  w h i c h  m o s t  o t h e r  i n d u s t r i e s  d e m a n d  i n  
p l a n n i n g  f u t u r e  d e v e l o p m e n t s  a n d  s t r a t e g i e s .  .  . "
I n  o t h e r  w o r d s  v e r y  l i t t l e  m a r k e t  r e s e a r c h  w a s  a v a i l a b l e ,  a s  h a s  
b e e n  n o t e d  i n  t h i s  r e p o r t ,  o n  t h e  h o t e l  a n d  c a t e r i n g  i n d u s t r y .  T h e  
e m p i r i c a l  w o r k  o n  w h i c h  t h i s ,  t h e  f i r s t ,  r e p o r t  o f  t h e  I n q u i r y  i s  
b a s e d  c o n s i s t e d  o f  a  p o s t a l  s u r v e y  i n  w h i c h  7 , 0 0 0  q u e s t i o n n a i r e s  
w e r e  d i s p a t c h e d  t o  c a t e r e r s  a n d  c o n s u m e r s  i n  7  m a j o r  t o w n s .  A  
d e m e r i t  o f  t h e  r e p o r t  i s  t h a t  n o  m e n t i o n  i s  m a d e  o f  t h e  r e s p o n s e  
r a t e  t o  t h e  q u e s t i o n n a i r e s ,  t h e  w a y  i n  w h i c h  t h e  s a m p l e  w a s  d i v i d e d  
b e t w e e n  c a t e r e r s  a n d  c o n s u m e r s  o r ,  i n  f a c t ,  a n y  d e t a i l  o f  t h e  
s a m p l i n g  p l a n .  F o r  t h i s  r e a s o n  t h e  p r e c i s i o n  o f  t h e  s t a t i s t i c s  
i n  t h e  r e p o r t  c a n n o t  b e  a s s e s s e d  a l t h o u g h  t h e y  d o  p r o v i d e  
i n d i c a t i o n s  o f  c o n s u m e r  b e h a v i o u r .
I n  " T h e  B r i t i s h  E a t i n g  O u t "  a  m e a n i n g f u l  d i s t i n c t i o n  i s  m a d e  b e t w e e n
e a t i n g  o u t  a t  w o r k  a n d  e a t i n g  o u t  f o r  p l e a s u r e .  T h e  s u r v e y
i n d i c a t e d  t h a t  o n l y  2 3 %  o f  t h e  p o p u l a t i o n  t e n d  t o  e a t  o u t  m o r e  t h a n
o n c e  a  m o n t n  a l t h o u g h  n o  e f f o r t  w a s  m a d e ,  a p p a r e n t l y ,  t . o  d e s c r i b e
t h i s  g r o u p  i n  s o c i o - e c o n o m i c  t e r m s .  T h e  f a c t  t h a t  e a t i n g  o u t  a t
w o r k  a n d  e a t i n g  o u t  o n  p r i v a t e  o c c a s i o n s  f a c e  d i f f e r e n t  d e m a n d
p a t t e r n s  i s  b o r n e  o u t  b y  t h e  f i n d i n g  t h a t  t h e  a v e r a g e  p r i c e  p e o p l e
p a i d  f o r  a  m e a l  o u t  a t  w o r k  w a s  5 s  w h i l e  o n  p r i v a t e  o c c a s i o n s  i t  
s  d
w a s  1 3  2  .  T h e s e  p r i c e s  w e r e  r e c o r d e d  i n  1 9 6 5 ,
The Inquiry was concerned with food choice rather than with drink 
but it does provide an interesting statistic on wine consumption* 
The following table shows the numbers of respondents who claimed 
to drink wine with their meals firstly when they were eating at 
work and secondly on private occasions:
Per cent Drinking with Meal
Work Private
Beer/cider 10 23
Wine 5 44
Liqueurs 2 14
Spirits - 2
Aperitif/sherry n/a 1
The 44% who claimed to drink wine on private occasions constitute 
a surprisingly large group. It seems likely that this high figure 
is the result of response bias in that people who are interested 
in food and wine are more likely to respond to a questionnaire on 
this subject. The social content in which the choice of drink is 
made when eating out is made clear in the following statement 
from this work:
", . . there is probably a substantial difference 
between what people drink in their own homes and 
what they choose to drink in hotels and restaurants. .
Z 8 5 -
M c K e n z i e ,  J .
F o o d  C h o i c e  a n d  P r i c e ,  S u p p l e m e n t a r y  R e p o r t  t o  
T h e  B r i t i s h  E a t i n g  O u t
S m e t h u r s t s  F o o d s  L t d . ,  1 9 6 7
T h i s  s u p p l e m e n t a r y  r e p o r t  d e s c r i b e s  w h a t  a p p e a r s  t o  b e  t h e  o n l y  
a t t e m p t  t o  s t u d y  c o n s u m e r  a t t i t u d e s  a n d  t h e i r  e f f e c t  o n  e a t i n g  
o u t  b e h a v i o u r .  M c K e n z i e  e m p l o y e d  b o t h  g r o u p  d i s c u s s i o n s  a n d  
p e r s o n a l  i n t e r v i e w i n g  i n v o l v i n g  d u m m y  m e n u s  t o  o b t a i n  h i s  r e s u l t s .  
T h e  g r o u p  d i s c u s s i o n s  a r e  b e l i e v e d  t o  h a v e  p r o d u c e d  t h e  m o s t  
i m p o r t a n t  r e s u l t s  b u t  i t  m a y  b e  m i s l e a d i n g  t o  a p p l y  t h e s e  r e s u l t s  
o n  a  n a t i o n a l  s c a l e  a s  t h e  d i s c u s s i o n s  w e r e  c o n d u c t e d  i n  B r i s t o l  
a n d  N e w c a s t l e  o n l y ,
M o s t  p e o p l e ,  i t  a p p e a r s ,  e a t  o u t  i n f r e q u e n t l y ,  o t h e r  t h a n  a t  w o r k .  
T h e  N a t i o n a l  C a t e r i n g  I n q u i r y  r e f e r r e d  t o  a b o v e  s u g g e s t e d  t h a t  
o n l y  3 %  o f  t h e  p o p u l a t i o n  e a t  o u t  f o r  p l e a s u r e  m o r e  t h a n  o n c e  a  
w e e k .  T h i s  m a r k e t ,  t h e n ,  m a y  w e l l  r e s e m b l e  t h e  t a b l e  w i n e  m a r k e t  
i n  t h a t  a  s m a l l  f r a c t i o n  o f  t h e  p o p u l a t i o n  a c c o u n t  f o r  a  v e r y  l a r g e  
p r o p o r t i o n  o f  t o t a l  s a l e s .  M c K e n z i e  s t a t e s  t h a t  t h e  m a i n  r e a s o n  
w h y  t h e  m a j o r i t y  o f  t h e  p o p u l a t i o n  d o  n o t  e a t  o u t  m o r e  o f t e n  i s  
t h a t  t h i s  a c t i v i t y  h a s  a  c o s t  o u t  o f  a l l  p r o p o r t i o n  t o  t h e  t i m e  
i t  o c c u p i e s .  I n  p r i c e  t e r m s ,  m o r e o v e r ,  i t  c o m p a r e s  u n f a v o u r a b l y  
w i t h  a l t e r n a t i v e  l e i s u r e  a c t i v i t i e s  s u c h  a s  d a n c i n g ,  t h e  c i n e m a  
a n d  v i s i t i n g  p u b l i c  h o u s e s .  A m o n g  c o u p l e s  t h e  s t i m u l u s  f o r  e a t i n g  
o u t  t e n d s  t o  c o m e  f r o m  t h e  f e m a l e  p a r t n e r  w h i l e  t h e  m a l e  a p p e a r s  
t o  o b j e c t  l a r g e l y  o n  g r o u n d s  o f  c o s t .  M o s t  p e o p l e  s a i d  t h a t  t h e y  
s e l d o m  a t e  o u t  w i t h  t h e i r  p a r t n e r  a l o n e ,  b u t  r a t h e r  i n  a  g r o u p  
w h i c h  s u g g e s t s  t h a t  f r e q u e n t  d i n e r s - o u t  t e n d  t o  b e  o f  a b o v e  a v e r a g e  
s o c i a b i l i t y .
T h e  e f f e c t  o f  a g e  o n  c o n s u m p t i o n  s u g g e s t e d  b y  M c K e n z i e  r e s e m b l e s  
t h a t  o u t l i n e d  a b o v e  i n  P a r t  2 ,  I t  i s  b e s t  e x p r e s s e d  i n  t h i s  
s t a t e m e n t  o f  h i s :
"When young, gay, and fairly prosperous people eat 
out a lot. There follows a trough based on a.high 
mortgage, slender means, and a lack of people to 
mind the children. Later there is a steady 
re-emergence of dining out when couples are once 
more freed from such restrictions by the. children’s 
; growing up and the financial position’s easing."
Income restrictions, the ties of children and boredom with the 
partner’s company all militate against frequent eating out. 
Another factor which does so but which is probably less often 
considered is the fact that many people are intimidated by 
high-class restaurants. Waiters who appear class-conscious 
and complex menus were particularly mentioned in the group 
discussions as factors which deterred prospective customers*
This finding suggests that wine lists and wine service should be 
simple in establishments with a target market other than the AB 
consumer.
The report is of great interest and it is unfortunate for the 
present purposes that it does not deal specifically with wine 
service.
o f  a rea s  used f o r  P o s ta l  Survey  
Area
S c o t l a n d
M ontgom erysh ire
A nglesey
C a e n a r v o n s h i r e
D e n b i g h s h i r e
F l i n t s h i r e
M e r i o n e t h s h i r e
M an c he s te r
L a n c a s h i r e  ( E x ce p t  L i v e r p o o l ,  B l a c k p o o l )
L a n c a s h i r e
L i v e r p o o l
C h e s h i r e
Westmoreland
Cumberland
L i n c o l n s h i r e  ( H o l l a n d ,  Kesteven and L i n c o l n  
a r e a  o f  L in d s e y )
L i n c o l n s h i r e  ( L i n c o l n  and p a r t s  o f  L in d se y  
o n l y )
Leeds
S h e f f i e l d  and Rotherham
E a s t  R id in g  o f  Y o r k s h i r e  ( E a s t e r n  A r e a )
South R id in g  o f  Y o r k s h i r e  ( Exce pt  S h e f f i e l d  
and Rotherham)
West R i d i n g  o f  Y o r k s h i r e  ( Except  Leeds)
N o r th  R id in g  o f  Y o r k s h i r e
County Durham
Northum ber land
W a r w i c k s h i r e  ( E x ce p t  c i t y  o f  Birmingham')
Birmingham
S t a f f o r d s h i r e
W o r c e s t e r s h i r e
H e r e f o r d s h i r e
S h r o p s h i r e
D e r b y s h i r e  ( E xce pt  High Peak D i s t r i c t )
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Code No. Area
L e i c e s t e r s h i r e
N o r t h a m p t o n s h i r e
N o t t i n g h a m s h i r e
R u t l a n d s h i r e
T h e  H i g h  P e a k  D i s t r i c t  D e r b y s h i r e
5 D o r s e t  ( o t h e r  t h a n  P o o l e )
C o r n w a l l  -  N e w q u a y  o n l y i 
C o r n w a l l  -  I n c l u d i n g  I s l e  o f  S e i l l y
E x c l u d i n g  N e w q u a y  
D e v o n  ( o t h e r  t h a n  T o r b a y )
D e v o n  -  T o r b a y  o n l y  
G l o u c e s t e r s h i r e  
S o m e r s e t  
W i l t s h i r e
C a r d i g a n s h i r e  ( S o u t h )
C a r m a r t h e n s h i r e  
G l a m o r g a n s h i r e  
P e m b r o k e s h i r e  
B r e c o n s h i r e  ( S o u t h )
M o n m o u t h s h i r e  
B r e c o n s h i r e  N o r t h  
R a d n o r s h i r e  
C a r d i g a n s h i r e  N o r t h
6 H u n t i n g d o n s h i r e  a n d  P e t e r b o r o u g h
C a m b r i d g e s h i r e
N o r f o l k
S u f f o l k
H e r t f o r d s h i r e  ( e x c e p t  a r e a s  i n  G . L . C .  a r e a )
E s s e x  ( e x c e p t  a r e a s  i n  G . L . C .  a r e a )
B e d f o r d s h i r e
B u c k i n g h a m s h i r e
O x f o r d s h i r e
B e r k s h i r e
E s s e x  ( p a r t  i n  G . L . C .  a r e a )
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Code No.  Area
M i d d l e s e x  ( p a r t  i n  G . L . C .  a r e a )  
H e r t f o r d s h i r e  ( p a r t  i n  G . L . C .  a r e a )  
M i d d l e s e x  ( p a r t  o u t s i d e  G . L . C .  a r e a )
E . C .  1 - 1 4
E .  1 - 1 8  
N .  1 - 2 2
L o n d o n  W . C . D . O .
W . l .  D e l i v e r y  
W. 2 - 1 4  
N . W .  1 - 1 1  
S . E .  1 - 2 7  
S . W .  1 - 1 0
S . W .  1 1 - 2 0
8 H a m p s h i r e  ( e x c e p t  B o u r n e m o u t h )
H a m p s h i r e  ( B o u r n e m o u t h  o n l y )
I s l e  o f  W i g h t
M u n i c i p a l  B o r o u g h  o f  P o o l e  ( o n l y )
K e n t  ( p a r t  i n  G . L . C .  a r e a )
S u r r e y  ( p a r t  i n  G . L . C .  a r e a )
K e n t  ( p a r t  o u t s i d e  G . L . C .  a r e a )  E x c e p t  
R a m s g a t e ,  M a r g a t e ,  B r o a d s t a i r s
K e n t  -  R a m s g a t e ,  M a r g a t e ,  B r o a d s t a i r s  ( o n l y )
S u r r e y  ( p a r t  o u t s i d e  G . L . C .  a r e a )
S u s s e x
A P P E N D I X  C . l
P I L O T  1 2 9 0 -
Research Centre
Department of Hotel and Catering Management 
University of Surrey
R e s t a u r a n t  Q u e s t i o n n a i r e
1. Please indicate by placing a tick in the appropriate box who
is responsible for buying wines for your establishment
1 The owner
2 The manager (where this is not the owner)
3 The wine waiter(s)
4 A group of some or all of the above
5 A central buyer for your organisation
Where none of the above categories describe the person or persons 
involved please use the space below to indicate who buys your wine
2. Within the course of a month how many suppliers do you use’for 
buying wine
3. Please indicate by placing a tick in the appropriate box(es) 
which of the following types of supplier you have used for 
buying wine in the last month.
1 Retail outlet (eg Off-licence or supermarket)
2 Wholesale wine merchant
3 Wine shipper (eg Grants of St.James’s, Stowells)
4 Cash and carry.
5 Central stores or warehouse .of own organisation
6 Other (please state in space below)
4. For each of the three categories of wine listed below how many 
bottles of each kind do you sell in an average week?
No. of bottles
1 Table wine   ■
2 Fortified wines (Port,sherry, madeira
and British wines) ______________
3 Vermouths and aperitifs
Total................. ....
5. What proportion of your customers, eating a main meal, order 
wine with it.
1 At lunch
2 At dinner/supper ___________
If you do not serve one of these meals please leave the relevant space above blank.
-  1 -
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6 . Please indicate below the average total outlay of a customer in 
your restaurant.
1 c At lunch _________ _
2 ., At dinner/supper  _____ -
7. In your experience are there some characteristics (e.g. age,
cost of meal, composition of party) which you identify with those 
who are likely to order wine with their meals? If so please 
mention them below:
8 . Is your establishment part of a chain of hotels and/or restaurants
YES
NO
If it is please indicate in the following.space how many units there 
are in the c h a i n ____________________ . •
9, Please indicate, by placing a tick in the appropriate box, how you 
would describe your establishment.
Res taur ant/cafe 
Chinese Restaurant 
Indian Restaurant 
Steak house 
Pub with meals
10. How many people can you cater for at one time in your restaurant?
11. Is your establishment open all the year round or does it open on 
a seasonal basis?
1. Open all year
2. Open for only a part of year
If you do open seasonally for how many months of the year are you 
open.
-  2 -
A P P E N D I X  C .2
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Research Centre Restaurant Questionnaire.
Department o£ Hotel & Catering Management 
University of Surrey
1. Is your* establishment part of a chain of hotels and/or restaurants
YES □
NO I I
If it is, please indicate in the following space how many units 
there are in the chain.
2. Please indicate, by placing a tick in the appropriate box, how you 
would describe your establishment.
Restaurant/cafe   .
Chinese Restaurant ___
Indian Restaurant ___
Steak house __ _
Pub with meals ____
3. How many people can you cater for at one time in your restaurant?
4. Is your establishment open all the year round or does it open on 
a seasonal basis?
1 Open all year
2 Open for only a part of year |.
If you do open seasonally for how many months of the year are 
you open?
5. Please indicate by placing a tick in the appropriate box who 
is responsible for buying wines for your establishment
1 The owner t— --
2 The manager (where this is not the owner)  __
3 The wine waiter(s)  —
4 A group of some or all of the above — ___
5 A central buyer for your organisation L _
Where none of the above, categories describe the person or persons 
involved please use the space below to indicate who buys your wine
6 . Within the course of a month how many suppliers do you use for 
buying wine?
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Please indicate by placing a tick in the appropriate box(es) 
which of .the following types of supplier you have used for 
buying wine in the last month.
1. Retail outlet (eg Off-licence or supermarket)
2. Wholesale wine merchant
3. Wine shipper (eg Grants of St.- James's, Stowells)
4. Cash and Carry
5. Central stores or warehouse of own organisation
6 . Other (please state in space below)
For each of the three categories of wine listed below how 
many bottles of each kind do you sell in an average week?
No. of bottles
1. Table wine ■____
2. Fortifi'&ctywine's (Port, sherry, mad©ira
and British wines) . ______________
3. Vermouths and aperitifs
TOTAL
What proportion of your customers, eating a main meal, order 
wine with it?
1. At lunch ____________
2. At dinner/supper ____________
If you do not serve one of these meals please leave the relevant 
space above blank.
Please indicate below the average total outlay of a customer in 
your restaurant.
1 . At lunch ________ __
2. At dinner/supper  _
In your experience are there some characteristics (eg. age, 
cost of meal, composition of party) which you identify with those 
who are likely to order wine with their meals? If so please 
mention them below:
- 2 9 4 -  COVER LETTER
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Guildford, Surrey
i \
. . . . . . , ,  r
i
Telephone Guildford 71281
MM/LO
Dear Sir,
I am engaged in a study of the demand for wine in hotels 
and restaurants, conducted by the Hotel and Catering 
Management Department of this University. Much, of the 
information I require can only be obtained from individual 
managers in the industry and this is why I am contacting 
you to ask you to answer a few questions on the attached 
sheet.
All replies will be treated as confidential to myself and 
only statistical results will be published so that any 
information received will not be associated with any one 
firm or person.
When this project is completed my results will be published 
and will, I hope, prove to be of value to the Hotel and 
Catering Industry.
I should be grateful for any comments you may have on the 
questions I am asking and if you have difficulty in answering 
any of them please return the partially completed questionnaire 
nonetheless.
Yours faithfully,
Michael Howley, 
Research Fellow.
Department o f  Hotel and Catering Management
Head o f  Department: Professor S. Mcdlik, M .A ., B .C om ., F.H.C.I.
Research Centre Restaurant Questionnaire
Department of Hotel and Catering Management 
University of Surrey
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A P .PE.N D I X  C.  4 Q u e s t i o n n a i r e  U s e d  i n  M a i n  S a m p l e
1 Please indicate by placing a tick in the appropriate box whether 
your establishment is licensed to sell alcholic drinks.
1 Licensed ___
2 Unlicensed |
If the answer to the above question is "licensed”please ignore 
questions 2 and 3 and proceed to questions 4 to 13; if "unlicensed" 
please answer questions 2 and .3 and ignore all other questions.
2 If your establishment is unlicensed do members of your staff ever 
leave the premises to purchase drinks for customers to consume 
with their meals?
1 ' Yes “
2 No
3 If your establishment did have some form of liquor licence do 
you think that there would be sufficient demand for wine to 
make stocking it worthwhile?
1 Yes
2 No ____
4 Please indicate by placing a tick in the appropriate box who is
responsible for buying wines for your establishment.
1 The owner IZZZI
2 The manager (where this is not the owner) ___
3 The wine waiter(s) ___
4 A group of some or all of the above ___
5 A central buyer for your organisation LU Z
Where none of the above categories describe the person or persons 
involved please use the space below to indicate who buys your 
wine
5 Is your establishment tied to one supplier as far as alcholic
drink is concerned, in that you can only purchase from qne source?
1 Yes
2 No
6 Within the course of a month how many suppliers do you use 
for buying wine?
10 11 12 13 14 15 16
Please indicate by placing a tick in the appropriate box(es) 
which of the following types of supplier you have used for buying 
wine in the last month.
1 Retail outlet (eg Off-licence or supermarket) ____
2 Wholesale wine merchant ____
3 Wine shipper :(ie a firm which imports wine but ____
does not normally sell at wholesale level)
4 Cash and carry ____
5 Central stores or warehouse of own organisation
6 Other (please state in space below) I
For each of the three categories of wine listed below, how many 
bottles of each kind do you sell in an average week?
No. of bottles
1 Table wine ______________
2 Fortified wines (Port, sherry,
madeira and British wines)  — -----
3 Vermouths and aperitifs  ___
Total
Please indicate by placing a tick in the appropriate box what 
proportion of your customers, eating a main meal, order wine with 
it.
1 At lunch
2 At dinner/ 
supper
If you do not serve one of these meals please leave the relevant 
line above blank.
Please indicate in the same manner the average outlay per person 
of a customer in your restaurant on food and drink taken together.
0 -10% 11-25% 26-50% 51-75% 76-90% 91-100%
1 At. lunch
2 At dinner/supper
75p or less 76n-£l.SO £1. SO-£2.00 £2 .00-£2.SO £2 . 50-£3.00 £3.00 or more
In your experience are there some characteristics (eg age, cost of 
meal, composition of party) which you identify with those who are 
likely to order wine with their meals? If so, please mention 
them below.
Is your establishment open all the year round or does it open on a seasonal basis?
1 Opeig! all year
2 Open, for only part of the year LZI
If you open seasonally, for how many months of the year are you open? ______'
How many staff do you employ in full season?
Research Centre Hotel Questionnaire
Department of Hotel arid Catering Management 
University of Surrey
1. Please indicate by placing a tick in the appropriate box who 
is responsible for buying wines for your establishment
A P P E N D I X  .„C ._5 Q u e s t i o n n a i r e  U s e d  i n  M a i n  S a m p l e
1 The owner
2 The manager (where this is not the owner)
3 The wine waiter(s)
4 A group of some of all of the above
5 A central buyer for your organisation
Where none of the above categories describe the person or persons 
involved please use the space below to indicate who buys your wine
2. Is your establishment tied to one supplier as far as alcoholic 
drink is concerned, in that you can only purchase from one source?
• 1 Yes | ~2 No" ■ tZZ '
3. Within the course of a month how many suppliers do you use for 
buying wine?
4. Please indicate by placing a tick in the appropriate box(es)
which of the following types of supplier you have used for buying 
wine in the last month
1 Retail outlet (eg Off-licence or supermarket ) __
2 Wholesale wine merchant___________________________ __
3 Wine shipper (ie. a firm which imports wine ’ 
but does not normally sell at wholesale level)
4 Cash and carry __
5 Central stores or warehouse of own organisation __
6 Other (Please state in space below) L H
5. For each of the three categories of wine listed below, how 
many bottles of each kind do you sell in an average week?
No. of bottles
1 Table wine .
2 Fortified wines (Port,/sherry, madeira
i and British Wines)  .
3 Vermouths and apdritifs ■
Total
6 . Please indicate by placing a tick in the appropriate box 
what proportion of your customers, eating a main meal, order 
wine with it.
1 At lunch
2. At dinner/supper
If you do not serve one of these meals please leave the relevant 
line above blank.
0 -10% 11-25% 26-50% 51-75% 75-90% 90-100%’ ? %
-zy»~
7. Please indicate in the same manner the average outlay per person 
of a customer in your restaurant on food and drink taken together.
1 At lunch
2 At dinner/supper
8 . In your experience are there some characteristics (eg. age, cost of 
meal, composition of party) which you identify with those who are 
likely to order wine with their meals? If so please mention them below.
9. Is your establishment part of a chain of hotels and/or restaurants?
1 Yes
2 No
If it is please indicate how many units there are in the chain_____
10. Is your establishment open all the year round or does it open 
on a seasonal basis?
1 Open all year ----
2 Open for only part of year ...
If you do open seasonally,for how many months of the year are 
you open?
11. How many staff do you employ in full season?
0 31 32 33 34 35 36 37 38 39 40 41 42
75p or less 76p-£l.50 £1.50-£2.00 ii.00-£2.50 £2,50-£3.00 £3.00 or more
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1 .  I n  w h a t  p r o p o r t i o n s  d o  t h e  d i f f e r e n t  t y p e s  o f  t a b l e  w i n e  
s e l l  i n  y o u r  e s t a b l i s h m e n t ?
S w e e t
D r y
R e d  ' W h i t e  R o s e '
2 .  W h e n  c u s t o m e r s  o r d e r  w i n e  w i t h  t h e i r  m e a l  h o w  m u c h ,  o n  
a v e r a g e  d o  t h e y  d r i n k  p e r  p e r s o n ?
3 .  D o  y o u  s e l l  w i n e  . . . ?
a ) b y  - t h e  g l a s  s
b )  b y  t h e  c a r a f e
I f  t h e  a n s w e r  t o  a )  o r  b )  i s  " y e s " ,  t h e n  a s k ' :
c )  W h a t  w i n e  d o  y o u  u s e  f o r  t h i s  p u r p o s e ?
d )  W h a t  p e r c e n t a g e  o f  y o u r  t a b l e  w i n e  s a l e s  a r e  a c c o u n t e d  
f o r  b y  ( i )  s a l e s  b y  t h e  g l a s s  ( i i )  b y  t h e  c a r a f e
a n d
e )  O f  w h a t  s i z e  i s  t h e  c a r a f e ?
k . D o  y o u  e m p l o y  a  w i n e  w a i t e r  a n d  i f  s o
a )  i s  h e  c o n s u l t e d  w h e n  w i n e s  a r e  b o u g h t
b )  h o w  d o e s  h e  g a i n  h i s  p r o d u c t  k n o w l e d g e
c )  d o  y o u r  s t a f f  h a v e  a n  i n c e n t i v e  t o  s e l l  w i n e
I f  t h e  a n s w e r  t o  c )  i s  " y e s "  w h a t  f o r m  d o e s  t h e  i n c e n t i v e  
t a k e  ( t i p s  o r  a  p e r c e n t a g e  o f  t h . e  t a k i n g s ) . . .
5 .  I n  w h a t  p r o p o r t i o n s  d o  y o u  s e l l  w i n e s  i n  t h e  d i f f e r e n t  
p r i c e  r a n g e s  i n  y o u r  e s t a b l i s h m e n t 7
A P P E N B I X  C . 6
I n t e r v i e w i n g  S c h e d u l e
Q u e s t i o n n a i r e  ( P e r s o n a l  I n t e r v i e w i n g ) : L i c e n s e d  H o t e l s  & R e s t a u r a n t s
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7.
8 .  
9.
1 0 .  
1 1 .
1 2  .
13.
Ik  .
1 5 .
a )  T e n t  c a r d s  o n  t a b l e
b )  W i n e  i n  e v i d e n c e  ( w i n e  r a c k s ,  e t c )
c )  S p e c i a l  p r o m o t i o n s  ( e g  ’’ W i n e  o f  t h e  W e e k " )
( P r o b e  o n  m a n a g e r ' s  a t t i t u d e  t o  s u c h  p r o m o t i o n a l  d e v i c e s  
a n d  o n  w h e t h e r  h e  k n o w s  a n y  o t h e r s  w h i c h  c a n  b e  u s e d ) .
D o  y o u  s e l l  a n y  w i n e '  a p a r t  f r o m  w h a t  y o u  s e l l  t o  a c c o m p a n y
a  m e a l  ( i . e . .  a t  a  b a r  j  ?
Do y o u  u s e  a n y  o f  t h e  f o l l o w i n g  p o i n t  o f  s a l e  m a t e r i a l :
W h a t  m a r k - u p  d o  y o u  u s e .  D o e s  i t  v a r y  a c r o s s  d i f f e r e n t  
d r i n k s .  ( A t t e m p t  t o  b o r r o w  w i n e - l i s t ) ?
H o w  d o  y o u  v i e w  y o u r  w i n e  t r a d e  ( p r o b e  i f  n e c e s s a r y  o n  
w h e t h e r  t h e  t r a d . e  i s  s e e n  a s  p r o f i t a b l e  i n  i t s e l f  o r  a s  
e s s e n t i a l  t o  m a i n t a i n  a  n e c e s s a r y  s e r v i c e  t o .  c u s t o m e r s ) ?
H o w  d o  y o u  b u y  y o u r  w i n e s  ( T h i s  c a n  b e  l i n k e d  w i t h  Q . 4 o n  
q u e s t i o n n a i r e  ) ?
H o w  l a r g e  i s  t h e  s t o c k  o f  w i n e  y o u  c a r r y ?
D o  y o u  b u y  a n y  y o u n g  w i n e  a n d  h o l d  i t  w h i l e  i t  m a t u r e s .  
( I f  o u t l e t  i s  p a r t  o f  a  g r o u p ,  e s t a b l i s h  w h e t h e r  t h e  
g r o u p  d o e s  t h i s ) ?
p r o p o r t i o n  o f  y o u r  t u r n o v e r  i s  a c c o u n t e d  f o r  b y  
T o t a l  d r i n k  s a l e s  
W i n e  s a l e s
H o w  d o  y o u r  c u s t o m e r s  o r d e r  t h e i r  w i n e ?  ( W h e t h e r  hy .  n a m e  o r  
h y  n u m b e r .  . P r o b e  o n  t h e  d e g r e e  t o  w h i c h  c u s t o m e r s  d e p e n d  o n  
t h e  w i n e  w a i t e r ,  f o r  a d v i c e ) .
W h o  s u p p l i e s  y o u r  w i n e ?
a )  W h y  d o  y o u  u s e  t h a t  f i r m ?  ( P r o b e  i f  n e c  
q u a n t i t y ,  c o n t i n u i t y ,  a d v i c e  a n d  s e r v i c e  
c u s t o m e r ,  w h e t h e r  t h e  b r a n d  i s  f o u n d  i n  
d e s i r e  t o  u s e  o n l y  o n e  s u p p l i e r  f o r  a d m i  
p a s t  e x p e r i e n c e  w i t h  s u p p l i e r ,  w h e t h e r  s  
s p e c i a l i s t  i n  t h e  f i e l d ) .
e s s a r y  o n  p r i c e ,  
, i m a g e  t o  
r e t a i 1 o u t l e t s , 
n i s t r a t i v e  c a s e ,  
u p p l i e r  a
B l u e
a )
b )
W h a t
. a )
b )
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l i u v e  . y ou  u s e d  any  t r a i n i n g  f a c i l i t i e s  o r  p r o m o t i o n a l  
l i t e r a t u r e  f r o m  a n y  o f  y o u r  s u p p l i e r s ?
O n  w h a t  t e r m s  d o  y o u  b u y  y o u r  w i n e ?
C a n  y o u  t h i n k  o f  a n y  w a y s  i n  w h i c h  y o u r  l i q u o r  s u p p l i e r s  
c o u l d  b e  m o r e  h e l p f u l  i n  h e l p i n g  y o u  p r o m o t e  w i n e  s a l e s ?  
( P r o b e  i f  n e c e s s a r y  o n  t h e  a b o v e  f a c t o r s ) .
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